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colorful cut-outs. Pic- 

ture your window full 

of ‘aggar one dis- W H AT A W i N D O W 
playing a popular tool. 

Can you imagine a dis- W 

play more attractive, T Hi E 7 i L L M Bs, K E i 
more interesting, more 

sales stimulating? And 

the holiday buying sea- 

son is just around the 

corner. Write for your 

supply of cut-outs to- 
day. They are furnished | 

without cost. 
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* SILHOUETTE 
The ew 


1847 ROGERS BROS. 
PATTERN 


Two dinner knives instead of the usual conventional one. . . 
in SILHOUETTE. Two choices to intrigue your customer. A 
double-edged talking point for you! 


For SILHOUETTE offers both the regular dinner knife . . . and 
the new Viande knife (Patent Applied For). with its short blade 
and long handle. It’s a knife you can demonstrate. You can 
take it in your hand and hold it in a cutting position. You 
can demonstrate how your forefinger presses on the handle 
instead of on the back of the blade as with the usual dinner 
knife. You can demonstrate its balance and its feel. You 
have something to talk about even beyond the pattern itself, 
something new and “newsy.” 

The Viande knife is the creation of Eliel Saarinen, whose 
distinguished work is recognized as entitling him to foremost 
rank as architect and designer. 


And then if your customer is very conservative .. . and the 
Viande doesn’t impress her... then you still have the 


regular dinner knife and dessert knife to sell her. 


For illustrations and prices of the new SILHOUETTE pattern 
write for booklet JH to Sales Promotion Department, ‘Fac- 


tory E, International Silver Company, Meriden, Connecticut. 






























1647 ROGERS BROS: 


SILVERPLATE 
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EAGLE FLATTING OIL 


comes in these 3 convenient 
SIZES vo 


ONE-QUART CAN ...A convenient size for small jobs. Just about 
enough to flat a 12 % pound pail of Eagle White Lead—or fora 
small job of glazing, bronzing or enamel undercoating. 

Equipped with Upressit cap. 


ONE-GALLON CAN ... A convenient quantity to take along on the 
average job—one or more cans, to be opened as needed. The 
Upressit cap is important. Opened in an instant, closed 
airtight again by the simple pressure of the 
thumb after you pour off the quantity 

you want. 


FIVE-GALLON DRUM ...Theself-contained spout of this steel drum, 
which lifts out after Upressit cap is opened, eliminates spilling 

and slopping over, and is quickly appreciated by paint- 

ers familiar only with the ordinary package. 


—with these 
important advanta ges 


1 When used with Eagle White 
Lead, it dries to a beautiful, gloss- 
less flat finish—easily washed. 
For all types of interior paintin 
of walls, ceilings or woodwor 
... for plain flat or eggshell 
finishes, tiffany, mottled, etc. 


2 Does not show brush marks. 


3 Mixed with a little spar varnish it 
makes an excellent bronzing 
liquid either with aluminum or 
bronze powder. 


4 When mixed with any high 
—_ varnish, that really dries 
at, it makes an excellent glazing 
and blending liquid fer tiffany 
effects — because it sets slowly. 


5 Makes a fine undercoating for 
enamel when used with Eagle 
White Lead, Heavy Paste. 


6 Comes in quart and 1-gallon cans 
and 5-gallon drums. All packages 
equipped with easily-opened 
“Upressit” caps. 








THE EAGLE-PICHER LEAD COMPANY 


134 North La Salle Street, Chicago \~ 
A 
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_ contagious. That pitch-in, 
whip-the-world feeling is in- 
vigorating the muscles of “Big Fist” 


users. It’s no newsensation to users of 


“Moly”,theworld’s bestshovel. Now, 
that same smile can be seen in the 








aaa.o.oe Lhe “Moly” Smile 
spreads to “Big Fist’ 


medium-price class, through “BIG 
FIST” theworld’s second-best shovel. 
Have youever gripped the wide, non- 
pinching “Moly-D” handle? Ever 
sling a shovel with such an even 
hang and balance? You'd smile, too. 


THE WOOD SHOVEL AND TOOL COMPANY . Piqua, Obio 


Woods Shovels -Spades -Scoops 
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How Best to Serve 
these Customers 


How Best to Serve 
YOURSELF 
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MANSFIELD 


TIRES 
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TIRES MANSFIELD TIRES M 





These are Questions 
You Must Answer this Fall 


HESE FELLOWS who stand by you—who count on you to look after 

their tires—who take your word—accept your recommendations— 
you want to serve them faithfully, and equally important, you want to 
serve yourself so your business flourishes and grows and shows a com- 
forting group of black figures at the end of the year. 


You want first dependable merchan- 
dise from a source of supply that has 
demonstrated its ability to endure. You 
want effective merchandising assis- 
tance. You want to tie into a factory or- 
ganization whose selling vision extends 
to the problems you meet every day. 


Mansfield is now presenting to tire re- 
tailers the Mansfield plan for 1930. 
It combines sound merchandise with 
a sound merchandising plan that con- 
siders the retail market—not as it was 


MANSFIELD TIRE & RUBBER COMPANY . Mansfield, Ohio 


i, i, Bn i ty Bin Bn iy in Bn Gm th Li Lim, Mi Min Li Sim A lin. lt. 
LL LL TE OL TIEN REESE RIN 





































three years ago — but as it is today. 
Squarely behind the Mansfield plan is 
the close knit, efficient Mansfield or- 
ganization ready and able to work with 
you in your local market. 


Any day now, a salesman may call at 
your place of business to go over with 
you the Mansfield’ program for 1930. 
It is worth your time and attention. 
Mansfield is enabling many tire retail- 
ers to serve their trade and THEM- 
SELVES— PROFITABLY. 


The factory of The Mansfield Tire & Rubber 
Company at Mansfield, Ohio is one of tie 
finest tire plants in the world. For seventeen 
years Mansfield has been known as an exclu- 
sive manufacturer of high grade tires and 
tubes. Only demonstrated ability to serve 
a market faithfully and well has established 
Mansfield among the leaders inthe tire industry. 
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When your Customer says: 
“That’s exactly what I wanted!” 


IS 
a difference 


Saslt Cord 





everybody is happy. He has found the 
thing he was looking for, and he will 


know where to come next time. 
He’s going to be a regular and 
profitable customer — and will send 


his friends. 


SOLID BRAIDED 
COTTON CORD 


Your customers can advantageously use 
solid braided cotton cord for any purpose 
requiring a smooth, round, durable cord, 
especially if it runs over pulleys. They use 
small lines in a hundred ways, such as shade 
cord, on porch screens, for garden line, for 


masons’ lines, and for camping and motoring 


trips. Large sizes are used for dumb-waiters 
and hand rails. Braided cords are needed 
for flag halyards—while in the marine field 
they are used as log lines, sounding lines, 
life preserver lines, and painters. Cord with 
a wire center is required for tiller rope on 
Spot Cord for lariats is in 
demand by the professional and amateur 


motor boats. 


rope spinners. We also manufacture glazed 
cotton twine. 


For more than thirty-five years our Samson 
Spot Sash Cord has been recognized as the 
most durable material for hanging windows. 
This is because it is made with that end in 
view. In the same way we have developed 
other sash cords and cords for other uses, 
each bearing a well-known brand, and each 
giving the greatest value for the money. 


You can sell the correct cord for 











Here is the most durable material for 
Smooth, glazed surface, 
is pliable, firm and strong, resists wear; 
does not stretch like cheap cords. 


hanging windows. 


SAMSON SPOT 
SASH CORD 





Phoenix 
Trade Mark 


of yarn not quite so fine. 


Guar- 


anteed free from imperfections of braid or 


finish. 


Remind the customer that the cost of 


replacing one broken or 


stretched sash 


PHOENIX 
SASH CORD 


Sons YS — = 
———— a, ES ea +. a *« 
SS ee a 


A cord you can also recommend. 
Smooth, firmly 
braided; very serviceable for ordinary work. 
Sizes Nos. 6, 7, 8, 9, 10, and 12. 
hanks of 100 ft. each—two connected. 


Put up in 


SAMSON 
SP SMALL LINES 


Samson 
Trade Mark 





Made 


A good working stock of these cords 
takes little space, and enables you to supply 
demand for all sizes of Shade and Venti- 
lator Cord, Masons’ Lines, Garden Lines, 
etc. They are solid braided cotton made 
in white and drab, with glazed finish. 


cord is usually more than the difference in 
first cost between SAMSON SPOT and the 
cheapest substitute for an entire dwelling. 


Always identified by the colored spots, 
our trade mark identifying this one best 
grade. Put up in 100 ft. hanks, two con- 
nected. Sizes 6, 7, 8, 9, 10, 12. 


And the larger sales price means a larger 
profit for you! 


SACHEM 
rSachem , SASH CORD 


A low priced cord that you need not be 
ashamed of. It is made of coarser yarn, 
but not roving. Sizes Nos. 6, 7, 8, 9, 10, 
and 12. Put up in hanks of 100 ft. each— 
two connected. 


They will not kink, stretch or ravel like 
twisted cord, and are far more durable. 
Sizes Nos, 3%, 4, and 4% put up in hanks 
of 48 ft. each (several connected), one 
dozen hanks (192 yards) in a box; or in 
coils of 1000 yds. each. Size No. 5 is put 
up in hanks of 100 ft. each (two hanks 
connected) or in coils of 1000 yds. each. 








SAMSON CORDAGE WORKS, BOSTON, MASS. 
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4. MINUTES 

with the 
SAMSON 
CORDAGE . 


WORKS 








A copy of this Broadside to- 
gether with our Catalog will give 
you full information covering 
these cords. Sent free together 
with samples of any cords re- 


quested. 


each purpose 











SPA SAMSON 
~_ Samsor ROPE 


Samson 
Trade Mark 





Dumb-waiters, hand rails, life lines and 
similar purposes require a smooth solid 
braided cotton rope. Samson Rope is braid- 
We use more 


thus 


ed on special machines. 


strands than other manufacturers, 


obtaining greater smoothness and durabil- 
ity. Sizes Nos. 14, 16, 20, and 24 


-Pliable, and easy to handle. 


TITE-ROPE 
CLOTHES LINE 





. BLACK-BIRD 
CLOTHES LINE 








This line is so made that it does not 
stretch or shrink, and is unusually strong. 
It is therefore especially good for use 
where the supports are far apart. Clean 
white cotton yarn, firmly braided; smooth, 
Guaranteed 
for five years. Put up in 50 ft. hanks or 
on reels or tubes. 


Counter Display Box furnished free with 
order. 


NASHOBA 
TWINE 





Trade Mark 


Smooth, glazed finish, but is not slippery. 
Resists sawing. 
retie. 

Made in a full range of sizes in white, 
dark brown, light tan and-gray. Available 
in our patented Cutter Box. 


Easy to tie, untie and 


Ideal for revolving clothes driers, and 
where the clothes poles are not far apart. 
A flexible solid braided cotton cord. Sizes 
Nos. 6, 7, and 8—put up in connected 
hanks containing 50 ft., 75 ft., and 100 ft. 
each—also on reels or tubes. 

Special Display Stand furnished free with 
order. 


BLUE-BIRD 
CLOTHES LINE 





Solid 
braided of white cotton yarn, smooth and 
pliable, it is a thoroughly serviceable clothes 


Here is real value at a low price. 


line that meets competition. Put up in 


hanks, or on reels or tubes. 











SAMSON CORDAGE WORKS, BOSTON, MASS. 












10 


HARDWARE AGE for OCTOBER 31, 1929 











TEE SATURDAY EVENING POST 


Sargent Hardware...in the spirit of this modern, scientific age 


AS CHATEAU and guild hall reflected the Renaissance, skyscrapers 
express 20th-Century America. The Chanin Building, New York, 
in every direct line of design, in each workable itern of equipment, 
represents the power and opportunity of this modern world. The 
key-notes of its theme—courage, activity, endurance, success— 
have been realized only by the closest co-operation of architect and 
engineer. Here is ornamentation related to construction, and 
«quipment that is the best produced by this scientific age. 
Sargent Hardware is a fitting installation in the Chanin Build- 
ing. As in other fine buildings of the country, Sargent beauty of 
design, Sargent perfect operation, Sargent durability, all add to 








SARGE 


LO D HARDWARE 








The Chanin Building, New 
York City, Sloan & Robertson, 
architects, is a masterful ex- 
pression of the modern bulidy 
or’s art. Sargent Hardware in 
the design shown above adds 
te its beauty and its lasting 
serviceability. 


Sargent Hardware as ilius- 
trated above at right Is appro- 
priate for this Colonial type 
residence, Heathcote M. 
Woolsey & F. Burnham 
Chapman, associate srchi- 
tects, New York. Such precisely 
machined equipment assures 
Satisfaction for the entire life 
of the dwelling. 


the value, distinction and usefulness of the structure. 
You can obtain the same excellence in hardware for 
your own home. For every type of residence, as well as 
apartment, hotel, educati lor public building, Sargent 
offers a wealth of designs in solid brass or bronze. If you 
are planning to build, send for our illustrated booklet, 
‘* Hardware for Utility and Ornamentation.”’ You will 
find it interesting and instructive. 

Sargent stands for quality—in builders’ hardware and 
in every Sargent item in a hardware store. Sargent & 
Company, 33 Water Street, New Haven, Connecticut. 











DWA 











THE PRODUCTS of Sargent & Company are advertised persistently 
and consistently. The strength of this firmly established, leading 
hardware manufacturer is reflected in the full-page series of adver- 
tisements appearing in The Saturday Evening Post. Two of these 
are reproduced above. Others, designed especially to appeal to all 
who might be interested in the building of homes, are inserted regu- 
larly in House & Garden and similar publications of this class, as well 
as in the leading architectural and building publications of America. 











eoieNR Oe. 
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THE SATURDAY EVENING POST 


All materials for its construction have been tested minutely 


A GREAT STRUCTURE rises abruptly. Its foundations grip bed-rock. of design and Sargent smooth operation have atso in- 
All materiais have been tested minutely, their bearing power and creased materially the value of the attractive residence 
durability are known. The effect of variations in temperature on shown. You can make your own home more pleasingly 











steel skeleton, reinfor , brick and stone face have been cal- _livable with Sargent Hardware. 
lated. Wind velocities and earth tremors have been considered. The unquestioned high quality of all Sargent 
Each forward step has d ded the highest skill of architect, merchandise has been established by many years’ in- 





engineer and builder. Here, where is ial, Sargent = sistence on the best materials and the most expert 
Hardware is a fitting installation. workmanship. If you are planning to build, you will 
During many years Sargent Hardware has been selected forthe find much of interest and instruction in our illus- 
tanding cial structures of the country. Of solid brass trated booklet, ‘‘Hardware for Utility and Ornamen- 

or bronze, Sargent Hardware adds to the permanerice and useful- _tation.’’ It will be mailed you on request. Sargent & 
ness of the great office building illustrated below. Sargent beauty Company, 33 Water Street, New Haven, Connecticut. 














SARGENT 


LOCKS AND HARDWARE 








mg 





The Smith Young Tower 
Buliding, San Antonio, Texas, 
Atlee B. and Robert M. Ayres, 
A.1.A., architects, is equipped 
throughout with Sargent 
Hardware. The proprietary de- 
sign may be judged from the 
one item illustrated above. 


© 


Sargent Hardware, authentic 
in design, adds to the beauty 
and serviceability of this 
Colonial type residence, Davis, 
Dunlap & Barney, architects, 
Philadeiphia. The hardware 
pieces shown are appropriate 
for dwellings of this style. 














EXCELLENT HARDWARE and the name of Sargent & Company are 
becoming steadily more closely associated in the minds of architects, 
builders, dealers and purchasers of hardware, large and small. This 
growing demand for Sargent Hardware results from Sargent’s long- 
continued insistence on tested materials and experienced workman- 
ship. Sargent & Company, New Haven, Conn.; 94 Centre Street, 
New York; 150 N. Wacker Drive (at Randolph), Chicago, Illinois. 
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ni {AT ARE MAKING , 
DWARE DEALERS | 


A disc ‘tanlder Cylinder Padlock in Brass 


Sturdy—Beautiful 
—Readily Salable 


Here is an item that 
means additional busi- 
ness every time you sell 
it. People will remember 
the store where they 
bought this quality pad- 
lock at such a remark- 
ably low price. 

Note the sizes and fea- 
tures and compare the 
prices with any other 
padlocks on the market. 


Five disc tumbler cylin- 
der padlocks. Furnished 
with two large head keys 
made of the best quality 
nickel silver. 500 key 
changes—can be  fur- 
nished master-keyed. 


Padlock core of special 
die cast alloy of unusual 


strength. 


Solid brass drawn case. 
Highly polished. Beauti- 
ful two-tone effect in 
finish. 


Shackle extra heavy case 
hardened steel. 


Double locking action on 
shackle. No protruding 
rivets. 


All working parts rust- 
proof. 


BRANCHES: 
183 West Lake S8t., 

Chicago, Il. 
523 Commerce 8t., 

Philadelphia, Pa. 
4 Warren 8&t., 

New York City 
121 Second St., 

San Francisco, Cal. 
2109 Cass Ave., 

Detroit, Mich. 
406 Wall St., 

Los Angeles, Cal. 


414 North Gay St., 
Baltimore, Md. 


SAN FRANCISCO 


ae 
yr 


& 


o 
e 
) 


"DENVER 
KANSAS City* 


OS ANGELES 


ITCHBURG 
. 


INEW YORK 


CLEVELAND 


CHICAGO™ pun ADeLrnie 


patin® 


*ST. LOUIS 


a 
ATLANTA 








FACTORY AND GENERAL OFFICES 


\MASS.., U.S 


FITCHBURG 


“¥ 


() |NDEPENDENTIOCK' 


These Padlocks Are 
Made in Three Sizes 


#311—the small size has a 
shackle clearance of 
25/32”—it retails for 
about $1.00 


#312—the medium size with 
shackle clearance of 
1 1/32” — retails for 
about $1.50 


#313—the large size has a 
shackle clearance of 
1 1/16” and retails for 
about $1.75 


Attractive Counter 
Display 


These padlocks are packed 
one-half dozen in a display 
carton. Each padlock is also 
individually packed in an at- 
tractive box. 


We will be glad to include a 
counter r window display for 
use in connection with dis- 
play carton. 


KEY BLANKS 


This company has 
long been known as 
the leading manufac- 
turer of key blanks 
and key machines. 
Completeness of the 
line — quality of the 
product and quick ser- 
vice from our branch 
offices, are reasons 
why the ILCO is 
everywhere accepted 
qa sa standard key 
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More NAILS per Minute 








FEATURES 


Improved design. Ob- 
lique delivery of ram 
blows. No spring to 
break. Unobstructed view 
of nail. Canno@turn in 
hand. Will not roll off 
inclined surface. Handle 
or pressure foot saves 
hand from injury and 
guides jaws directly to 
nail. Length 18 inches. 
Weight 412 pounds. 


Packed 1 doz. in a case. 














“More miles per gallon!” cry the motor car manu- 
facturers. ‘More nails per minute!” shout the nail 
puller makers. 


There are times when SPEED counts as well as 
MILEAGE. You know how it is when boxes, cases 


and crates must be opened in a hurry. 


It is at just such times that the 


CYCLOPS 
Nail Puller 


proves its SPEED and EFFICIENCY in pulling 


nails. 


Some users claim the “CYCLOPS” will pull more 


nails to the minute than any other nail puller. 


Be that as it may, it certainly PULLS them—no mat- 
ter how securely embedded, and it’s SAFE to use 
because the handle or pressure foot guides the jaws 
directly to the nail and saves the hand from injury. 


Factories, stores and warehouses all have need of good 
nail pullers. The “CYCLOPS” retails at a popular 
price, and gives complete satisfaction. 


Your Jobber will supply you. If not—write to us 
and we will refer you to the nearest Jobber who will. 





HARDWARE COMPANY 





a7 


Reg. U. S. Pat. Off. 


Established 1854 


TORRINGTON, CONN., U. S. A. 
New York Office: 151 Chambers Street 


Incorporated 1864 
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Here is the book that explains 
the Goodrich Merchandising 
Plan, worked out by experts 
in retail selling methods. 
Every wide-awake hardware 
dealer should have a copy, 


oie 





\ 


: 
Goopricn Maxercon 


GARDEN HOSE 
(in the Gold Wrapper ) 
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advertise my business ?°° 


dsoodrich makes a Contribution 


to the Independent Hardware Dealer 


EFORE you order 


This plan, however, not 


only tells how to do 





garden hose for next YOUR HARDWARE STORE hh 


spring’s sales you need iy 
to know these impor- uh 
tant facts: 


Instead of dozens of 
brands, dozens of grades 
which are so hard to 
choose from, there will 
be one hose, so adver- 
tised and so well known 


to the public that it will be easier to sell, and 
surer to satisfy, than any hose ever made be- 
fore. That hose is Goodrich Maxecon—to be 
packaged this year in a gold wrapper! Every 


independent dealer should have it in stock. 


But, more important still—Goodrich offers 
an advertising and merchandising plan to 
every dealer who sells this hose. It is a plan 
that not only helps sell more garden hose, but 
shows you definitely how to advertise your 
whole store. Without question it will increase 


the sales of every line you carry! 


Here are a few of the things it covers: 


1. What kinds of advertising should the hardware 


store use? 


2. How to use direct mail advertising. 


3. When should a hardware store use newspaper ad- 


vertising? 


4. The modern hand bill—for increasing sales in every 


line. 
5. Prices and chain-store competition. 


6. How to sell garden hose. 


Nena for your Free 
copy of The 
Goodrich Ptan — 


send coupon today 


| 





these things but pro- 
vides a definite means 
of doing them. Any 
dealer who studies it 
and applies it will be a 
more successful mer- 
chant in 1930. 





One Hose Only 


There is a definite need on the part of the hard- 
ware store for a single grade of hose which the 
dealer can recommend to every customer. 
Goodrich Maxecon is the best hose Goodrich 
knows how to make for home use. The user 
need not be afraid to leave it out in the sun, 
to shut off the water at the nozzle, to drag it 
over cinders or concrete. It will not develop 
leaks or kinks. 


Designed to give the dealer a gross profit of 
nearly 40°. 

A companion hose, Goodrich Rib Cord or 
Goodrich Freshet can be used to meet low- 
price competition, and to help the sale of this 
more profitable grade. 


How to Get This Merchandising Plan 


Jobbers and jobbers salesmen have copies and full in- 
formation. If your jobber cannot supply you with 
Goodrich Maxecon hose, write to The B. F. Goodrich 
Rubber Company, Established 1870, Akron, Ohio. In 
the west, Pacific Goodrich Rubber Company, Los 
Angeles, California. 





THE B. F. GOODRICH RUBBER COMPANY 
Akron, Ohio 


Gentlemen: I am interested in the Goodrich Mer- 
chandising Plan. Please send full information. 


Name 





Address. 





H.A.10 | 






























































































16 HARDWARE AGE for OCTOBER 31, 1929 
©Manufacturers of 
BALL/, BALL-BEARING/S 
AND ROLLER-BEARING/ 
August 6, 1929. 
Orrice OF 
F. H LENNOX 
SALES MAMACER 
Hardware Jobbers 
Any City, U. S. A. 
RE: BALL & ROLLFK BEARINGS FOR LAWN MOWERS 
Gentlemen: 
ie. An impor- 
ing’ “alone We have been asked recently for an opinion as to the tant ques~ 
will not relative merits of ball and roller bearings, giving special consider- diana 
_— a ation to their application to lawn mowers. As you are a jobber of jobber and 
customers | this product, we felt that a brief letter on the subject would be of ultimate 
good will. interest as it is of value to you to be able to recommend with assur- | consumer 
anoe and promote the sale of only such items as will give complete 
"Shs operating satisfaction and build good will with repeat business from 
the concerns to whom you distribute your merchandise. 
The preponderance of trade paper advertising has cre- 
ated some erroneous impressions in favor ot roller bearings, so moh 
When read- so that several mower manufacturers have adopted them for use in their 
9 ey all product, apparently taking it for granted that it is to the best in- 
in ne Sie terest of future business to do so. The fact that such is not the 
established case warrants a letter of this kind. As manwu- 
fact that fact f 
authorita- both tupes 
tive a. It is quite impossible to explain in a letter the of bearin 
at aed al engineering and operating facts that should accompany a report of this | our state- 
ings con- kind; and in the absence of them it is well to consider the signifi- —_ is bas- 
sume more cant fact that our impression is an unprejudiced one inasmuch as we mst oral 
than twice as are manufacturers of both ball and roller bearings and can therefore facts rather 
render an opinion based on actyal knowledge that is not influenced by | than ulterior 








much power 
as ball bearing | ulterior motives. 











E who sell their mowers. 





sales motives. 


T Practically every manufacturer of Lawn 
Mowers uses Hoover Products as original fac- 
tory equipment to protect their own business 
and the business of the jobber and dealer 
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17 
: An open letter on a timely subject of im- 
portance to the Jobber and to the manu- 
facturer of Lawn Mowers. This letter rep- 
resents the opinion of an _ experienced 
manufacturer of both Ball and Roller 
Bearings that represents an unprejudiced 
L ef i eC] statement based on actual results. 
Giving due consideration to all of the requirements Ball bear- ° 
Ball jeog of anti-friction bearings for lawn mowers, we unreservedly recommend ings main- 
ings arean ball bearings (more especially in hand operated machines) realizing fain the 
cient fupe “that ball bearings are the most efficient type. In fact, authorita- correct re- 
of — © | tive tests have proven that they require only half as much energy to lation of 
ings oro- operate as the roller type of bearing. They do not wear or require oy 
duced. adjustment as frequently as roller bearings, and their adjustment is enges long- 
not restricted to the experience of a skilled mechanic. They hold er periods 
the cutting edges in proper relationship to each other over longer of edo 
periods of time and have in hundreds of thousands of applications 
actually proven themselves to be the closest possible approach to 
Ball bear- 100% satisfaction, while the roller bearing is still a new wmtried 
tl Al Y and unproven application so far as lawn mowera are concerned. 
it outsell 
other types Hand oper- 
2tol. ated mow- 
It is difficult for the average owner to measure ers must 
or definitely determine just how much inoreased effort is required 9 or one 
to operate a lawn mower with rollcr bearings, but it is an a" ne sa 
lished fact that roller bearings have a coefficient of friction honendiengl 
amounting to twice as much as the ball bearing. anti-friction 
bearings is 
defeated. 
Advertising creates much good as we all know, but 
Any con- unfortunately it often misleads the layman -- and we feel warranted 
scientious in predicting that after roller bearings have had their spell and 
engineer | the public becomes conscious of their increased power consumption 
will admit [ and other detrimental features, ball bearings will again replace 30 years 
ed tage roller bearings the same as they are doing in automobiles, electric of success- 
oe hell motors, machine tools, and other mechanical applications where the ful partons 
ings for BUYER IS VALUE, MAINTENANCE, AND OPERATION WISE. ate a 
hand oper- . tablished 
ated mowers. by ball bear 
: ing mowers. 













Yours very truly, 


HOOVER STEEL BAIL CQMPANY 


2 —_ 
FHL: 1B Member - Society of Aut ve Engineers. 











This includes such concerns as: DILLE & ) 
McGUIRE CO.—ELWOOD LAWN MOWER 
cO.—F & N LAWN MOWER CO.—AMERI- 
CAN—MAST FOOS—ECLIPSE—PENNSYL- 
VANIA—and others. J 
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FOR 
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PAINTERS 
MACHINIST 
MILLWRIGH Al. 
CARPENTERS |. 
FARMERS |. 
ROOFERS | |e 
STEAM FITTERS |. 
INDOW CLEANERS | 
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Ride the Consumer Demand 


E sell to jobbers only—never to retailers or consumers. Consumer demand 

is created by advertising. During 1929, Remington Products were adver- 
tised to approximately 54,000,000 readers of General, Farm, Women’s, Sporting 
and Boys’ Publications. 


In 1928, they bought (consumer demand) $30,000,000 worth of Remington 
Products. This year is ahead of last, and we are planning an advertising drive 
for next year that will make 1930 surpass 1929. 


We supply to consumers pamphlets describing our complete line, so that they 
enter the store knowing exactly what they want. This saves the dealer’s time in 
selling. It enables dealers who sell the Remington line to increase their turnover 
with less sales effort. 


The more Remington Products you stock and display, the larger will be your 
share of the profits created by Remington’s advertising. 








A Service 
to Retailers in Which 
Jobbers will Gladly 


Cooperate 


E make the sugges- 

tion—based on a 
knowledge of firearm sales in 
this country—that Remington 
Shotguns and Rifles are important 
assets in building a profitable gun 
department. Remington’s line of firearms is 
complete. It includes Autoloading in 12 gauge 
and Repeating Shotguns in 12 and 20 gauge. The 
new Model 29 for field and water fowl shooting is 
fast becoming the most popular gun in America. 


High Power Rifles—a choice of three types, bolt 
action, autoloading and repeating. .22 Caliber 
Rifles—single shot, repeating, autoloading. Model 
25 Repeaters—taking the popular 25/20 and .32 
Win. Mar. & Rem. cartridges; particularly adapted 
for general use on the farm or in the field. Re- 
peating Air Rifle—50 shots—a new rifle but already 
popular with the boys. 


The best way to sell Remington Shotguns and Rifles 
is to carry a representative stock—to put the gun 
in the customer’s hands when 
he is in a buying mood. Real- 
izing, however, that stocks will 
run short, and that few dealers 
can carry all the Remingtons 
for which they may be asked, 


we offer the consumer, through our advertising, 
descriptive circulars. These we send to your 
customers, giving them complete specifications on 
the items in which they are interested, and enabling 
them to order through you with complete knowl- 
edge of what they want. This saves your time, and 
it is not too much to expect of your jobber that he 
will ship promptly so that your customer will not 
be disappointed by any delay. 


Kemington, 


MODEL 6 
-22 Caliber Single Shot Rifle 





.50 


Retail Price $5 





























Why Not Ride The 
, Consumer Demand? 


1. More KLEANBORE .22 
cartridges are sold than all 
other makes combined. 


2. This fact indicates the 
consumer demand. 


3. They are sold at the same 
price as less known and less 
popular ammunition. 


4. They pay the retailer a satis- 
factory profit. 


5. They give the dealer a quick “turn- 
over”. 


6. Such being the facts, why should a 
retailer carry a mixed stock of several 
brands, increase inventory, delay turn- 
over and dissatisfy customers? 


7. In buying from your jobber insist upon receiving 


“KLEANBORE” ammunition. 








exclusive advantages, 
national advertising, 
universal jobbing distri- 
bution, lowest price. Re- 
sult—established con- 


10. Striking advertising 
matter supplied on re- 
quest — window cards, 
booklets, etc. 


8. See that the salesman he can get the brand he 
- underscores “KLEAN- wants. 
a BORE” on his orders. 
ie 12. But why take the trouble— 
¥ 9. If you have any trouble “KLEANBORE?” costs no 
-: getting “KLEANBORE” more. 
3 from your jobber, write us. bi: esendiienanadicn, 
io 


11. “Switching” a consumer sumer demand, largest 
sometimes works, but the in volume of sales and 
next time he goes where no sales talk necessary. 


Why Row Against the Current? 


KLEANBORE 


CARTRIDGES 


Ay A A 4 4 Oy 4 








Bins for 
Stock in 
back of 
Case 















Remington’s Show Case Assortment makes 
cutlery sales easier for jobber and dealer, 
because: 


1. It displays 36 of the best selling patterns in 
the dealer’s territory, with plainly marked 
prices, blades open where the consumer can 
easily see them. 


nN 


. The patterns in the case are sure to be the 
best-sellers in the territory because they are 
selected by the jobber from his sales records. 


3. This careful selection by the jobber insures 
the dealer of steady demand, quicker turn- 
over, and increased profits. No dead stock. 


4. Stock is carried in bins in the back of the 








More Cutlery Sales and 
Easier Sales for Jobber and Dealer 














Knives 
Securely 
Wired 


















Price and 
Number in 



















case. Knives can be passed out quickly by 
clerks and time is saved in selling. 






5. Buying and selling by the dealer and jobber 
are made easy because there is always a 
complete line of salesman’s samples in the 
dealer’s store. Inventory is taken at a glance 
into the bins—easy for the salesman to keep 
the dealer stocked, easy for the dealer to 
order by mail. 

Many jobbers who are distributing this new 

case are doing the biggest pocket knife business 

in their history; so are the dealers they serve. 


Dealers: Ask your jobber about the deal on 
Remington Show Case Assortment No. 236. 


Jobbers: Ask our salesmen or write us. 


REMINGTON ARMS CO., Inc. 


Originators of Kleanbore Ammunition 
25 Broadway New York City 


Remington, | 
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The Other 






Prine Saree nena 












— “a 
provements 
1. Sectional construc- 
tion. 


1.“V" type belt. 2. Helical cut gears {on 6" 
and 10" stroke}. 
3. Adjustable motor base. 


4. Exceptionally large bear- 





2. Improved force feed 






« lubrication. 


















ing areas, 
3. Fully enclosed pump. 5. Splash and force feed 
lubrication. 
4. Simplified air com- Complete catalog describ- 


ing “Oil-Rite”’ Pumps 
and their various com- 
binations in water 
systems mailed 
bromptly on re- 









pressor. 






5. Improved appearance. 





The Deming Fig. 2085 


The Deming Fig. 1809 
“OiL-Rite”ShallowWell Marvel Shallow Well 





- 


lished 
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The Vermont flood destroyed f 


millions of farm acres, 


ILLSIDES covered with 
forest fared less badly. The reason is ob- 
vious. The interlaced roots of hundreds of 
giant trees, like the tightly twisted strands 
in the wall of Bull Dog Cord Hose, so 
strengthened the ground that it resisted 
the deluge. 

In ordinary kinkable hose which bends 
sharply and creases the tube, the water 


channel becomes affected with tiny fis- 


sures or surface breaks. Each one is a 





source of future trouble. The little fissures 
become cracks, then breaks,—the wate’ 
seeps into the fabric wall and leaks begin. 
Once leaks have started, the end of use- 
fulness for a hose is in sight. 

Bull Dog Cord does not kink! It is the 
new garden hose that is really flexible. 
Being kinkless, the wear comes evenly at 
every point. It is the brand to. push as 


the leader in your line. 


























HOSE 






“AS FLEXIBLE AS ROPE" 
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E.C. ATKINS & CO. tsotasieotisl to: 


Established 1857 ... The SILVER STEEL Saw People 


Machine Knife Factory: LANCASTER, N. Y. BRANCHES 
° - ° Atlanta Memphis Portland Vancouver, B. C. 
Canadian Factory: HAMILTON, ONT. Chicago New Orleans San Francisco Paris, France 


Agencies in principal cities throughout the world New York Seattle 
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cause they are in greatest demand. 


There is therefore, more profit in selling 
them, because there is quicker and greater 
turnover in The Continental Line. 























Continental 
Wood Frame Cloth Window Ventilator 





























Continental 
Metal Frame Cloth Window Ventilator 





Screen Panel 
IN SUMMER 
Keeps out Flies 
Conserves Health 


VVVVVVVVVVVVVVVVVVVV VV VV VV VV VV VV VV VVVVVYY = 


All the Leading Jobbers 


The reason why leading Jobbers and Re- 
tailers handle Continental Products is be- 


Storm Panel 

IN WINTER 

Keeps out Cold 
Saves Fuel ; 


Combination Screen and Storm Door 


Fresh Air with- 
out direct drafts. 
Protects interior 
from rain or 
snow. Keeps cur- 
tains and drap- 
eries from blow- 
ing out of win- 
dow. Saves ‘clean- 
ing bills. Health 
and comfort at 


‘small invest- 


ment. Packed 
one dozen in a 
carton. 


CONTINENTAL SCREEN CO. 





Wood and Metal Frame Cloth Window Ventilators 


Strongly con- 
structed and well 
finished. These 
ventilators are 
manufactured at 
five Continental 
factories situated 
in various parts 
of the country, to 
insure prompt 
delivery and good 
service, 


Detroit, Michigan 


MAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAA 
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Handle Continental Products 


Continental Window Screens combine 


many features which make them popular. 
Best Hardwood Lumber—Thoroughly Seasoned. 
Wood Parts Accurately Machined. 
Inspection Eliminates Imperfections. 
Wire Cloth—Best Grade Used. 

Metal Strips hold Wire Cloth Firmly. 
Strong and Rigid—Open and Close Easily. 
Special Packing—in Wood Crates with Solid 
Fibre Liner. 











Window Screens and Doors 


are produced in great quantities in seven large 


plants strategically located. 


Each big plant stands ready to serve the Jobber 
promptly so that he in turn can ship immedi- 
ately to the Retail Dealer, FREE OF 
FREIGHT CHARGES at the distribution 


point. 


The complete line of Continental Products 


can always be had from ONE source of supply. 
Put our goods and service to the test. We are 


strong for cooperation. Send for New Catalog. 


It describes our Complete Line. 


CONTINENTAL SCREEN CO. 
Detroit, Michigan 


a 
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’ JOBBERS | ) 

pe for our really tes Psa 2 | 
worthwhile roposition | | 
and samples.  dnecuine | THE ALLIANCE us direct for samples at 
colored catalog pages | MANUFACTURING CO. | Dealer’s price, montion- 
and cuts now available ALLIANCE, OHIO ing your Jobber’s name. | 
for your 1930 catalog or Privilege of return for | 
supplements. Manufacturers of a credit or cash rebate. Zn 
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AVOID the DELUGE 
of COMPETITION 











DOO-KLIP PRUNER. 50 
The only pruner which can’t be held upside down. 
This eliminates bruising. 





OUR JOBBER RENDERS a fine service when he 

offers you high quality and salable items which 

yield you a real profit and — you from the 
“new competition.” 


DOO-KLIP GRASS SHEARS AND PRUNERS are such 
items and the jobber offering them to you modern hard- 
ware dealers deserves your co-operation. For in Doo- 
Klips you have items that show a much greater margin 
of profit than the average. 


SALES PROTECTION IS GIVEN every dealer handling 
Doo-Klips. We have a positive policy of selling NO 
Doo-Klips to Chain stores or Mail Order houses. 


AND HOW THE HARDWARE stores have sold them! 
A quarter-million Doo-Klips in 1929 and more coming up 
for 1930. When a customer takes hold of those easy 
working, green handles—they’re sold! 


PROVE TO YOURSELF THAT DOO-KLIPS are without 
an equal for quick sales and real profits by tying 
up with them for 1930. 





Retail price, $1. 





stains. 


Cuts on the proper angle when held in a_ natural Easy working, 


This diagonal is the only health cut for 


Cuts branches up to % inch in diameter . 
Handles are non-pinching and cannot be sprung out 





Self-tensioning—no adjustments to make. ment. 


surgeons, florists and /rult growers. 








An ideal pruner for home owners, nurserymen, tree Actually self-tensioning and self-sharpenin: 
Blades of hardened, oil-tempered tool steel. 





ee, GRASS — 


1.5 
No more blisters, skinned knuckles or grass 





up-and-down moving handleq 
remove finger cramp and arm s 


Clips 4% inches of grass 
Cuts fine or coarse grass 
Handles are non-pinching, 
stream lined—cannot be sprung out of align- 
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Le t the Reputation 
of KELLY TOOLS | 











W.C.KELLY ) 


PERFECT AXE 


QNENTEQ 


KELLY REMFGCO 
CHart STONW VA 
USA 


ea Soh abet 9 






TELE CELEL ELS. 
TLL, * 
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HAMMERS HATCHETS 5 AXES SCYTHES 
ADZES PICKS MATTOCKS BUSH HOOKS 
BROAD AXES WEED CUTTERS GRUB HOES GRASS HOOKS 


“8S BS ene Pe r 
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Verh} Po a os 
cvegue wevder ere 


Lott gt 



































Armstrong Bros., Pipe Tools 


ARMSTRONG BROS. Pipe Tools are better wols. 
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Order Vises For 
Any Requirement 


From 




























No. 604 This Standard 
Machinists’ Vises Complete Line. Woodworkers’ Vises 


Made in continuous screw and 





Stationary or swivel base (Only partially illustrated here) rapid acting types — ; 
With or without adjustable jaws With or ne dog in ae jaw 
Sizes: 2"' to 8" jaw widths Vises are Profitable to Sell + a lps tbe sel ars 


, in. 3 . Used in manual training schools, 
Used in automobile industry, air- aircraft industry, woodworking. 
craft industry, railroad shops, 
garages, machine shops and “Group of 3” 


schools. 









No. 203% 
Combination Pipe Vises 
Swivel base 
Sizes: 314" to 6"' jaw widths 
Used in pipe work, plumbing, oil 


wells, oil refineries, gas line work; 
maintenance shops. 





Bodymakers’ Vises | 


Stationary or swivel base 
With or without adjustable jaw 
Size: 414" jaw width 


Used in body manufacturing and 
woodworking plants. 





No. 160-X 


Nos. 43, 4314, 44 


Hinged Pipe Vises 
Household and Garage Vises 


Made in standard and heavy duty 





No. 50 Leg Vises Swivel base. Removable pipe jaws types to hold pipe Yy"to lk 
Made in standard aad Sizes: 3", 314" and 4"' jaw widths up to 1)4"' to 12 
heavy duty types Used in homes, small garages, and schools. Used for all pipe and round work. 






Sizes: 4"' to 8" jaw 
Pq The COLUMBIAN VISE & MFG. CO. 
shops, sheet metal work, farming, CLEVELAND, OHIO, U. S. A. 


railroad construction and mining. 
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People ke to 
buy merchandise in attractive 
packages. 


Picture yourself a buyer of motor car, a new 
suit or axe handle. Does a beautiful color job, a 
beautiful fabric or an immaculately clean looking 
handle make a quality appeal to you? 


We were the first to take handle selling out of 
the stock class. American King handles come in 
= display packages, each handle in a glassine 

lope and this extra visible quality makes its 
appeal the same as it would to you. 

Selling them affords extra profit. True—not 

everyone can or will buy the most perfectly 

selected line but a quality line offered first will 

always sell to a reasonable average of buyers. 

We have made quite a study of this method of 
selling and it is the only way for jobber or dealer 
to increase his handle profits. 


AMERICAN HANDLE COMPANY 


























JONESBORO ARKANSAS 
Chicago Office, C. Bullock... .....ccccccsccccvccees 844 Rush St. 
Pestiend, Ore., Oiled. ...ccccsccscsccvce 486 E. 22nd St. North 
IS Be UNS EDLs 6 54505 50s sbe0rnaneee 41-49 Lincoln Ave. 

El Se Pree ee 1103-1105 ag * 
Waco, Texans, OffR0s.. 1... wccsccccccscccsccveces x 

Atlanta, Ge., OMG0.. cccccccccess 707 Fourth National Bank Bldg, 
Damar, Cabe., GER... cccsccceccccsvecsseses 1715 California St. 
Toronto, Ont. (Canadian Office)............+. 39 Tyndall Avenue. 






ATTRACTIVELY DISPLAYED 
PACKED 12 TO A CARTON 


EA DLE EUCASED IN A GLASSINE 
Asai ENVELOPE. — 
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Feature Disston Saws 


ee lO Serve your customers best 


























HE new Disston Hand Saws are the finest hand saws ever 

made —more beautiful and more useful than ever before. 
Your jobber can supply them in Lightweight (ship) patterns, 
and Regular patterns, to suit every preference. 


Disston Lightweight Saws are growing in popularity every day. 
For the lighter work that they are doing today, 
carpenters do not need the wider, heavier blades. 
The new Disston Lightweights will run with less 
set, cut faster, cut easier, and stay sharp longer 
than any other hand saws ever made. They are 
true-taper ground, and have better clearance, 
better balance, better steel and better temper 
than any other saws ever made.“The Standardized 
List of the New Line of Disston Hand Saws,” 

describing all the new Lightweight and Regular 
pattern numbers, will be sent to you on request. 


HENRY DISSTON & SONS, INC. 


Philadelphia, U. S. A. 
Canadian Factory: Toronto 





Six Advantages 


1—Lighter Blades 
—for easier cutting 







2—Narrower Blades 
—save strength 







3—True-Taper Grind 
—for faster cutting 


4—Thin, yet Stiff 


—for true running 


5—New Handles 
—give better balance 















6—Disston Steel 
—stays sharp longer 









iSSTO 


Makers of “THE SAW MOST CARPENTERS USE” 
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its easy to sell this Fence 
with the silver, satin finish 


There is a Pioneer Kokomo Lawn Fence display 
case at your disposal that will double or treble 
your fence sales. Pioneer is the first and only 
fence that offers this great merchandising op- 
portunity. You cannot afford to be without 
» this new and tested idea! 

Let your jobber tell you how you can 
put this masterful ‘‘silent salesman’”’ 
in your store WITHOUT COST 
Or write to us for complete details. 
CONTINENTAL STEEL CORPORATION 


KOKOMO STEEL & WIRE CO., DSVISION, 






Nayarit 




















| KOKOMO LAWN FENCE) 


Mai 


STYLE L as 













(pa 
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ee 


DUAN 


Style “L” is closely spaced 
and resists the most adverse 
wear and weather conditions. 
Has a beautiful silver satin 
finish. Made in 24, 30, 36, 42, 
48, 54, 60, and 72 inch heights. 
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STYLE M FABRIC 





Style “M" does not have as 
close spacing at the bottom as 
Style “L” but is sufficiently 
close to turn animals. Partic- 
ularly suited for back yard or 
division fences. A handsome 
though simple design, built 
substantial.y and priced rea- 
“sonably. 


FLOWER BED BORDER 


“) @ 
































“Pioneer” Kokomo Flower Bed 
Border affords ideal protection 
for flowers and gardens. It 
provides an artistic method of 
setting off shrubs or gardens, 
and adds beauty to property. 
It is not only beautiful, it is 
really protective. 


PIONEER TRELLIS 





The heaviest vines will not 
break down ‘Pioneer’? Kohomo 
Trellis. Artistic and beautiful- 
ly designed, substantial, and 
invaluable for training vines or 
bushes. Pioneer Trellis adds 
much to the attractiveness of 
the home. 
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years of 
ZY experience 


back of 


WITT CANS and PAILS 


Why WITT Cans Are 
Better 


Deeper corrugations — one 
Piece bottom seamed to body 
—side seam double lecked 
and welded—heavy beaded 
steel bands riveted top and 
bettom—one piece covers 
that fit on snugly—handles 
riveted on. After fabrication, 
each WITT Can is hot-dipped 
inte pure, molten sinc (gal- 
vanising). This heavy coat- 
ing will not crack, peel or 
ehip. These specifications ex- 
Plain why we can issue a 
printed Guarantee with every 
WITT Can and Pail. 


Nationally advertised in Good 
Housekeeping, and other 
publications. 

4pproved by Good House- 
Reeping Institute and Pris- 
etlla Proving Plant. 





JN addition to originating the Corrugated Can more than a 
quarter century ago, WITT has also developed the major 
improvements in can construction. 
This continuous leadership has been made possible through 
our many years of specialization and the development of mod- 
ern manufacturing facilities for the production of a better 
product. 
There are larger profits for the merchant and greater satisfac- 
tion for the customer in selling these nationally known and 
advertised Cans. If you have been overlooking this better 
business, phone your Jobber today. 


THE WITT CORNICE COMPANY 


Can Specialists Since 1899 


Winchell Avenue Cincinnati, Ohio 
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" sifacy of Lamson a 
| tabrod A 2 eS 

‘Thats why we-urge you: +6 picks ‘® ‘Lathéon. bolt. 

; at random from. yout stock; subject it to. any’ 

; 7 saeduracy test you choose and let the results 


ee val 


-dgtermine the bolts and nuts gouwilbase> 


THE. LAMSON-& SESSIONS. co. 
1971 W. 8Sth St,» -... Cleveland, Ohio 


. y¢ Chicago - Detroit - St. Louis - El Paso 
Atlanta~ Chettango a: - Salt Lhe City - 
Los Adigeled'- Sen FS 


ee . 





THE 

ALL-AROUND TOOL 
FOR HOME, GARAGE, 
OR FACTORY........- 


& i - am lo. 
OEM Me ij ry > ts 
nT Py, . ali : 
wig / jjji7, 
TAAL ET oi 
PZ ’ ‘ eG 
} 
y 


VA Inch 


GENERAL PURPOSE 
ELECTRIC DRILL 


A Sturdy, Powerful 14 inch Electric Drill for General 7." 
Purpose Use. 





A Useful Power Unit for Grinding, Polishing, Brushing, 
Sawing, Sanding, and many other uses. 


Note these special features. 


Westinghouse Universal Motor. Aluminum Frame with non-slip J 
ribbed panels. Double speed reduction. Special alloy steel gears. 
Full Ball Bearing spindle. Instant switch control. Excellent 
balance. ‘Comfortable, air cooled handle. Light weight—only 4!; 
pounds. Length 1134 inches. 


Write for our attractive dealer proposition. ~* 


No. 1O51 FOR 110 VOLTS 
No. 2051 FOR 22O VOLTS 


A PRODUCT OF THE 
Lootimith 
pene 


GOODELL 
PRATT 


GREENFIELD, MAsSs., U.S.A. 


NEW YORK LONDON CHICAGO 


1O7 LAFAYETTE ST. !27QUEEN VICTORIA ST. 38NO.CLINTON ST. 











1500 GOOD TOOLS 
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The Big ieitiesessesssss: sSiseresceneseeses! 
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American taht 
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Your Big Month? 
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B: prepared to take care of the Kiddies for see 


f ¥ BUSINESS CHARACTER 
Christmas. Rice Leaders 


e . f h 7 ot the World 
December is recognized as a poor month for hard Fete wo 


ware, but a good month for American children’s vehi- ls ccoiaknaniie 
cles. Keep up your volume by pushing these sales Seema 
to children, but place your order now. Your Jobber 
can serve you. But insist upon American National, 
the world’s largest line of wheel goods. 
<i a a 
National fompany 








Five Factories, Toledo, Ohio, U. S. A. 
World’s Largest Manufacturers of Children’s Vehicles 
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First,the Modern Kitchen 
Now, the Modern Laundry 


EFORE the days of modern labor-saving devices, there 
was little time and opportunity for making the kitchen 
colorful and attractive. But today we have kitchens 
of blue, green or yellow, with everything in them match- 
ing or harmonizing. And those who make or sell kitchen 
equipment are putting out their wares in all the hues 
of a summer landscape. 





Now, the home laundry is coming in for its share of attention. Gay 
linoleums are replacing dull greens and browns, and color is working 
its magic everywhere. 


Lovell New and Modern Models make a timely entrance on the scene, 
endowing the honest but homely clothes-wringer with a surprising 
grace and a charming color scheme. 


Better still, these new models have improved mechanism which in- 
creases their efficiency, and decreases the amount of energy required 
to operate them. They have, in fact, many features adapted from 
the famous Lovell Washing Machine Wringers. 


Write us for our Selling Help Sheet, and get 
without charge, folders, displays, etc., that 
will give you valuable aid on retail sales 


LOVELL MANUFACTURING COMPANY 


ERIE, PENNA., U.S. A. 





LOVEE: 
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“The Better the Wringer the Whiter the Wash” 


© Lovell Mfg. Co., 1929 


WhRINGEhS 


AND WRINGER ROLLS 
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AMERICAN BARBED WIRE 


4 POINT 





2 POINT 4 































AMERICAN NAILS 


Bright, Galvanized 
and Pearson Coated 
Nails. 


















Other ‘ Office 


Cincinnati 





Atlanta 


Cleveland 





HE saving of time and the economy 

which results, are, of course, real 
advantages when buying is centered 
through one source. 


And—of still greater importance is the 
featuring of a line of products bearing 
the name of a manufacturer who is 
recognized as the national leader— 
products that will be accepted by your 
trade as the best that money can buy. 


Recognizing this—thousands of deal- 
ers are purchasing all of their wire 
products from the most dependable 








DIAMOND 
LAWN FENCE 





























BANNER 
POULTRY 
FENCE 





























AMERICAN 
STEEL GATES 




















AMERICAN 
HEXAGON 
POULTRY 
NETTING 


N STEEL 


Subsidiary of United 


208 S. La Salle Street, Chicago 




















Buffalo 
Memphis 


Birmingham Boston 
Detroit Kansas City 


Baltimore 


Dalla Denver 


U. S. Steel Products Company, San Francisco, 


Export Distributors: United States Steel 













“HARDWARE AGE for OcToBER 3 21, 1929 7 pecs 45 


One Source Buyj in 


and well known of all sources—The 



























American Steel & Wire Company. 


Because every step of manufacture, 
from mine to mill, is controlled—uni- 
form quality is constantly assured. 
National advertising is creating de- 
mand—brings trade to our dealers 
stores. So—if you are not at present 
taking advantage of this plan of buy- 
: ing—then you are not making your 
cash register ring as often as it should. 
Today—write for full details. 


ee 
CAN a & WIRE Company's 


aa ) FF 


Ty 











a] AMERICAN 
LAWN FENCE 
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PROTECTOR 
ee POULTRY 
e FENCE 
TACKS— 
STAPLES 
a 
—_—_—— Zits insulated FENCES 
AND STEEL FENCE POSTS 
a AMERICAN Fee Sega rca Nene ge ‘ 
enter lation rairie 
a BALE TIES US. Fences, Benuerandidealline 
Posts and National Expanding 
Anchor End and Corner Posts. 











& WIRE COMP 


States Steel Corporation 


30 Church Street, New York 
Milwaukee Minneapolis-St. Paul Oklahoma City Philadelphia 
Pittsburgh Salt Lake City St. Louis Wilkes-Barre Worcester 


Los Angeles, Portland, Seattle, Honolulu 


Products Co., 30 Church St., New York 
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STRAND’ 





RADIO tells 








WHAT to buy... 


GAIN Gold Strand Screen Wire Cloth provides dealers everywhere with solid, sub- 
stantial sales assistance ... now for the first time utilizing, with the tremendous 
attractive power of Radio, the no less effective directive power of the “Where to 

Buy It” sections of the telephone directories. 

Again Gold Strand Radio concerts featuring the ever popular Gold Strand Artists will 
be broadcast weekly over the Columbia Broadcasting System and a chain of 45 associ- 
ated stations reaching from ocean to ocean, from Canada to Mexico. .. . 

.. «and each broadcast will feature the announcement that the names of local dealers 
who carry Gold Strand Screen Wire Cloth in stock may be found in the “Where to Buy It” 
section of the listener’s local telephone directory. 

Then, in that local telephone directory, under the Gold Strand Trademark, will appear 
the names of all dealers in that community who carry stocks of Gold Strand cloth. 
There is no cost to the dealer for this service. American Wire Fabrics Corporation pays 
the bills! Each dealer is listed automatically .... as quickly after he orders his stock 
of Gold Strand Screen Cloth as the new directory goes to press. 


Get YOUR Name Listed Free in 
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double tie-up for | | ay 5 - op y 






















eoothe “PHONE 
fells WHERE fo buy Tt! 


ae This, we believe, is the most effective merchandising tie-up of a nationally advertised 
es product that may be made. It attracts the public to Gold Strand, and then directs the 
public straight to the dealer’s store. 

Gold Strand Screen Cloth is in greater demand today than any other make. As you 
ee know, there are three general types . . . . Galvanoid, American Bronze, and Copper 
Ba + «+ made regularly in 12, 14, 16 and 18 mesh, and in all widths from 18” to 48”. 


Here’s your opportunity! Send in your orders now for 1930 through your own jobber, 
and get a free listing in the “Where to Buy It’ section of your local telephone directory! 


AMERICAN WIRE FABRICS CORPORATION 
Subsidiary of WICKWIRE SPENCER STEEL COMPANY 


General Office: 41 East 42nd St., New York City 


Western Sales Office: 208 So. La Salle St., Chicago, Ill. 
Worcester Buffalo eveland Detroit 
San Francisce Les Angeles Seattle Atlanta 


the Classified Telephone Book 








— 


XE SPENCER 
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In the Vanguard 
of Tomorrow 


Foster bolts and nuts and cap screws are in every 
sense today’s products. Every modern advantage of 
men, methods and machinery is employed to the 
end that Foster products keep in step with the 
march of progress in this swiftly moving age. 


And behind the daily production and selling activ- 
ity there is a never-ceasing, never satisfied effort to 
improve today’s best. In this department of our 
business there is a wholesome restlessness, a frank 
refusal to be satisfied with things as they are; al- 
ways a striving for better and better . . . better. 


So today is good. It is better than yesterday. But 
tomorrow will be still better for we at Foster are in 
the vanguard of tomorrow. 


The Foster Bolt & Nut ( 


Mig. Company tat 


CLEVELAND 


Union Avenue and East 72nd St. 
Telephone BRoadway 0840 


CHICAGO 
6245 to 6249 West 65th St. 
Telephone HEmlock 4484 











R@ 








































@™ BOLTS “> NUTS 
CAPSCREWS 


in Big Business 
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pret raes 








Personal Service 





See 
ae: 
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Credit losses are one item of overhead too frequent- 
ly added to the dealer’s cost on tires and tubes— 
overhead that cuts into the margin between your 
cost and the selling price—into your legitimate 
profit. 
For sixteen years, none but concerns who pay their 
bills promptly have handled Pharis Tires and 
Tubes. Your cost is not loaded with an overhead 
of bad accounts, nor is it burdened with unneces- 
sary sales expense—you buy direct from the fac- 
tory. 
Selling Pharis Tires and Full Molded Tubes, you 
pocket a better profit. You hold your trade and add 
new customers year after year by selling a better 
tire at a better price. Competition gives you no 
worry, not even your new competition 

Interested? Write for the Pharis Proposition. 


The Pharis Tire & Rubber Co. 
Newark, Ohio, U. S. A. 
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We Are Focusing 
its Community 
Demand on 
Your Store 





Backed hy the Heaviest National 
A ducting’ in AM Grass Shear History 


the leader. But the New Improved 1930 Model, 
with its sturdier, rust-resisting blades, made of 
KNIFEBLADE Heat Treated Steel, ground to 
cutlery sharpness, is better than ever. 

Display GOODWINS on your counter... in 


IMCRE and easier sales for you! GOODWIN 
Ball-Bearing Grass Shears are now more 
heavily advertised than any other on the market. 
The national magazines listed below carry 
Goodwin sales messages into 8,618,000 homes — 
over 30 million readers a month! 

Because of their comfortable grip, their non- 
tiring ball-bearing action and their keen adjust- 
able blades, GOODWINS have won nation-wide 
acceptance. Retailers say they sell on sight. 

The GOODWIN Ball-Bearing has always been 


your windows. Our national advertising will 
bring people in and help build the largest garden 
tool business you’ve ever had, by far. 

Order from your jobber—or write us for 
sample at dealer’s price. Privilege of return 
and refund. 


Wee 


é » 
| Nationally 


Advertised 
in— 
Saturday 
Evening Post 
American 
Magazine 
Collier’s Weekly 


Better Homes 
& Gardens 


American Home 





House & ae 


WHEELER METAL PRODUCTS CORPORATION, East Cleveland, Ohio 


N O More Biistered Hands 
NO Skinned Ki nuckles 
Noa ching Fingers 








And for Smaller Hands —the GOO DWIN Junior 
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> ' My - 
roved by the-steadpase 
orders and re-orders receivégst 
the first of the year. : 





BLANKETING THE COUNTRY 


We are blanketing the country 
with a splendid advertising cam- 
paign on Arcade Cast Iron Toys. 
It will reach the homes of ten mil- 
lion people, telling them of these 
“hard, to break” toys that look so 
real. 

IT’S TIME TO “B-A-T” 
BUY ARCADE TOYS 


Children are already looking for- 


ward to Christmas. In your capa-» 


city as Santa Claus’ assistant, it 
7 to you to furnish children w, 
ideas that will make you Sant 
headquarters. Increase your battii 
average by starting your toy 
partment early! 





WHEN? 


Now is the time to place your 
order for immediate delivery. Now 
is the psychological time to capi- 
talize on the children’s thoughts of 
Christmas. Do not lose the oppor- 
tunity that is waiting in the early 
Christmas Business. 


HOW? 


Then there is the question of dis- 
play:—Group Arcade Toys together 
and they will sell many times as 
fast. Have an intelligent girl at the 
counter who will place the toys in 
advantageous groups. She will sell 
two to every one she might sell 
otherwise. 

Write for further information on 
Arcade Cast Iron Toys now. 


















































CAST 


ARCADE: TOYS 


“They Look Real” 


ARCADE MANUFACTURING CO 
FREEPORT...ILLINOIS 

















New York Dallas JTRowntree | 
wOFifthAve OD.Otstott SanFrancisco Salt Lake City 
ee Inc. Los Angeles Seattle 
555 W. olphSt Santa Fe Bldg Denver Portland 
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Today, the circulation of 


HARDWARE AGE 
is at the peak of its 


LAR RRR Ree eee ee ee 


74 years of publication 


22,000 


NET PAID 


The effectiveness of the editorial service of HARDWARE AGE 
is conclusively attested to by its consistent growth at the highest 
subscription price of any hardware paper in the country—$3.00 
annually—although numerous hardware papers are sent to these 
identical readers free and uninvited. 


HARDWARE AGE is bought exclusively on its editorial appeal 
and merit—no extraneous services are offered to subscribers. 





- This concrete evidence of reader interest—expressed in coin of the 
realm—is the advertiser’s best insurance that his message is reach- 
ing a receptive, attentive and influential audience. 


Experienced manufacturers recognize the superior penetration of 
HARDWARE AGE into the hardware market by investing more 
advertising dollars in HARDWARE AGE than in all other 


national hardware papers combined. 


es 
(( 


Pus 
ye Oy 
fe! =a Sh 
(of KD $) 
ial te jal 
( ek a 


ie AGE 


239 West 39th Street New York, N. Y. 
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Charter Member A.B.C. Charter Member A.B.P., Inc. 
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How Hardware Manufacturers Invested 


Their Advertising Dollars in the 


Three National Hardware Papers 
During the first nine months of 1929 


\ 


Publication N Pub.”C’ 


B \ 


Wa oY WA -)-J ol 
1073 Pages \ ag 





ACH year advertisers invest more money in Hardware Age than in 


all other national hardware papers combined—plus a substantial 
sur plus. 


Every paid page which one publication carries in excess of another 
over the course of a year represents just so much more real money 
voted to the most influential paper—faith voiced with dollars. 


72 pARowarl 
<> ovis 
x 


HARDWARE AGE 


239 West 39th Street New York, N. Y. 
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Charter Member A.B.P., Ine. 
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of HAND MADE Oil Cans 


These sturdy cans are easy to handle, fill and pour 
from. Their attractive Red or Blue striping gives 
them an appealing finish that helps sell them. They 
are in constant demand and therefore 


Either hexagon or dome shape 
eap ean be furnished 


The Dulphos- Line | 


One- 
Piece 
Drawn 


Spout 





Produce Quick Turnover for Jobbers and Dealers 


Their good features include: One-piece 
spouts and large filler openings clinched 
securely into breast of cans. Cannot be sa 
knocked off. Cap has smooth curled edge 
—no rough spots. Top is heavily knurled. ss 
A bead in the body extends entirely 
around the can, stiffening the body and 
protecting the seam from injury. 

1 and 2 gal. size, 2” diam. filler openings. 
3 and 5 gal. size, 214” diam. filler open- 
ings. 


Send for Folder and Prices. 


Large Filler Opening 


Delphos, Ohio 

















: + 
yr ogg Remronewve 


s 
TECTS SEAM 


? The New Delphos Mfg. Co. (giana 








MAKE YOUR OWN 
SHOWCARDS 


Put the money that you would 
have to pay a sign writer into a 


STENCILLOR 


and in two or three weeks the SAVING will more than pay 
for the outfit and the INCREASED BUSINESS will keep 
paying dividends as long as you use it. 


DISPLAY MATERIAL COMPANY 
774 Grand Avenue, St. Paul, Minnesota 


Canadian Agents: Display Card Co., Ltd., 206 King St., West, Brockville, Ont. 
Central States Agents: Stencillor Sales-Supply Co., 361 W. Ontario St., Chicago, Il. 





Attach this coupon to your firm letterhead 
Send to your nearest office— 





Yes, we want to know more about this Stencillor. 
Send complete information. 
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Who wouldn’t be pleased 


































At the right a close-up 
view of the Barton 
agitator and driving 
mechanism. Note the 
simple design— no 
bevel gears or worm 
drives. This construc- 
tion is possible be- 
cause of our exclusive method 
of mounting the ball-bearing 
end thrust motor—vertically on 
an insulated bracket. Note also 
the four extra wide and thick 
agitator wings for thorough 
agitation—and’ the extra thick 
post which minimizes tangling 
of clothes. And the convenient 
Starting and stopping clutch on 
top of the agitator stem. 


The Barton Corporation | 








with (csc results? 







































»NE Barton jobber has had an increase in 
’ washing machine sales of over 500%. 
He thanks Barton quality for his success: 


“When we placed our first order for a car of 
Barton Machines a year ago last August, we 
thought we were buying at least an eight 
months’ supply. This, however, was not the 
case. Since August, 1928 we have had five cars 
and have another car enroute to us, making 
six cars in less than nine months. 


“Once the dealer has a sample of the Washer, 
we have no trouble in securing repeat orders, 
for the machine is mechanically perfect.” i 


That is one case. Another: ‘During the last 
ten months, (writes the jobber) we have had 
five cars of Barton Washers. While we do not 
consider this unusual we figure that this volume 
of business is quite satisfactory considering 
the fact that we had been practically out of the 
washing machine business for two or three 
years.” 


These are not isolated cases. They are typical 
of many other jobbers who have done equally 
well handling the Barton line in 1929. Our 
jobbers have had a great year and believe in 
telling other people about it. 


The market, we believed, needed a 
high quality washer which the job- 
ber and retail dealer would be proud 
to recommend—a washer that would 
sell at under $100. So we produced 
the Barton Washer. And the letters 
above tell the result. Be in on these 
profits in 1930! 


Barton Washers are sold exciu- 
sively through the jobber—the most 
economical and satisfactory method 
of distribution. Ask for all the details 
concerning the Barton proposition 

for 1930. Gladly furnished upon re- 
mb quest. 

















The italics are ours. 


WEST BEND, WISCONSIN 


(9987) 
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ell Wheelbarrows 
to the Other 















ag Si 


NLY one out of five householders in the 
typical neighborhood has a modern wheel 
tow. The others try to limp along with- 
——or borrow. Sell these four! 
You can do it with General “No. 100”, the new 
wheelbarrow that General Wheelbarrow Company 
has developed for this very purpose! The advent 
of General ‘No. 100” has left no excuse for the 
home owner to be without one. 2 
Make him realize what you are offering him, and : 
how little it costs! Not a clumsy, wooden antique, 
but a compact, light, strong, good-looking wheel- 
row that quickly proves itself indisperisable “all 
ound the place”. 

Equally salable for light contracting work. A 
three cubic foot capacity, general purpose, steel leg, 
steel tray barrow, which handles as remarkably as 
it stands up. 

Your spring stock should contain plenty of 
Send the coupon for a complete circular on General ‘“No. 100’s’. x 


General “No. 100”’and the names of Genera 
distributors from whom you can secure it. 











? GENERAL WHEELBARROW COMPANY GENERAL WHEELBARROW COMPANY 
F 3440 East 65th Street Cleveland, Ohio R Headquarters for Wheelbarrows, Concrete Carts, 

: Send full information about General “No. 100. Steel Mortar Boxes, Scra pers, Scleeuie: 

ben eeenama meatal 3140 East 65th Street CLEVELAND, OHIO 
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Right 
to the Point- 


Atlas Tacks and Small Nails have 
always been right from heads to 
points. 






We’ve made them that way for 
over a century. Sold full weight 
and full count in packages bear- 
ing our trade-mark for your own 
protection as well as your cus- 
tomers’. 


LAS 


Tacks and Small Nails 


Trade Mark are also sold under our guarantee 

printed on every package, which 

reads: 

“The greatest quantity of quality at 

the price.” 

The other side tells the customer: 

“When you get a good thing 
remember where you got it.” 


Atlas quality, plus our guarantee 
and this reminder, insures RE- 


PEAT SALES. 


Leading Jobbers handle The 
Atlas Line. 


Send for Complete Catalog. 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 



































Tacks and Small Nails 
comprise only a portion 
of the Atlas line. We 
also manufacture Wire 
Tacks and Nails, Double 
Pointed Tacks and Sta- 
ples, Rivets, Furniture 
and Upholstering Nails, 
and many other items. 












The largest and oldest manufacturers of Tacks and Small 
Nails in the world. 
Established in 1810 
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THE UNION WAY 








y 


. 


OLD WAY 








THESE PICTURES clearly illustrate the many 
advantages of the neat, modern method of 
displaying farm and garden tools. 

Hundreds of merchants have conclusively 
proven, by trial, that The UNION Way saves 
time and increases profits. 

Send for details of our Free Offer. 


THE UNION FORK & HOE CO. 
COLUMBUS, OHIO 


Manufacturers of a Complete Line of 
Forks, Rakes, Hoes and Special Purpose Tools 
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m™ 50 BOX 
Gillette Blades 


is an ideal Christmas Gift 
for Men 


It is practical, personal, good looking, gen- 


erous and reasonable in price. 





Brighten Up Your Window 
with Saint Nicholas 


This jolly display will certainly 
sell the gift buying impulse to 
all that see it. The longer you 
keep it in the window, the more 
you will sell. It is 28’” wide, 40” Sells for $5.00 
high and has two lithographed 
side cards. 








We advise ordering your Fifty 
Boxes at once. Send order to 
your jobber without delay. 


Display No. 2 


Two exceptional displays de- 
signed primarily to sell Gillette 
Products as Christmas Gifts. 
Using these displays as a back- 


A display showing 
all the New Improved 
features of the Gillette 
Razor in “close-up.” 
» 50” high in dominat- 
ing, red, orange and 
yellow colors. 


ground for your window, inter- 
est creating Gillette Razors and 
‘Blades and other shaving items 
will make a very attractive win- 
dow to convince Christmas 


shoppers of the advisability of 





buying something practical, at- 


GILLETTE SAFETY RAZOR CO. 
Boston, Mass. “FEAL 


Gentlemen: 


tractive, generous and reason- 
able in price. 


The Fifty Box will be featured in all our 
regular consumer magazines and over The 
Blue Network of The National Broadcasting 
Company every Saturday Evening, 9:30 to 
10 o’clock. 


Please send us both the No. 1 New Improved 
Display and No. 2 Christmas Display as we are 
planning to sell a lot of Gillette Razors and 
Blades for Christmas Gifts. 


I am placing Name . salle el ey Sn Oo rae 
an order for 

Fifty Boxes Street 

at once. 


Gillette Safety Razor Co., Boston, Mass. 


City State. . 
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Tools That Sell 
Without 
Any Effort 











HE dealer who carries the 








The Morse Line 
includes : 


DRILLS 
REAMERS 
CUTTERS 

TAPS AND DIES 
SCREW PLATES 
ARBORS 
CHUCKS 
COUNTERBORES 
MANDRELS 
TAPER PINS 
SOCKETS 
SLEEVES 


Morse line ets sale after 
sale that calls for no sellin? 
effort on his part. 


Morse drills, reamers, cutters, taps and 
dies—in fact the whole Morse line— 
have been known and ordered by 
name by three generations of tool users. 





Their reputation and acceptance 








MOR 


TWIST DRILL & MACHINE COMPANY 


are better today than ever. 


= 








NEW BEDFORD , MASS.,U.S.A. 
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GIANT 
DOOR HANGERS 


Snug, tight-fitting sliding doors for barns, ga- 
rages, sheds, storages and other buildings. It’s 
easy to have them with Myers New-Way Giant 
Tandem Adjustable Door Hangers and Heavy 
Tubular Girder Steel Track—the all-weather-sys- 
tem which makes the opening and closing of 
sliding doors an easy job when ice, sleet and 
snow prevail. 





MYERS NEW-WAY GIANT 
TUBULAR GIRDER TRACK 





Light or heavy doors, large or small ones, any 
weight, any size within reason—they all look 
alike to Myers New-Way Giant Door Hangers. 
Sufficient strength to afford lasting service. 
Machine turned tandem steel rollers mounted 
on hard steel roller bearings to smooth and 
lighten traction. Patented adjustable features, 
in or out, up or down, to overcome sagging, 
warping, freezing, thawing. Old time door prob- 
lems have retired in favor of Myers New-Way 
Giant ‘“‘Trouble-Proof” Hangers. 


FOR NEW-WAY OLANT 
TUBULAR GIRDER TRACK 





All weather doors are important right now. ADJUSTABLE 


Buildings are being conditioned to withstand 
the elements. You will have calls for Myers 
New-Way Giant Hangers and Tracks. If your 
stock is low order additional today. If you have 
never sold them write or wire us for catalog and 
Prices. 


ee ae ee 


ADJUSTABLE 


mFE.MYERS & BRO.&. 


AND, OHIO. 
ASHLAND oe AND HAY TOOL WORKS 
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TOOLS WILL SELL THEMSELVES —IF YOU LET THEM 


TOoLs are very personal merchandise. So men like to 
pick them up, see how they fit the hand, try two or 
three before selecting one. Particularly if the cus- 
tomer uses tools in his trade. He is likely to be as 
finicky as a big-leaguer stepping up to the plate with 
several bats in his hands. 

Lupton Steel Hardware Equipment is especially 
adapted to the display of tools. Indeed, this equip- 
ment is so carefully planned 


have an instant and visible inventory before you at 
all times. The chances of shortages are greatly reduced. 
Made of steel, Lupton equipment is fire-resisting and 
vermin-proof. Minimum depreciation makes it an 
‘excellent investment for your business. 

Lupton merchandising engineers know the sales- 
problems of the modern retail hardware merchant. 
They can offer you valuable advice on the arrange- 

ment of your store. With min- 





that every item in your stock 
is displayed to full advantage. 
Your merchandise is spread 
out like a giant catalog, ready 
—inviting to the customer’s 
eye. They remind the buyer 
of many additional pur- 
chases. This means increased 
sales from each customer— 








iature units they set up, be- 
fore your eyes, the ideal lay- 
out for your particular store. 
You can actually see your 
store in miniature—no need 
to puzzle over blueprints. 
Write for interesting de- 
tails. David Lupton’s Sons 
Co., 2211 E. Allegheny Ave., 
Phila., Pa. Or ask your job- 








the goal of every alert hard- 
ware dealer. 


Counter Merchandiser No. 796 — Effective small-item display. 


ber to show you a copy of 
” 


M4 For wall fixture ledges and on old counter tops. Orange back- “R; 
The Lupton display system ground — green enamel sides. Mounted on four rubber feet. Bigger Profits, a compre- 


groups similar items together. 


hensive book outlining the 


You save time both for cus- a Wy g re "a. g 7 WY way to get more dollars from 
tomers and clerks — and you 4A A your counters and shelves, 
WHERE STEEL IS FUSED WITH SINCERITY 
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Carpenters 





Millers Falls Plane Irons 


When carpenters and woodworkers 
show enthusiasm for a tool, it’s bound 
to be good. They claim that with 
Millers Falls Plane Irons they have no 
difficulty in smoothing hard, knotty 
and bad grained wood. Without ex- 
ception every letter received from 
carpenters is enthusiastic. 


When you please this class of trade, 
you are laying a foundation for a very 
profitable repeat business. Offer your 
carpenter customers the best there is. 


The reasons for the excellence of 
Millers Falls Plane Irons are obvious. 
One piece of tool steel only is used, 
thus assuring uniformity in temper. 
This tool steel is the best that can 
be bought. It is heat treated on the 


are enthusiastic 








latest type of device. Every Millers 
Falls Plane Iron is tested on a Rock- 
well hardness testing machine. Thus 
every cutter shipped is as nearly 
perfect as science can make it— hard 
enough to take and hold an edge and 
yet soft enough not to chip. 


Plane Irons are a profitable item in 
themselves—don’t neglect them. And 
Millers Falls Irons can be used for 
replacements on other makes of 
planes. 


A Complete Line of Planes 


Don’t forget that Millers Falls makes 
a complete line of planes — sizes in 
bench planes from 7 to 24 inches and 
21 models of block planes. 


MILLERS FALLS COMPANY 


MILLERS FALLS, MASS. 


NEW YORK: 28 Warren Street - 





CHICAGO: 9 So. Clinton Street 
































MILLERS FALLS 
TOOLS 


Wy 


Cable Address : 
MILLERFALL NEW YORK f 
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At Your Hardware Dealers 
{[Printed in italics} 
-in the inside advertising story 


of NICHOLSON FILES 


witse, At Your Hardware Dealer’s | 











NICHOLSON FILE CoO. 
Providence, R.1.,U S.A. 











| HERE is a sentence which 


—for emphasis—is almost 
always printed in italics in 
the advertisements which 
make up “the inside story 
of Nicholson Files.” 





This sentence varies in form 
but its meaning is always the 
same. Sometimes it reads 
“your hardware dealer can 
supply you”—sometimes “at 
your hardware dealer’s”— 
but its effect is to send the file 
buyer direct to your store. 





As Nicholson File Company advertising swings 
ROL So along in the fall season, the demand for Nich- 
= # olson Files should be greater than ever before. 
U.S.A. Keep them on hand to meet your customers’ 
needs—in shapes and sizes for every demand. 

NICHOLSON FILE COMPANY 


Providence, R.1., U.S.A. 


A FILE FOR EVERY PURPOSE 





eR EL 
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A Splendid Wire Cloth For DOORS 


_ WICKWIRE PREMIER Steel Screen Cloth is a special, 
extra heavy Wire Cloth which we highly recommend for 
DOORS. It is made of 13 mesh, 32 gauge wire about 50% 


heavier than our standard grades. It is very durable. The 


Wire Is Drawn From Open Hearth Copper Bearing Steel 


which is far more rust-resisting than ordinary 
steel wire. All wire used in this and in ALL 
brands of our Steel Screen Cloth, is drawn 
by us one-quarter gauge OVERSIZE. Made 


extra strong to last extra long. 


We control every operation in the manufac- 
ture of our Wire Screen Cloth—from raw 
material to finished product. 


The finish is a heavy metallic coat of high- 
grade spelter or zinc, applied by our special 


Our Other Products Include 
Cortland Black Enameled 
White Metal Finish 
Cortland Gray-Wick 
Wickwire Bronze 
Wickwire Copper 
Screen Cloth 
Poultry Netting and Staples 


improved method which distributes the metal 
EVENLY over the surface of the wire and 
gives the screen cloth a fine appearance. 


Woven with a Blue String in both Selvage 
Edges and wrapped in heavy Blue Paper, it 
is easily distinguished from other grades. All 
widths in even inches from 18 to 48 inches, in- 
clusive, double selvage. Extra wide widths, 
54, 60, 66, and 72 inches. 


Your Jobber Will Supply You 
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Forstner Auger Bit 





Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the user. 





Bores Any Arc of a Circle 
In Any Direction 


The Forstner Auger Bit is a steady seller to 
carpenters and woodworkers. It replaces many 
tools and saves time with every turn. It is guided 


by the OUTER rin, instead of by the center. 


Takes the place of a chisel, gauge, scroll-saw 
or lathe tool combined. The 


FORSINER 
Labor Saving Auger Bit 


bores any arc of a circle and always leaves a true 
polished surface while being guided in any direc- 
tion, regardless of the grain of the wood, or the 
knots in the wood. No other tool like it. 


Unequalled for core box work, fine and delicate 
patterns, veneers, screen work, scalloping, fancy 
scroll twist columns, newels, ribbon moulding and 
mortising. 


Sold singly or in sets. Every mechanic needs the 
entire set in his work. It’s easy to sell him if you 
explain how the case protects the bits, provides a 
place for each size and keeps them in order and 
near at hand, preventing loss, etc. 


Please order through your Jobber. Send for 
Catalogue. 


The Progressive Mfg. Co. 


Torrington, Conn., U. S. A. 





GGGIISISS 23 AGGSSSSSGS66666665666656655650605 
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and Millions 


of People are Pushing them 
when opening doors 


he Yy ise! Follow the line of least resistance 
Bommer Spring Hinge Co., Factory and Offices, Brooklyn, N. Y., U.S.A. Established 1876 
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Do You Satisfy This Man 


when he comes into your store ? 


Here’s a man who comes into your store day 
in and day out. If it wasn’t for him and thou- 
sands just like him the hardware business 
would SS in a bad way. 


He’s the man who knows good tools and buys 
nothing else. If you recognize him, you won’t 
waste time showing him a cheap tool, because 
you know he won’t be interested. Strange 
as it may seem, price is secondary to him. 


When he asks for a pipe wrench, the way to 
satisfy him is to show him a TRIMO. No 
other wrench made can duplicate TRIMO’s 
instant favor with the quality customer. In 
fact, he is the man who has dictated TRIMO’s 
careful manufacture, all steel construction, 
splendid finish, TRIMO was made for him. 
eep it in stock for him. 





TRIMONT MFG. CO., INC. 


Roxbury (Boston), Mass. 
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Padlocks for Every Purpose in All Price Groups 











No. 04811—Brass case. Bronze or 


No. 4436—2 inches. Wrought steel steel shackle. Pin tumbler mech- 
case. Wire shackle. 6 key changes. DI OCKS anism. Practically unlimited key 
Made in 7 sizes from | to 3 inches. changes. No more secure lock made. 


A good low priced lock. Two sizes, 1% and 1% inches in 
diameter. 


HE group of dependable 

Eagle Locks on this page 
suggests stock selections that 
will profitably meet all de- 
mands for padlocks. These 
salable numbers include pop- 
ular styles for many uses, 
within a varied and attractive 
price range. 





—— } 
Ne. SEDG—2 inches. Weemens Sree No. 04312—1% inches. Cast bronze No. 04283—2 inch. Extruded brass. 


case, brass plated. Malleable shackle. 4d k 48 k h ; 

6 secure levers. 12 key changes. A case and shackle. 48 ey changes, Steel or brass shackles. Pin-tumbler 

good lock for general use. but can be made with 1020 changes mechanism. Practically unlimited key 
or master keyed. Secure lever mech- changes. 6 sizes from | inch to 2% 
—_ Particularly suitable for inches. cs 
ockers. 

















No. 04638—2% inches. Cast Brass No. 04691—1% inch. Cast brass case. 

case. Steel wire shackle. 6 key Case hardened steel shackle, adjust- No. 04204—2 inch. Cast bronze case 
changes. Made in 1%, 1% and 2% able from % to 1% inches. 12 key and shackle. 3 secure levers, 12 key 
inch sizes. A popular priced, good changes. Specially designed for spare changes. Can be made with 3,000 
value lock. tire carriers. key changes or master keyed. 


WE SHALL BE GLAD TO SEND OUR NO. 42 PADLOCK CATALOG ON REQUEST 


EACLE LOCK CO. 


GENERAL SALES OFFICE 
26 WARREN ST., NEW YORK 


REG. IN U. 8. PAT. OFF. REG. IN U. S$. PAT. OFF 
BRANCHES 
521 Commerce St., Philadelphia, Pa. 177-179 N. Franklin St., Chicago, Ill. 114 Bedford St., Boston, Mass. 


WORKS AT TERRYVILLE, CONNECTICUT 
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Novena 
™51000 


WHITING-ADAMS COMPANY 





= 
3¢ 


THIRTY (30) PRIZES 


will be distributed as follows : 


1 First Prize . . $250 
2 Second Prizes $100 
4 Third Prizes . . $50 
8 Fourth Prizes . . $95 
15 Fifth Prizes . . . $10 


IEE > 





HERE IS THE INFORMATION 
YOU WILL NEED 


You may submit as many letters as you like. 
Your letters need not be limited in length. 

Letters will be judged on the basis of com- 
pleteness in reasons and information, not upon 
grammatical perfection. 

You are not required to sell Whiting-Adams 
brushes to enter this contest. 

All retailers selling paint including owners 
and store salesmen are eligible to enter. 

Submit letters on business stationery of your 
concern. 

Confine yourself to the subject: “Why I 
practice the modern method of paint selling or 
why I always sell good brushes with good 
paints.” 

All letters must reach us not later than mid- 
night November 30, 1929. 

1 letters are to become the property of 
Whiting-Adams Company. 

Winners will be announced in the February 

issue of this magazine. 





JUDGES 
There will be three judges: 


Mr. Liew S. Soutz, Editor of Hardware Age, 
Mr. F. N. VANDERWALKER, Editor of American 
Painter & Decorator, Mr. A. C. Lamson, Pres. 
N.R.H.A. 


The Last Day to submit Your Letter 
in the WHITING-ADAMS 


AWARD 
OFFER 


Tonight—when the busy day is ended—sit down and 
write your letter on “Why good brushes should be sold 
with all paint.” Your letter may win one of the substantial 
awards listed at the left. 

This is an opportunity for you to express your ideas 
on paint selling—an opportunity for you as a modern 
merchant to tell why you practice the “Modern Method 
of Paint Selling.” Incorporate in your letter two considera- 
tions: (1) The value of good brushes in insuring perfect 
paint application—complete paint satisfaction for each 
customer; (2) the substantial profit which you obtain by 
selling fine merchandise such as quality brushes. 





HERE ARE SUGGESTIONS FOR 
YOUR LETTER 


Express clearly your ideas on selling completed paint 
jobs and not merely paint in the can. Explain why you 
sell quality merchandise which gives you a legitimate 
profit. Set down your ideas on protecting the name of 
your paint by selling brushes which insure perfect paint 
application. 

Good paint has too long suffered because of improper 
application by cheap brushes. You know this. Tell how 
you avoid this situation by always selling good brushes 
with all paint. When you sell good brushes and good 
paint you sell completed paint jobs—that is the ““Modern 
Method of Paint Selling.” 

It is an ideal subject for you as a modern retailer. 
Read the information on the left, then write your letter 
on why you practice the “Modern Method of Paint 
Selling.”” Remember the old proverb, “There is no time 
like the present” —so write your letter tonight. 

If you would like further information on this contest, 
be sure to write to us and we will be very glad to answer 
any questions. Address your letters to Wuitinc-ADAMS 
Company, 700 Harrison Avenue, Boston, Massachusetts. 


700 HARRISON AVENUE 
BOSTON, MASSACHUSETTS 


BRUSH MAKERS TO THE PAINT INDUSTRY SINCE 1808 
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“Your Quick - Drying Enamel 


stands up BEST under Test!”. . . 





SAYS? 
ALFRED STEELE 
of Gloucester, Mass. 


G campdiinenes 
came thick and fast when 
“Speedy” called at the 
store of Steele & Abbott 
Company, Inc., 287 
Main Street, Gloucester, 
to exchange greetings 
with the executives. 


“I want to congratulate you on that wonderful product of yours,” exclaimed Mr. Steele, “it’s some- 


thing any dealer should be proud to handle! . 


. . After testing and experimenting with all other 


quick-drying enamels, we are convinced that SAPOLIN Speed Enamel best satisfies our demands 


from a standpoint of quality, performance and reasonable price.” 


Ix a field crowded with competition —with dozens 
of other brands to challenge their progress— 
SAPOLIN Steed Enamel and SapoLin Speed 
Varnish have swept rapidly to the front and won 
the unstinted praise of dealers all over America! 
Through sheer quality—through proven merit— 
through ingenious advertising 


* 


. 
trade —SAPOLIN Speed Products are helping 
paint-retailers everywhere to increase their volume, 
their turnover and—their profits! . . . The coupon 
below will bring you a large can of SAPOLIN 
Speed Enamel free of charge .*. . Compare it with 
any other quick-drying product on the market— 

we'll rest our case with you as 


and merchandising aids to the SAPOI IN the judge! 


SPEED ENAMEL 


DRIES GLASS-HARD 


Fast enough for quick results— 
slow enough to handle easily. 
In ~~ seautiful modern colors. 


I am ? 
“SPEEDY” 


the new 
Home 
Decorator! 


ka IN FOUR HOURS! 
~ MO 












SAPOLIN CO., Inc. 
229 East 42nd Street New York City 
Gentlemen: 1 am a dealer and you'll have to prove it to me! 
Send mea full-size can of SAPOLIN Speed Enamel (state color) 
without charge or obligation and I'll tell you what I think of it. 
C-10 
Name of Store 





Address, 





City 





Signed. 
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pe ANH ty 
PA \ 
‘ IN \y WB OU can greatly simplify your business both in buying and selling 
\\\\ 4 by a new method of merchandising steel goods. This method will 
ah please and satisfy your customers and, as a result, vastly increase 
your trade. Briefly, it is this: 


Carry a complete stock of the most efficient tools adapted to your local 
conditions, every one of which is made by the same factory. Then carry 
only Right Repair Handles, made by the same factory as the tools. 


For the most part carry only the best, or True Temper Quality of tools. 
They are cheaper in the long run and give your customers better satis- 
faction because they last longer. All True Temper Tools and Right 
Repair Handles are plainly marked to make identification easy. 


Right Repair Handles are guaranteed to be of the same quality, bend, 
bore, chuck and finish as the handle originally furnished with the tool. 
Therefore, when the tool is repaired, the handle will be an exact fit, and 
the tool will look and feel exactly as it did when new. 


This is what we call the Homogeneous method of merchandising steel 
goods. It is being used by many prugressive merchants who are reaping 
large profits by it. 


If you are using the old haphazard method of carrying tools made in 
several factories, and incongruous handles made by others than the 
factories who made the tools, why not change over and adopt the mod- 
ern, up-to-date method of Homogeneous Merchandising? We know that 
you will be surprised and pleased by your increased profits. 


THINK IT OVER! 





The American Fork & Hoe Company 
‘ General Offices: Cleveland, Ohio 


The True Temper Tool Rack shown above builds 


' 
business on farm and garden tools the year 
around. Free to cooperating dealers. Write for Makers of Farm and Garden Tools for over 100 years 


_— UROETEMPER Fic? TOOL 


SRO REREET ANS Et 
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They're buying away from home 


212 
COMMODITIES — 


N OPPORTUNITY for manufactur; 
A ers in 212 lines of business... 4 
opportunity in the center of a market/of 
21 million buyers who can be sefved 
most economically from Kansas Cify! 


That is this city’s offer of oppOrtunity 
to established manufacturing eglterprises, 
seeking wider markets. 





Practically every industryfs represented 
in these needs of a majgf metropolitan 
area which utilizes thefe 212 products 
in volume... but nfust buy them in 
other markets. 


Yet every one gf them may be manu- 





INDUSTRIAL COMMITTEE OF THE 





factured or processed here profitably ! 


Twenty-one million buyers demand 
and deserve to be served promptly and 
economically. They buy in volume. They 
are prosperous. So diversified are their 
activities that always a large number of 
them can buy and pay for what they buy. 
To Kansas City they naturally turn as a 
source of supply for practically every 
necessity and luxury. 


Send today for “The Book of Kansas 
City Opportunities”. It is concise and 
frank and perhaps may guide many a 
manufacturer to larger distribution op- 
portunities. , 


CHAMBER OF COMMERCE 





and I attach the coupon to m letterhead as as- 


K / % AS C I I Y I am interested in this industry: 


MISSOURI 


NEAREST BY AIR TO EVERYWHERE 


\ a 





Economical transportation is important. 
You can reach 15 million people at lower 
freight cost from Kansas City than from 
any other metropolis. 





surance of my interest, without obligation, of 
course. 


Name = 
eAddress ee eee 
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“This office would feel lost without 
the Little Green Covered Book” 


WOODWARD, WIGHT & CO., LTD., NEW ORLEANS, LA. 




















is 
Ub 
iy 
y, 


Hardware Age Catalog 


will list more than 15,000 manufacturers of hardware 
and allied products under their product headings, alpha- 
betically arranged. ® More than 6000 additions and 
corrections will give this indispensable help to hardware 
buyers, greater value to jobbers and retailers than ever 
before. @ Also, nearly 300 leading American manufac- 
turers have placed illustrated buying information near 
their product listings for the greater helpfulness of these 
hardware buyers. @ It gives us much pleasure to an- 
nounce the early publication of this specialized hard- 
ware buyers guide, developed solely to fit the needs of 
the hardware trade. 


AARDWARE AGE CATALOG e 239 w. 39th st.. New York City 





THE NEW 1929-1930 ANNUAL EDITION OF 

















BY Tae Ri Son a et 
SBE URN: See ene 


Re 








“The Complete Line”’ 
of 


CHILDREN’S 
VEHICLES 






Exclusive Sy 


Design with Velocipedes 
Exclusive (Patented) 
Mechanical Features 


The Leading Line 
of Steel 
and Wood Wagons 


Stauay Pop Gompany 


Washington, Penna. 


NEW YORK NEW YORK CHICAGO 
Permanent Fifth Avenue Bldg. Strobel-Wilken Co. American Furniture Mart 
Displays Room 318 33-37 East 17th St. Space 922 
200 Fifth Avenue 666 Lake Shore Blvd. 


and at 


Elkhart, Ind. 


Factories: Washington, Penna. Toronto, Ont. 
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AMERICAN 


eo@ Appliances Gero 

Complete Gas Qooking. 

Heanng. Lighting Service 
for every Home. 





Here is the New 
American Radiant 


Heater 
New Design and Style 


New Improved Features 
New Operating Convenience 
Beautiful New Finish. 


You will be pleased with the artistic design 


of the new 


American Radiant Heater. You 


wili like its simple, graceful lines; the pleas- 
ing harmony of the new, modern color finish. 


And you'll be delighted with its convenience 
and ease of operation. Just touch a match to 


the 


American Instant Lighter; wait less than 


one minute—then open the fuel valve and the 


radiants light immediately from the lighter 
flame. There is no other generating. 


The New American Radiant Heater No. 9 
has detachable tank for convenient filling, air 
and fuel gauges, built-in pump and automatic 
shut off valve which prevents flooding. It is 
a quality heater in every detail; one you will 
be proud to show and sell. Write or wire 
neaiest office for full particulars. 


Re: 


IY LET 


American Gas Machine Company, Inc. 
MAIN OFFICE AND FACTORIES ° ALBERT LEA, MINN. 
EASTERN BRANCH 78 Reade St., NEW YORK, N. Y.. 
WESTERN BRANCH , 4242 Hollis St., QAKLAND, CA! 
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HEDWEL,” Track was designed to fill the 
demand for an economical watershed track 
for average and light weight doors. 


“Shedwel” Track is in reality a small sized repro- 
duction of “Glide”—the Track that for years has 
given complete satisfaction on thousands of large 
and heavy doors throughout the country. This 
new Track offers the same advantages of con- 
struction—the same positive weather protection 
and easy operation that has characterized ‘“‘Glide” 
since the time the first installation was made. 


Write — H- pe for a copy of “How to Select 
the Correct Hanger and Track 
for any Door” chart. It will 
help you to quickly diagnose 
the needs of and prescribe the 
right equipment for any size or 
weight door. The chart is sent 
FREE on request. Frantz 
Manufacturing Co., Sterling, 








Ill. 


sous 


7 = rr \ 
TRADE MARK 


SHEDWEL 


‘A Watershed Track for the Average Door- 


Note the 





joint that 


allows any rong a cae ‘of “Shedwel” 
Track to operate as one continuous piece. 


“R un we ll” 
Hanger No. 12 
is easily in- 
stalled. Hinged 
drop strap al- 
lows door to 
swing out at 
bottom. Roller 
bearing wheels. 


“R un we lI”. 


Hanger No. 14 
provides easy 
adjustment for 
raising doors 
that wedge when 
floors rise or 
buildings sag. 
Roller bearing 
wheels. 


Guaunted Builders Hardware 
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)HE YEAR now drawing to a close 
has been marked by achievements 
which set it apart as the greatest 
in all Horton history. More Horton 
Washers and Ironers have been sold than dur- 
ing any previous year in our existence. 

This year is both a climax and a commence- 
ment. It marks a high point in 
manufacturing accomplishment 
—the presentation of a line 
of home laundry appliances, 
headed by the famous Perfect 
36 Washer, which sets a new 
standard of performance and 
satisfaction in the industry. 

And it holds a promise of an 
even more brilliant future ~ 
marks the beginning of a new 
era of achievement and pros- 
perity for Horton, for Horton 
Wholesale Distributors, and for 
Horton Retail Dealers. 








For naturally the entire Horton family has 
shared in the accomplishments of this record 
year. Our Wholesalers and their Dealers have 
come to a new appreciation of the signifi- 
cance of Horton’s unwavering support and 
have gained a new vision of the possibilities 
with the great Horton line. 

Drawing inspiration from the 
record of this, our greatest year, 
Horton looks forward to 1930 
with the confident assurance 
of even greater achievements. 
We welcome the interest of that 
increasing number of Inde- 
pendent Merchants who see the 
promise of a brilliant future in 
Horton products and policy. 
Dealers are invited to write for 
details of the Horton franchise, 
without obligation, of course. 
Horton Manufacturing Co., 
Fort Wayne, Indiana. 


HORTON 


WASHERS AND IRONERS 














A GOOD NAME FOR 


o8 YEARS 








LE EIU Real 6 
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ness. 


list of Iwan leaders. 








IwAN Toots ARE THE STAPLES OF STAPLES 


Fashions and facts may come and go, but the uses for which Iwan tools are fash- 
ioned go on year after year and furnish the dealer with a positive assurance of busi- 
And so reliable are Iwan tools that their long, time-saving service makes 
their first, and moderate, cost not worth considering. Think of their fence-building 
aid alone, for there never was a farm that had finished fencing. Following is the 
Order through your jobber. 


IWAN Post Hole and Well Auger (2, 3, 4, 
5, 6, 7, 8, 9, 10, 12, 14, 16 inch) 

IWAN Hercules Digger 

IWAN Perfection (Atlas) Digger 

IWAN Eureka Digger 

IWAN Invincible Digger 

IWAN Vaughan Auger (4, 6, 7, 8, 9, 10, 12, 
14 inch) 

IWAN Gibbs Pattern Digger 

IWAN Serrated Hay Knife 

IWAN Barn and Poultry House Scraper 

IWAN Solid Socket Upright Hay Knife 

IWAN Drain Cleaner, Adjustable and Sta- 
tionary (4, 5, 6, 7, 8 inch best sellers) 

IWAN Wire Conductor Pipe Hanger 

IWAN Revolving Chimney Top 

IWAN Snow Pushers (not illustrated) 


IWAN BROTHERS 
Manufacturers 


South Bend, Ind. 


















JIGNVH ONY 








LNOdS G30T3M 


OPERATING 
LEVER 


Every Oiler 
guaranteed. 
Sold by 
leading 
Jobbers. 
Send for 
Catalog and 
Prices. 





PUSH BOTTOM 


LIDSEEN OILERS 


They Save When They Oil— 


And Sell Cause They Save 23” spouts. 











Three styles— 
Push Bottom, 
Force Feed, and 
Pump. All sizes: 
1/3 Pt. to 1% 
Qt. with 3” to 





Perfect control—a drop or a stream. When you Re 
want oil—where you want it—for machinery in Pilling 
motion or stationary—overhead or below—any place. 

Customers agree that the time, labor, oil, and ee 
machinery saved with LIDSEEN Oilers soon returns Copper 
the cost. Ask your Jobber. enn 

Manufactured by 
GUSTAVE LIDSEEN, Inc. 

824-862 South Central Avenue Chicago, Ill. vaive span... ,ma” SPOUT 


Sell 
Soon 
as 
Shown 








4Nogs G3073M 


UPPERVALVE , fg 
BALL” 
PISTON SPRING-- 


es)) ‘UPPER VALVE CAP 
~ SLEEVE As 
: OPERATING LEVER 





No 
Threads 
To Wear 


or Break 
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CONFUSION 


Another Good Seller for You 


The Standard Drill Holder and Gauge 


HERD once was confusion in the mechanic’s shop is needs as easily as a smoker picks out a cigarette from the 

poe | Fs rmoagay and order with the Standard Drill Holder package. 

= weer Display this Drill Holder and Ga well on your counter and 
No more lost time in hunting for this or that drill. No more watch how it attracts the eye of almost every mechanic. This 
fussing and fuming. The mechanic picks out the drill he easily secured interest will lead to orders. 


New York: 94 Reade St. Fredk. Pollard & Co., Ltd., London 


oce zy [HE STANDARD TOOL (0. °)2 7c. 


Washington Blvd. 
CLEVELAND 
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Guide for Gun Owners—FREE 


Helping your sales, not only of 
Hoppe’s products, but also of all 
gun cleaning implements. Prized 
by all shooters. 


A very attractive Chistmas 
Gift package at .00. - Bee's @ 
Pp g $1.00. Con ‘ot (eee | Order now, for end-of-the-hunting- 


taining everything shooters <s i eee Pa hgacrepeeaanedy se tego aliaauy 
MS, gains REE ere eing put away for the winter. 











need for the care of their guns. 


Will Draw Christmas Shoppers 


OPPE’S combination Gun Cleaning Packs will bring sportsmen and 
their folks in—to buy Packs and to look around. Display them. Ad- 
vertise them. Standard articles, best known and best liked. Order from 

your Jobber. 
FRANK A. HOPPE, Inc., 2314-H W-8th St., Philadelphia, Pa. 


Representatives: Ed. W. Simon Co., Inc., 258 Broadway, New York City; H. L. Bowlds, Mason Opera House Bldg., Los Angeles, Calif. 


























HARDWARE AGE for OCTOBER 31, 1929 

















Every Cheney 
Curved Claw Ham- 
mer of 16 oz. and 
over carries the 
nail-holding arrange- 
ment. 








The Cheney NAILER is of- 
fered only to the hardware 
trade. Chain stores cannot 
take advantage of the very 
real and increasing demand 
for this marvelous nail-hold- 
ing, nail-placing hammer. 


Every man wants one of these 
handy tools. The NAILER is 
a good hammer—Cheney de- 
signed and Cheney made— 
with the added advantage of 
the unique nail-holder at no 
extra cost. 


Give them what they want. 
Display the Cheney NAILER 
and cash in on the tremendous 
popularity of this labor-saving 
tool. Your own jobber can 
supply you. 





















PRENTISS VISE COMPANY 
106-110 LAFAYETTE ST., NEW YORK CITY 


3289 


ROLLS OF HONOR 


A-P “1189” Round-a-Corner garage 
door hangers are on many dealers’ 
rolls of honor. They don’t stick, jam, 
jump the track, or slam cars in the 
wind. Lubricated roller bearing han- 
ger wheels make them easy running, 
free from friction. They bring deal- 
ers business—and hold it. That’s why 
dealers put them on the honor roll— 
and good service keeps them there. 
Freedom from buckling and balking 
proves the A-P high carbon steel 
round track is designed to fit these 
fine hangers and wheels. Costs no 
more than ordinary flat track types. 
Door hangers and track with the A-P 
mark are trouble-free — consequently 
they are rolls of honor with thou- 
sands of owners, builders, ‘contrac- 
tors, architects. 


Hardware dealers should have the 
A-P Catalog No. 97. A copy free to 
dealers showing this No. 1189 and 
other hangers; also many kinds of 
building hardware. Kindly use let- 
terhead in writing. 


Allith-Prouty Company, Danville, Illinois 


Manufacturers of 


eR 





Garage Door Hardware 
Spring Hinges 

Rolling Ladders 

Airport Door Hardware 
Industrial Door Hardware 


Fire Door Hardware 
Overhead Carriers 
Door Hangers 
Malleable Iron Washers 
Stadium Seat Brackets 


Certified Malleable Iron Castings 








Allith-Prouty — 


























RICH background of nearly 
three quarters of a century 
of faithful service to thousands of 
users all over the country is the 
history of “Cleveland” Grind- 
stones. Is it any wonder then 
that the name “Cleveland” on a 
Grindstone is the mark of well 
merited confidence? 


Be sure to have an adequate stock 
on hand to meet the season’s 
demands. 


HARVEST KING 


Frame of heavy angle steel 


Substantial, light running, n h a 
14” x 14” x %”, strongly 


mounted with a “Cleveland” : : 
Grindstone, genuine Berea braced and is equipped with 
grit, which we alone manu- our standard high rade 

selected ‘‘Cleveland” rind- 
stone. Shipped folded com- 
plete, stone crated separately 
to save freight. 


facture. 19” to 22” in diam- 
eter, 1%” to 2%” thick. 
Frame can be set up in a 
jiffy—merely by manipulating 
one bolt. Shipped knocked 
down and crated. 


THE CLEVELAND QUARRIES COMPANY 


Cleveland, Ohio 
283 Front Street, New York 


Lombard & Co., Inc., Boston, Mass. 
New England Agency 





























WHAT are you buying? 


Permanent planned storage or 





| 
| 


| 


| 
| 
| 


next year’s kindling 


STIMATE your storage costs per 
year for thelifeofyour business, and 
you'll never install wooden shelving. 


GF Allsteel Shelving is permanent—it 
is an investment that lives. Move it or 
alter it whenever convenience dictates, 
and its original value is still there. 


Dismantle ordinary shelving just once, 
and it is kindling. 

Steel Shelving has other advantages, 
too. It’s easy to erect, easier to clean, 
resisis fire, saves on refinishing, and 
promotes better stock-keeping. 


Let the GF experts plan your storage 
requirements for you. 


THE GENERAL 
FIREPROOFING COMPANY 
Youngstown, O. €anadian Plant, Toronto 


BRANCHES AND DEALERS 
IN ALL PRINCIPAL CITIES 


A GF man, expe- 
rienced in stor- 
age, will study 
your needs, and 
prepare a plan, 
without obliga- 
tion onyour part. 


\Histeet 


SHELVING 





gums Attach this coupon to your firm letterhead === 


THE GENERAL FIREPROOFING COMPANY, Youngstown, Ohio 


Please send me without obligation a copy of the 
GF Allsteel Shelving Catalog. 


Name 





Firm 








Street No. 
City - 
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PORTER'S 


Nut Splitters Bolt Clippers 
Porter’s Tools are 


Chain Cutters Shear Cutters jorabic, durable 
On battered bolts and nuts there is feredlge oo Mh 


no need for one man holding the bolt bolts up to %" 

head while another tries loosening and soft rods up 

the nut! It is wasting time, labor and te %: ond — 

money! cut case hardened 
Re eg the a Nut eet, chain up to 4” 

place the rugged cutting jaws on the 

nut and squeeze the handles. Off — Bo aan 

comes the nut in a jiffy and the bolt wire rope. 

isn’t harmed. 

On body, chassis or fender bolts 
and tie rods, too stubborn to remov:, 
use a Porter Bolt Clipper. A fev 
seconds do the trick. 

Don’t saw or chisel chain, use a 
Porter Chain Cutter. Easy! Quick! 

Write for illust: ated folder, or see 
Porter ‘Tools at your jobbers. 


H. K. PORTER, INC., Ashland S« 








& EGG BEATER 


Made by the Manufacturers of 
EDLUND CAN OPENERS 


Easy to operate— 
smooth running—beats 
freely. Unusually 
strong—precision 
made —a_ guaranteed 
product. A quality item 
at a popular price. At- 
tractively made and 
packed for quick re- 
sale. 
Write for 
prices and samples 





Other lines include the famous 
EDLUND ‘{8&& CAN OPENERS 
EDLUND JUNIOR 3 4°UgEHoLD 


EDLUND COMPANY 


BURLINGTON, VERMONT 











THE “BIG PROFIT” sovser 


Jobbers have multi- 
plied their 1928 sales 
in scissors and sheare 
with this modern as- 
sortment of “IVORY- 
TONE” shears in its 
novel display cabi- 
net. Note retail offer. 





THE POPULAR 


50c 


SELLER 


This original and prac- 
e___ ONE. DOZEN SHEARS tical cabinet grips each 

nema Shear — =. re 
oeateenn leased by the purchaser. 
seein a Ships perfectly. No. 7340 


Assortment contains 1 dozen famous Oval brand “Ivory- 


‘ 





tone” lacquered (4 ea. pink, white, blue) shears, 6”, 7", - 


8” sizes. 

pap” RETAILERS can place an original order for 
ONE CABINET to be billed through their 
Jobber. 


SALES PHOTOS FREE TO JOBBERS 


THE ACME SHEAR ©. 


100-800 Hicks Street 
BRIDGEPORT, CONNECTICUT 


Wood 
Screws 


Rivets 
Roofing Nails 
Scratch Brush Wire 











THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Fr isco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 
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ALL-STEEL Wagon 


Coaster—Express 
and Dump Wagon 





This New Wagon attracts the boys—SELLS as soon as 
shown. Made extra strong with one-piece structural 
steel angle frame. Pulling strain comes on the frame— 
not the king bolt. Round-end front simplifies steering. 
All parts electrically welded to frame—eliminating 
strain. 


Made with the precision of an automobile. All im- 
provements covered by patents. In great demand where- 
ever shown. Send for Folder and Prices. Distributors, 
write for proposition. 


The NORMAN Mfg. Co., Inc. 


Shickshinny, Pa. 











Wise old Santa 

knows the toys 
that bring 

happiness to boys 






SAFE NOISE 
. and plenty of it 
—>>—. 


FIELD ARTILLERY 
Two Red Wheels 












No. 16F, Length 23”, $5.50 
No. 12F, Length 17”, 3.75 
Write for convenient Order No. SF lah 11” 2.25 
Blank illustrating the various No. 6F° Length 9” 1.50 
Models and giving important a 
points on BIG-BANG safety. 


THE CONESTOGA 


HEAVY ARTILLERY 


Four Red Wheels 
No. 10W, Length 14”, $3.00 


CORPORATION BOMBING PLANE 
Main Office and Factory “oe Lenethe 11" $850 


BETHLEHEM, PA.., U. S. eee 
On Display in Room 
461 Fifth Avenue Building, 
New York City 


Export Dept.: Office No. 605, 
130 Pearl St., N. Y. C. 


ARMY TANK 
No. 5T, Length 8”, $1.00 


NAVY GUN-BOAT 
No. 9B, Length 9”, $2.00 


SAFETY PISTOL 
No. 6P, Length 8”, $2.00 























Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you cer- 
tainly wouldn’t want to carry a hod that dripped 
water all over your shoulder. 


You would choose a Never Drip Steel Hod with 
its one-piece ends. You would go whistling on your 
way while the other fellow sulked. 


There are lots of hod carriers in your town who 
are bearing the discomforts of carrying leaky hods 
simply because they have not been shown the 
sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 











W/o Lest made better 








een 


Sell RED DEVIL Cutters 


Popularity and Profit Certainty 


ELLING is your 

business — Profit 
is your goal. There- 
fore—in Glass Cutters 
—RED DEVIL. 


024—Universal Cutter 

032—Extra Large Wheel 

023—Ball End Handle 
48—6 Wheel Cutter 


Name and number stamped on — 
Easy to identify when out of the box 


1165 SPRINGFIELD AVENUE 
IRVINGTON, N.J., U.S.A. 

















= : Pe ae HARDWARE AGE for OCTOBER 31, 1929 


There’s Profit in 
LIBBEY-OWENS 


The Only Nationally Advertised 


Window Glass 


























Castor Ave.—Juanita Park 
Philadelphia 


Tale & Witty, Inc.— Builders 
1D) Glazed with Libbey-Owens Glass 
EALERS who handle Libbey-Owens Glass possess 


a vitally important sales advantage. They market a nationally advertised product! 
Libbey-Owens vigorous campaign is teaching millions of people to specify Libbey- 
Owens Glass for the homes they build—and to ask for it by name when buying. 
Thousands of architects, contractors and builders enthusiastically endorse it be- 
cause of its outstanding points of superiority. This ever-increasing sales advan- 
tage can readily divert profits your way. Ask your jobber for Libbey-Owens Glass. 
Each light of “A’’ quality can be identified by the familiar Libbey-Owens label. 


LIBBEY-OWENS GLASS COMPANY, TOLEDO, OHIO 
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OLIVIER ¢ 


Oliver Cannot Afford ~ 
to Manufacture Anything 
Less Than The Very Best Bolts, 
Nuts and Rivets That Can Be Made 


If you had a countrywide reputation for the 
merit and high quality of your product dating 
back to the early days of American industry— 

wouldn’t it be but natural for you to maintain this 
hese Mey muiichimuciiictadtettmmatesl cites 


That is exactly the spirit behind the manufacture of 
Oliver Bolts, Nuts and Rivets. This organization is 
therefore proud to offer you the very best bolts, 
nuts and rivets that mature experience and 
modern methods can produce. No one 

could offer more. 


OLIVER IRON AND STEEL 
CORPORATION 
PITTSBURGH, PENNA. 
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For Information Regarding Space Write 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE ASSN., INC. 


610 WESLEY BLDG., PHILADELPHIA, PA. 
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Week of 
es Oct. 27th to Nov. 2nd 


Miro eaid 
te Leadershife”’ 7 





ta **Leadership’’ is a word which 
a | | may be and often is used care- 
lessly. The dictionary defines it 
4 as “that which leads, precedes 
a or occupies a chief place.’” Lead- 
a ership in ammunition, therefore, 
4 can only apply properly to that 
ammunition which has earned its 
place by an outstanding series of 
Victories in the bigs shooting 
events of the year. 


OY mah 


ee ME, aie es | 
The fact that so many of the 
important shooting events of 
1929. in rifle shooting and at 
the traps, have been won with 
Winchester Ammunition is an 
indisputable proof of leadership. 
{t proves not only the consis- 
tant accuracy and dependability 
of Winchester cartridges and 
shotshells but shows conclusive- 
ly that the leading shooters of 
the whole world know what am- 
munition is certain to back to 
the limit their shooting skill. 
What leading shooters know 
your leading customers will 
learn—if they do not know al- 
ready. ; 


Rao ane 








@o»~’ CO @ 








___£v>_,__§f 


PREMIER 
SHOOTING EVENTS IN 1929 


Won with 


WINCHESTER 
AMMUNITION 


SHOTSHELLS 


The Grand American Handicap 
[First and Second places in over 1100 entries | 
The Grand American Preliminary Handicap 
The Ladies Championship of North America 
Western A. T. A. all round championship 


PRECISION CARTRIDGES 


The Following Events at 
The Camp Perry National Tournament: 
Preliminary Dewar Course Match 
Individual Short Range Match 
National Small-Bore Championship 
Small-Bore Wimbledon Match 
Small-Bore Free Rifle Championship 


International Team Match for Dewar Cup. (10 men on win- 
ning American Team using Winchester Precision.) 

The East-West Match. (All eight men on winning Eastern 
team using Winchester Precision.) 


National Rifle, Association Events: 


The 1928-29 Indoor, Inter Club, Civilian, 75-foot Any Sight 
Championship 
The 50-foot, Inter Club, Metallic Sight Match Championship 
The N. R. A. Outdoor Small-Bore Spring Championship 
The Spring Dewar Course, Outdoor, Championship 
The N. R. A. Junior Rifle Corps Boys’ Camp Championship 


Full details of these various events, their winners and 
the winning ammunition will be gladly furnished. 
If you do not do so now, you too should sell the win- 
ning combination—Winchester Guns and Ammuni- 
tion. 


WINCHESTER REPEATING ARMS CO. 
New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 












Who’s Who 





MUSKALLUNGE 


Mixes Brains with Courage 
Expert anglers say this member of the ruth- 
less Pike family is the best sport inland waters 
offer. He is a long, rakish fellow—straight 
back, but with a powerful drive in his long 
willowy body. 

Lazily, he slinks about in deep water—until 
he sees food. Then bang!—he hits the bait like 
a galloping full back lifting it out of the water 
with his savage rush. From then on he treats 
you to about as good a display of aquatic 
acrobatics as you will ever see. If you can land 
the majority of your Muskallunge strikes you 
can consider yourself a B. P.—a Bachelor of 
Piscatorial Art. 

His favorite hang out is the region of the 
Great Lakes. but any Northern State east of 
the Mississippi is honored with his presence. 
Try a Pflueger Muskill Bait or Lowe Spoon 
and see that your line is in good condition. 

Excellent food value. “‘The more you eat, 
the more you want.”’ Heaviest on record caught 
with tackle weighed 100 pounds even. 
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Large Mouthed BLACK BASS 
The King of the Quiet Pools 


This big brother of the Small-Mouthed 
Bass prefers deep waters. There he lurks 
until you skim a bait above his head. Then 
he hits so hard and so sudden he usually 
hooks himself. Sinking like a plummet, he 
will carry your line down to the bottom of 
the pool—then cross back, and likely as 
not carry the line beneath the boat. Not un- 
til you wear him out will he show himself. 

Luckil; ly these fine fighters are all through the 
East and Middle West—up to Canada and down 
to Louisiana. 

For lures use the Pflueger Pal-O-Mine Minnow 
and Luminous Tandem Spinner. Black Bass are 
delicious! 3414 lbs. is the heaviest caught on 
tackle to date. 


RAINBOW TROUT 
The Dandy of the West 


Just as colorful, just as wild as the dash- 
ing waters he lives in! This Rainbow col- 
ored fighter is essentially a western fish, 
although he has been introduced toEastern, 
Northern and even foreign streams. 

The Coast Ranges of the Pacific States 
offer the finest Rainbow fishing however. 
Pflueger Spinners, Colorado—Whirl-I-Gig, 
etc., are excellent lures. His taste varies— 
so be guided by what local fishermen use. 

And for food value—you will have to de- 
cide that yourself some evening under 
Western stars, when you take your trout 
out of the sizzling pan, or out of his 
steaming, pine-needle nest among the coals 

. Largest on record caught with tackle 
—26 1/2 pounds. 





—-and What’s What 
in Fishing Tackle 






Pflueger MEDALIST 
For Trout and Salmon 
Right and Left Hand Models 
Three sizes. Price, 85.00 to 812.50 








a PprlilueGen 
LEVEL WIND 


Pflueger SUMMIT 
Level Wind-Anti-Back-Lash, Price____.8 10.00 


New 
Trade Catalog 
No. 49 
Now Ready 


Acopy will be sent to 
any dealer on request. 

















Pflueger SUPREME 


The Strongest, a. Greatest Capacity 
Reel ever Built. WE acccpans ciel 825.00 








ere we 


LEVEL WIND 4 
Pflueger AKRON 


A Fine, Fast Sturdy Reel, formerly 
PON o ncctwnnes lle nlweseacabnne $5.00 








Pocket Catalog No. 149 


NEW AND GREATER EDITION 


Full page reader interest ads such as this appear in 
all noteworthy Sporting Magazines. This publicity is 








For FREE Distribution to Your Customers 


Imprinted with your name and address 


Tells all about Salt Water and Fresh Water game fish. 
Helpful information on where they are, what they are, 
and how they can be caught. Lists the best baits to use. 


THE ENTERPRISE MANUFACTURING CO. 
E. A. Pflueger, President 
Dept. HA-10 Akron, Ohio 
Oldest and Largest Manufacturers of 
Fishing Tackle in the U. S. 


making PFLUEGER the most widely known and 
talked-of line of Fishing Tackle in the country. 


PFLUEGER 


NCED ““LEW GER® 


FISHING TACKLE 
Leaders Since I864 











Hardware Age 


with which is combined m hemes 


aenves Hardware Dealers'M 
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Complete Reports of Atlantic City Convention 93 
Giving a full account of proceedings. Many topics 
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Member of the Audit Bureau of Circu'ations Member of the Associated Business Papers 











92 HARDWARE AGE for OCTOBER 31, 1929 











There’s No Law Against 
Selling Good Brushes 


—. a customer, who doesn’t know brushes, asks 
for “just any old brush,” there’s no law against 
selling him a good brush. He wouldn’t want a poor brush 
if he knew he was buying a brushful of trouble. 
Ordinarily your recommendation alone will sell 
Osborn Brushes. Your customers depend upon you 
for results. When you can satisfy customers and 
make bigger profits doing it, by selling Osborn 
Brushes, why waste your time selling low-priced 
“trouble brushes?” 









It’s good business to sell Osborn Brushes. 


THE OSBORN MANUFACTURING LOMPANY 


5401 HAMILTON AVENUE - CLEVELAND, OHIO 


Branch Offices: New Yosk, Detroit, 
Chicago, San Francisco, Los Angeles 
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ConvVENTION Facts 


EETING jointly, the National Hardware Association held its thirty-fifth annual conven- 

tion and the American Hardware Manufacturer’s Association its tifty-ninth semi-annual 

convention in Atlantic City, N. J., October 21 to 24. Headquarters were at the Marl- 
borough-Blenheim Hotel. . 

Constructive co-operation among manufacturers, wholesalers and retailers, in solving common 
prob'ems, was reflected throughout the sessions. Interest, in the possibility of holding a Trade 
Practice Conference, was very keen throughout the convention. Government experts, who special- 
ize in such conferences, participated actively in the discussions. The committees assigned to 
study the subject, will continue to function, will study further, and make subsequent reports 
in the interest of the associations. 


THE PURPOSE 


Increased efficiency and reduced operating costs continue to be the basic goals sought by man- 
ufacturers, wholesalers and retailers of hardware and allied products. To this end prominent rep- 
resentatives of these three factors in distribution studied intensively the subjects on the program. 


OFFICERS FOR 1929-1930 


A. H. Nichols was re-elected president of the National Hardware Association, as were vice- 
presidents Brace Hayden and Paul A. Griffith. 

J. E. Stone was elected president of the American Hardware Manufacturers Association, suc- 
ceeding Dennis A. Merriman, who presided over the Manufacturers’ session. Vice-presidents of 
the Manufacturers’ Association chosen for the coming year are: A. E. Alverson, J. P. McKin- 


ney, Jr., and R. G. Thompson. 
PROMINENT VISITORS PRESENT 


President J. Charles Ross and Managing Director H. P. Sheets, of the National Retail Hard- 
ware Association, participated actively as did Harry A. Black and Sidney St. J. Eshleman, presi- 
dent and secretary respectively of the Southern Hardware Jobbers Association. W. A. Walker, 
Toronto, Canada, vice-president of the Canadian Wholesale Hardware Association, was a guest. 


THE COMPLETE REPORT OF THE CONVENTION WILL BE FOUND ON THE 
PAGES IMMEDIATELY FOLLOWING. 
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EADQUARTERS hotel, the Marlborough-Blenheim, looms 
H in the background of this boardwalk photograph. In 
the immediate foreground appear the presidents and sec- 
retaries of the four leading hardware associations, who partici- 
pated in the convention. 
Reading from left to right and in the order named will be 
noted George A. Fernley, Secretary-Treasurer, National Hard- 
ware Association; A. H. Nichols, President of the National 





Hardware Association; Sidney St. J. Eshelman, Secretary-Treas- 
urer, Southern Hardware Jobbers’ Association; Harry A. Black, 
President, Southern Hardware Jobbers’ Association; Chas. F. 
Rockwell, Secretary-Treasurer, American Hardware Manufac- 
turers’ Association; Dennis A. Merriman, President, American 
Hardware Manufacturers’ Association; Herbert P. Sheets, Man- 
aging Director, National Retail Hardware Association, and J. 
Chas. Ross, President, National Retail Hardware Association. 
Other prominent hardware personages may be seen in the rear. 
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Wholesaler Offers Retailers Same Advantages 
That Retailer Offers To Consumers 


A. H. Nichols Tells Joint Opening Session That Hardware 
Sharing in Country’s General Prosperity 


Jobbers Are 


74 UR members as a whole are 
sharing in the general pros- 
perity of our country, as 

the 137 members of our association 

who gave us detailed percentages with 
reference to their business, show an 
increase in net profits for 1928 as com- 

pared with 1927,” declared A. H. 

Nichols, of Buhl Sons, Detroit, Mich., 

in his annual address as president of 

the National Hardware Association. 

Speaking before the Monday night, 

joint opening session, Mr. Nichols 

characterized the convention as a 

meeting where business men pool their 

experiences, hoping to assist one an- 
other in making business conditions 
more secure, more. satisfactory and 
more profitable. Busy men, he said, 
accept the opportunity to exchange 
valuable ideas and are not the men to 
make conventions a carnival. Stating 
that the 1928 Overhead Expense Chart 
of the National Hardware Association 
shows that wholesale hardware firms 
made a substantial profit over and 
above the interest on the capital and 
surplus invested, in spite of all the talk 
regarding changing methods of distri- 
bution. Mr. Nichols continued in part: 

“At the present time there seems to 
be quite a few who are asking them- 
selves and others—what is the future 
of the wholesaler—what is the future 
of the retailer? I have the utmost 
confidence in the future growth and 
development of both the wholesaler 
and the retailer of hardware. 


“The whole economic administration 
of the country depends on the principle 
of cooperation. The manufacturer, the 
wholesaler and the retailer are all 
merchandisers, the fundamental prin- 
ciples of all three are the same, neither 
can hi-jack the other and be successful 
for any length of time. We are all 
both producers and consumers, sellers 
and buyers. 

“Our large industrial centers have 
developed because there are many 
prosperous small cities and villages 
surrounding them which contribute to 
the progress of the big cities. If these 


country suffers. The retailer is a ne- 
cessity to these communities for a 
community will not thrive unless its 
retailer is successful. 

“The wholesaler offers the retailer 
the same advantage in buying as the 
retailer offers the consumer. The 
wholesaler’s stock of goods include 





BRACE HAYDEN 


Hardware’s Grand Old Man. Nine- 
ty years of age, with seventy-seven 
years of hardware experience to his 
credit, he is just as active and prom- 
inent as ever. Mr. Hayden is 
president of Dunham, Carrigan & 
Hayden Co., San Francisco, and 
vice-president of the National Hard- 
ware Association. 





more than 100,000 separate items, most 
of which are articles of small unit 
value. His buyers are constantly 
| studying the needs of retail merchants 
| within his territory. The close atten- 
| tion his buyers are able to pay to their 
particular line enables them to keep in 
| touch with market conditions so that 
they are able to purchase the merchan- 
| dise which is peculiarly adapted to that 
| particular territory at the lowest pos- 
| sible price, thus making it possible for 
| retailers to centralize on their pur- 
| chases rather than to scatter their 
orders widely, thereby preventing over- 
buying as well as being assured of 
better service and prompt delivery. 
“The wholesaler renders a superior 


communities do not prosper the whole | 


service to the manufacturer and at a 


| cost lower than the manufacturer 





could perform the service himself. 
He buys his merchandise outright, 
stores it in his warehouse, assumes all 
risks including the sale to the retail 
trade. 

“The wholesaler in some lines has 
been adversely affected by some of the 


| changes taking place in the merchan- 


| dising methods, but the wholesale 


hardware houses have continued to 
serve the retail hardware trade in an 
efficient, economical manner. 


“New methods have caused some to 
become unduly alarmed. 
“The present year is a prosperous 


year, and even the most conservative 
| observers are beginning to talk of the 


prospects of 1930. 

“In speaking for the National Hard- 
ware Association, I can say our asso- 
ciation has no animosity or selfish 
purposes. We believe that good citi- 
zenship begins with a love of honest 
endeavor, that the most powerful in- 


| fluence in our. country’s rise to great- 
| ness has been the integrity of the 


American business man, hence, if a 


| trade association is to progress toward 


higher standards of accomplishment it 


| must look to the foundation upon which 
| it builds. Our object is to establish a 





spirit of good-will and friendship that 
creates a confidence that will cause a 
broader conception of cooperation on 
the basis of that which is good for one 
is in a measure, at least, good for all. 

“However, the mere establishing of 
an office, even though the most coti- 
petent help possible .to obtain is em- 
ployed, does not insure success. A 
trade association does not succeed 
simply because it exists. Its greatness 
is not measured by the wealth it repre- 
sents, its commercial progress, or the 
size of its membership, but rather by 
the activities of each individual mem- 
ber. Its members should understand 
the value of true friendship, should be 
sincere in every art and broad enough 
in the art of reason to appreciate the 
other fellow’s point of view. 
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“A stream cannot rise above its 
source nor can a trade association 
aspire to greater things than are vis- 
ioned by the ideals of its members. 
Many associations have been unsuc- 
cessful from a lack of necessary facts 
being furnished them by their members. 

“The broader vision of today has 
caused us to realize, more than ever 
before, the great value of true friend- 
ship and has enabled us to better real- 
ize that a competitor is not an enemy. 
Today those engaged in the same line 
of trade are not the strongest com- 
The most powerful compe- 
tition comes from other lines of busi- 
ness and other methods of distribution. 

“The automobile and motor truck 
manufacturers have almost destroyed 
the carriage and wagon industry. The 
good roads and the automobiles have 
become the greatest competitors the 
mail order firms have ever had and 
made it necessary for them to 
modify their methods of distribution. 
\ better understanding of gas and elec- 
tricity has been a great competitor of 
the stove industry, while alittle piece 
of copper tubing, when properly con- 
nected, becomes a great competitor of 


petitors. 


have 


the ice man. 
“We should not mourn these ad- 
vancements, neither should we look 


with fear to the changes of tomorrow, 
but on the contrary, we should give 
thanks for the privilege ‘of living in 
this, the most progressive age the world 
has ever known. These great changes, 
this new competition cannot be met by 
the individual dealer or from the 
knowledge gained in any single busi- 
ness. If we keep pace with advance- 
ments of today, we must ask assistance 
from our trade association and take 
advantage of the opportunities it 
gives us, to counsel with many minds, 
as well as to appreciate the friendship 
formed at our convention, because the 
competition of today is not only indi- 
vidual but grouped competition as well, 
associations are competing with asso- 
ciations. The automobile is in compe- 
tition with the radio, as well as with 
us, the brick industry is in competition 
with the lumber industry, the copper 
industry is in competition with the 
iron industry, the cigarette industry is 


its decisions and plans, the more suc- 
cessful the firm will be. The manu- 
facturer, wholesaler or retailer 


methods and constantly strive to im- 
prove them, but the-extravagant meth- 
ods of selling indulged in by some in- 


« 


of selling until clever organizations 
have taken advantage of lavish meth- 
ods and by doing business on a more 
modern plan have become our strong- 
est competitors, therefore the cost of 
doing business must be reduced, this 
can best be accomplished through the 
united actions that are made _ possible 
by your trade associations. 

“There has never been a time when 








in competition with the candy industry, 
while the paint industry is spending a 
great deal of money telling the public 
the necessity of ‘Saving the Surface.’ 
“Industries are organized as groups 
and succeed in direct proportion to 
their organization, the better the 
group organization the more. it shares 
in the family budget, because through 
an association a firm can obtain more 
facts than it could alone, the more 
facts a firm has upon which to base 


| 
| 





a trade association is as necessary as 
today, for looking into the future, we 





DR. JOHN L. DAVIS 
Dr. Davis of New York is one of 


the nation’s suave humorists. His 
“brand” of humor is so different it 
is delightful. He addressed the con- 


vention at the opening joint session. 


can see still bigger competition, with 


the big business interests looking for | 


still bigger business, with the definite 
steps taken of late in the interest of 
mergers with the view of reducing the 
cost of selling, with our increased edu- 
cational institutions, our colleges, con- 
stantly filled to capacity, our universi- 
ties continually fitting its students for 
the business world, enabling both sexes 
to equally tackle with confidence any | 
yariety of business problems, while the | 
modern industrial developments have | 
enabled the production per head of the 
workers to increase by two-thirds in 
the last fifteen years, thus increasing 
leisure, giving the younger generation 
more time to study the business inter- | 
ests than ever before. 

“Looking back in our lives, over a 
period of ten years, we can recall | 


many instances that seem only a few 
days away, and in ten years time the 
boy of eighteen years today, will be 
an influencing factor in the business 


who | 
succeeds today must follow advanced | 


dividual firms has increased the cost | 


world. This boy who has always lived 
in an electrical age, who knows noth- 


ing of the laborious task of swinging 
a sledge hammer all day, but has some 
conception if the trip hammer, who 
knows the electric drill will bore 
twenty-five holes in a steel plate in 
less time than one could be bored by 
hand, to be the man of 
tomorrow. 


is business 

“We cannot develop the surplus ca 
pacity of the young man of today with 
the simple environments of the home. 
He is not content with taking the clock 
apart to see what makes the darn thing 
go, he is studying the radio, the air 
plane, for he believes that nothing is 
impossible. Our future success de- 
pends largely upon our ability to look 
into the future with the younger gen- 


eration, for they cannot be deceived. 
they know the of father and 
mother, respect them for their broad 
vision, their companionship, but par 
ents lose their influence when they do 
not understand the great changes that 
are taking place today or insist that 
what was good enough for the father 


ways 


and mother is good enough for the son 
and daughter. 


“Great industries and business 
houses are searching everywhere for 
young men to fill executive positions, 
that have a vision, ability, originality 
and are able to appreciate something 
at least of what is going on in the head 
and hearts of those with whom they 


have to deal. 


“As we all know, a trade association 
is not a cure-all, but it will help us to 
solve our problems, it will assist us in 
seeing the silver lining to the dark 
clouds that at times seem to gather 
ardund our affairs, it will help us to 
realize that we are constantly going 
forward and will enable us to see some- 
thing of our scientific progress, and 
will cause an ever increasing belief in 
the brotherhodd of man and all that 
that term implies. If we wish to re- 
ceive these benefits we must realize 
that every member of a trade associa- 
tion has a personal obligation to per- 
form and his success as well as the 
success of his association depends 
largely upon the manner in which he 
fulfills that obligation, we can show 
the true spirit of cooperation only by 
giving at least as much as we wish to 





receive. 

“Nothing could 
nothing could be more successful and 
it is possible to have it so, a trade as- 
sociation with its members bound to- 
gether in unbreakable friendship with 
one purpose ‘Do unto others as you 
would have them do unto you.’’ 


be more pleasing, 
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Sound Business Conditions Should Continue 
President Merriman Tells Manufacturers 


NALYZING trade activities since 
A the first of the year, Dennis .\. 
Merriman, vice-president, Amert1- 
can Steel & Wire Co., Chicago, [l., in 
his annual address as President of the 
American Hardware Manufacturers 
Association, declared business men 
should be cheerful over the record of 
that period, and equally cheerful over 
the outlook for business during the 
coming year. In part, Mr. Merriman 
continued : 

“We have not always held our an- 
nual convention When conditions sur- 
rounding industry in general and the 
hardware business in particular are as 
sound and prosperous as we find them 


a good business in practically all lines 
of hardware manufacture, and [| am 


| delighted that there has been a con- | 
|tinuation throughout the year. It | 


today. At the time of our last con- | 


vention a vear ago we were enjoying 





would be ill-advised to say that we are 


all satisfied, and yet equally as unfair | 


to say that we are dissatisfied. But 
it is the very nature of man to be am- 
bitious and to strive for higher and 
better things; and we in our various 
lines of occupation are only following 
our natural bent and the traditions of 
American business men to reach out 
for higher and greater things, making 
the most of every opportunity. 

“T do not wish to create the im- 
pression that there has been any over- 
How of prosperity, because there are 
probably none of the members of the 


American Hardware Manufacturers 
Association who have profited unduly 
or who have even secured a margin of 
profit or a volume of business more 
than commensurate with their produc- 
tive capacity and capital employed. 1 


| only mention this because of a con- 


| 





trast, as we’ know too well there have 
been several lean years when business 
was below normal and margin of prof- 
its only moderate, if not inadequate, 
and in some cases entirely eliminated. 
Therefore, I again repeat that we have 
reason to be cheerful over business done 
during the past year and the outlook 
for the ensuing year. I see nothing 
on the horizon to indicate any diminu- 
tion of favorable trade activities over 
the next several months, or for that 


Left to right—I—L. B. Jackson and C. C. Wickire, Wickwire Bros. with Geo, N. Groff, Wm. H. Cole & Sons; 2—G. A. Thomas, 
Mrs. Thomas, A. T. Simonds and Mrs. Simonds, Simonds Saw & Steel Co.; 3—G. Wayland-Smith, W. T. Earle and P. B. 
Noyes, Oneida Community, Ltd.; 4—J. S. Wainwright, Mansfield Tire & Rubber Co.; H. W. Geller, Geller, Ward & Hasner 
Hdwe. Co. and G. J. Marshall, Mansfield Tire & Rubber Co.; 5—H. C. Atkins, E. C. Atkins & Co., Mrs. Atkins talking with 
Saunders Norvell, Remington Arms Co.; 6—Mrs. W. McK. Reber, Mrs. E. D. Jones and Mrs. Hugh F. MacKnight; 7—D. D. 
Peden, Peden Iron & Steel Co. and W. A. Gordon, General Wheelbarrow Co.; 8—R. E. Boffenmeyer, Lamson & Sessions Co., 
A. B. Paull, Beals,McCarthy & Rogers and G. M. North, Lamson & Sessions; 9—T. W. Cahill, Kilborn & Bishop Co. and T. 


H. Spetnagel, Spetnagel Hdwe Co. 
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J. G. Ralston, Reynolds Wire Co.; D. G. Baldwin, D. G. Baldwin & Co.; D. G. Harvey. Reynolds Wire Co.; Harry Hutchisson, 
Davis-Hunt-Collister Co., and John Shann, D. G. Baldwin & Co.: S. L. Barnhart, Clark-Smith Hdwe. Co.; Mrs. Barnhart, J. A. Rob- 





erts, Pittsburgh Steel Co., and F. L. Stellwagen, Sargent & Co. 


matter throughout the coming year. Al- 
ways we must depend to a very great 
extent for our business on the outcome 
of the crops. It is only too true that 
during the past year our crops of the 
leading staples have averaged less than 
the previous year ; considering the three 
principal crops—cotton, wheat and 
corn—the shortage averages about 10 
per cent. We are glad to say, how- 
ever, that the price secured this year 
very largely, if not entirely, makes up 
for the difference in quantity, and 
therefore the purchasing power of the 
farmer will be as great as in previous 
years. 

“We are prone to use the parallel 
as our yardstick for everything, and 
we get our thrills or disappointments 
from what it registers without any 
analysis of the reasons which may 
underly a variation in conditions. It 
is foolish and unreasonable to suppose 
that constant and unfailing increases 
in business should be recorded month 
after month and year after year, for 
there will always be seasonable reces- 
sions, and if for no other reason than 
just simply that “tired feeling,” busi- 
ness will occasionally take a rest. 
After all, the average is what counts, 
and the average of recent years has 
been excellent, and the volume for 1929 
will be satisfactory, we believe, to all. 
We are looking forward with confi- 
dence throughout the balance of this 
year and the first half of 1930. Gen- 
eral business continues to sustain with 
slight fluctuations the volume that has 
been enjoyed by the country for a long 
time past. The carloadings, which is 
a good barometer, have been consis- 
tently above the million mark weekly ; 
and this really measures the total busi- 
ness done. Bank clearings are enor- 
mous. The percentage of unemployed 
!s small; wage-earners are prosperous, 
and the railroads have never functioned 
better nor been in a more prosperous 
condition than they are today. 

“It is not my purpose to introduce a 
mass of statistics covering- various 
phases of our economic and business 
situation, for I assume that all here 
present are fully familiar with the ex- 
‘sting conditions, both as to domestic 
and foreign trade, which are so excel- 
lently compiled by freely circulated by 


| agencies and banks and trade associa- 
| tions giving valuable time and thought 


to such undertaking. But I have re- 
minded ,you of a few things that are 
worthy of consideration. This country 


| has never stood still and will continue 





to go forward. Our resources are 
enormous, aud plenty of room still ex- 
ists for devclopment work in numer- 
ous lines of en:leavor. It has been said 
this is an ‘Ilectric Age.’ Huge sums 
have been spent for new plans and in 
modernizing old ones. The develop- 
ment of water power is going on at a 
very rapid rate. Manufacturing indus- 
tries have spent large sums also. Qual- 
ity of products has been improved. Bet- 
ter service rendered. Thousands of 
miles of hard surfaced roads have been 
built in the past few years, and many 
more miles are being constructed every 
season. All this helps in improved 
methods of distribution and in innu- 
merable ways benefits the residents of 
small towns and farming communities. 
Manufacturers of shelf and builders’ 
hardware, bolts, screws and kindred 
lines, agricultural implements, furni- 
ture, automobiles, etc., have all enjoyed 
good business throughout the past 
year. Steel manufacturers have had a 
period of the greatest business in their 
history. True, there has been some 
slight recession in the motor industry 
and allied lines, which has, of course, 
had some little effect on the steel busi- 
ness also, but this is seasonal and not 
to be wondered at. 

“In concluding this part of my ad- 
dress I must say that we have not al- 
ways had the privilege of making such 
an optimistic report on business con- 
ditions. We hope that those who come 
after us will enjoy this privilege and 
pleasure for many years to come. 

“To be President of the American 
Hardware Manufacturers Association 
is an honor to which any man may 
well aspire; to have been thrice chosen 
imposed an added responsibility which 
has not been lightly held. The confi- 
dence which you have reposed in me; 
the willing cooperation of officers and 
members has been incentive always to 
faithful performance, and time will not 
obscure the pleasure which has been 
mine in your service. 

“Tt is estimated that some 10,000 or- 





ganizations, local, State or national, 
depend largely upon manufacturers for 
sustenance. Many have slight claims 
to recognition, but are none the less 
active in solicitation. Obviously, every 
manufacturer must limit organization 
connections in accord with circum- 
stances and benefits derived. 
petition is keen. In such a situation, 
therefore, it is gratifying that our own 
organization has more than held _ its 
Despite consolidations and an 


The com- 


own. 
occasional business retirement, mem- 
bership increase continues. 

“Our financial situation 
strong. While omitting no expenditure 
which will improve service to members 
or reflect upon the prestige of the or- 
ganization, careful management has 
further increased that reserve toward a 
possible rainy business day, which good 
judgment will commend. In no line of 
endeavor may success be compounded 
indefinitely without an occasional re- 
cession due to circumstances beyond 
control. It is wisdom, therefore, that 
the uninterrupted progress of the years 
just passed be capitalized for unfore- 
seen contingencies of the future. 

“Complete accord exists within our 
ranks and relations with sister organi- 
zations of the hardware industry are 
cordfal and harmonious. One of the 
important matters to be discussed by 
this convention is the proposal, ini- 
tiated by our friends, the National 
Hardware Association of the United 
States, that corisideration be given to 
the feasibility of a Federal Trade Prac- 
tice Conference for the three branches 
of the industry—manufacturers, whole- 
salers and retailers. It is indeed an 
important question for everyone of us 
and should be approached with an open 
mind. Exceptionally competent com- 
mittees representing the hardware or- 
ganizations have devoted time to pre- 
liminary study of the matter, which 
will be discussed in detail in various 
sessions of the convention, aided by ex- 
pert experience and advice. Members 
in’ their own interest should be ab- 
sent from none of these discussions, 
to the end that they may be able to 
act with full understanding of the sub- 
ject at such time as the report and 
definite recommendations of their com- 
mittee shall be presented.” 


continues 
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HARDWARE PROBLEMS— 
THEN AND NOW 


What they talked about in the gay nineties 


EW hardware merchants are alive today to recall 
the subjects discussed at the first conventions of the 
National Hardware Association. Old bound 
volumes of HARDWARE AGE contain complete reports of 
the first and succeeding conventions. The similarity of 
the early problems, as recorded in the old reports, to 
those confronting the hardware dealer today, is striking. 

Hardware merchants of the present generation, should 
hnd some consolation and encouragement in the fact, 
that the dealers of a generation past, were likewise faced 
with obstacles similar to those now existing. 

Nevertheless, the hardware industry as exemplified by 
the hardware manufacturer, the hardware who'esaler and 
the hardware dealer, has prospered and made remark- 
able progress. In order that our present day problems 
can be compared and contrasted to those of the past, we 
are reprinting extracts from among the high-lights of 
carly convention reports. In connection with our report 
of the thirty-fifth annual convention, they strike us as 
being very apropos to the situation. 

During the formation of the National Hardware Asso- 
ciation, at Cleveland, Dec. 13, 1894, one of the principal 
speakers was William H. Williams, of Van Wagoner & 
Williams Hardware Co., who was then president of the 
New York Hardware Club. In addressing the fifty 
representatives of hardware jobbing firms who had 
assembled to discuss the advantages of forming a na- 
tional association, Mr. Williams said in part: “You will 
agree with me that as a wholesale merchant, at least, the 









jobber is here to stay, while those who predicted his 
extinction have long since taken their departure.” 

At the Second Annual Convention, held in Philadel- 
phia, Nov. 18 to 20, 1896, William W. Supplee, first 
president of the National Hardware Association said, in 
the course of his address to the 168 member delegates, 
“Rest assured gentlemen the jobbing trade of the United 
States has come to stay, and I venture to predict that 
the youngest member of our Association will not live to 
see the day when the jobber’s usefulness can be dis- 
pensed with. Locations may change the current of trade, 
how many of us will remain as representative houses 
will depend somewhat on the manner of conducting our 
business, always, however, taking into consideration that 
we are liable to encounter years of depression, un- 
certainty and financial upheavals, which, to the history 
of both this and other countries show we-are liable to, 
but with all these possibilities, gentlemen, there is no 
question in my mind of the fact that the jobbers in 
hardware can never be dispensed with.” 

Thirty veers ago, at the Fifth Annual Convention of 
the National Hardware Association, held in Pittsburgh, 
Nov. 15 to 17, 1899, T. James Fernley, Secretary- 
Treasurer, reading from that portion of his report which 
related to Catalog Houses and Department Stores, said: 
“We have been extremely successful this year in show- 
ing to the manufacturers whom we have interviewed, 
the effect of their placing this class of operators in com- 
petition with legitimate d-alers, both wholesale and re- 

tail. We have had in our possession 

at all times the illustrated catalog and 
net prices which these people circulate 

so freely to every farmer and mechanic 

sending a postal card request for one. 

“Be it said to the credit of a num- 

ber of manufacturers that they have 
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during the past vear taken a firm stand 
(Continued on page 201) 
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Left to right: —1—Floyd J. Neal, Peck, Stow & Wilcox Co.; F. D. Taylor, Trimont Mfg. Co.; H.M. Johnson, F. G. 
Wooster Co., and E. J. Angell, B. F. Gladding & Co.; Miss C.E.Holloway; Mrs. Ed. Durrell; Mrs. B. J. Badham, and 
Mrs. Geo. A. Fernley. 2—Miss Agnes Holme, J. L. Holme, John H. Graham & Co. 3—R. O. Recknagel, Corbin 
Screw Corp.; E. F. Mulhern, Birtman Electric Co.; J. A. Wright, F. C. Peters and J. A. Schweitzer, Diamond Ex- 
pansion Bolt Co. 4—Mr. and Mrs. W. M. Bonham, C. M. McClung & Co. 5—W. H. Terstegge, Stratton & 
Terstegge Hdwe. Co., and J. W. White, W. F. Robertson Steel & Wire Co. 6—G. S. Wilson, Decatur & Hop- 
kins; Mrs. Wilson, M. J. Lacey, Corning Glass Works, and Mrs. Lacey, Pyrex Glass Division, Corning Glass Works. 
7—Mr. and Mrs. J. F. McCrady, The Dorfan Co. 8—E. J. Weiss, L. E. Peck, Threadwell Tool Co.; Mrs. Peck 
and O. B. Surpless, Surpless, Dunn & Co.; Percy F. Hord, assistant secy., N. H. A., and Mrs. Hord. 10—Ed. 
Weingarten. 11—Mrs. Smith, Ed. W. Smith, C. F. McLain, Mrs. McLain, H. F. Hanks and Mrs. Hanks, all of 
Pittsburgh Steel Co.; Geo. H. Fisher, Milwaukee Stamping Co.; Fred Ritterbusch, Earle Hdwe. Mfg. Co.; J. L. 
Hemp, Hemp & Co. and John Connors, Jr., Mansfield Tire & Rubber Co. 
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Business Outlook Is Discussed by Jobbers 


at Accessories Branch Session 


Tt the opening the 
morning session of the Accessor- 
ies Branch of the National Hard- 
ware Association, G. S. 


Tuesday | 


the consideration of radio as a staple 
market. Radio is here to stay and flour- 


|ish with exceptional benefits to the 


Wilson, of | 


Decatur & Hopkins, Boston, Mass., in- | 


troduced the subject of “the Outlook 
for Business” in an address in which 
he spoke of changing conditions and 
urged those present to take advantage 
of the opportunities offered by the 
popular demand for new lines. In com- 
menting on some of these lines, he 
said: 

“I firmly stand upon the platform of 


aggressive tactics, progressive measures | 


and modernized means of service. We 
are concerned with greater profits and 
greater fields in which to make profits. 
We can not ignore the demands on our 
facilities and flexibilities of our or- 
ganizations in this wholesale field. The 
introduction of new lines brings with 
them perplexing complications which 
must be dealt with by vigorous meth- 
ods and sound principles. If we fail to 
grasp those opportunities which are as- 
serting themselves with alarming rapid- 
ity, we must fall by the wayside and 
let competitive businesses absorb that 
which is justly ours. I qualify those 
statements with “the suggestion that 
there can be a note of conservation in 
the conduct of our business, with all 
the seemingly radical changes which 
stand in the foreground of the picture. 

“Unprecedented progress is being 
made in the electrical appliance field. 

“We have the refrigerator, the wash- 
ing machine, the ironing machine, 
vacuum cleaners, heaters, ranges and 
other equipment. It is quite natural that 
this ever-increasing volume of electri- 
cal appliance business should enhance 
our opportunities for development. We 
must contemplate the manner in which 
we shall function in the promotion of 
this line. 

“The rural districts furnish astound- 
ing figures relative to the use of things 
electrical. In the business of today’s 
meeting I suggest that this topic be dis- 
cussed and ask your enthusiasm for the 
subject. It is certainly worthy of seri- 
ous deliberation when one realizes that 
16,000,000 homes in the United States 
are wired and wating to buy advantage- 
ous electric equipment. 

“To me radio is a revelation. There 


js no room for the cynic or pessimist in | 


wholesaler. His opportunities in this 
field are beyond conception. The feeling 
that radio sets become obsolete and dan- 
gerous merchandise in our stores is be- 
ing swept away like leaves in the 
October wind. 

“The possibilities are gigantic for the 
distribution of radio sets through the 
hardware field. Who has better facilities 


of radio equipment ? 

“In the matter of automobile acces- 
sories, a distinct change has taken 
place. The motor car of today comes to 
its purchaser with practically complete 
equipment. He has no cause to seek ac- 
cessories which will better the function- 
ing of his car. Naturally, the accessory 
line relinquished itself from hardware 
distribution and became a manufactur- 
er’s product. 

“But there is in the automobile line a 
great essential which finds its market 
in diversified methods of handling. The 
wholesale hardware dealer is in a posi- 
tion to actually strengthen his business 
through the medium of tires. Tires have 
their place in the wholesaler’s line as 


| much as any thing he carries.- Their 
consistent turnover and ever-increasing | 
demand make an excellent opportunity | 


for him. / 

“The astounding fact that chain 
stores are capitalizing on the sale of 
tires is just cause for concentration on 


of tires sold by one chain store mail 


| order house in a year! Doesn’t this 


show the tremendous possibilities for 
the independent dealers? Doesn't it 
make them conscious of their selling 
power and facilities for distribution? 
Isn't there a glorious chance to take 
advantage, and promote that particular 
department ? 

“In the three lines of accessories 
which I have mentioned, there are un- 
told business promotion, logical steps to 
cultivate, and handsome profits through 
proper conduct of the departments and 
service. When one considers that each 
of these three features is brought to 
us with excellent dealer helps, brilliant 





advertising plans, and _ exceptionally 
| well worked out sales promotion, it is 
relevant to our business to take advan- 
tage of it. Is it not the time to acquaint 





and background for the merchandising | 





ourselves with new fields to conquer, 
new lines to cultivate and new sources 


| of enthusiasm for greater business vol 


ume, greater profits and lasting reward 
for effort ?”’ 

At the conclusion of his talk, Mr. 
Wilson called upon several members 
to report on business conditions in their 
individual territories. Among those who 
responded was C. S. Harper, Harper & 
McIntire Co., Cedar Rapids, lowa, who 
stated: “Business conditions in Iowa 
are better than they have been for the 
last seven or eight months, and general 
agricultural conditions are better than 
they have been since 1920. The hard- 
ware business is in a very satisfactory 
condition.” 

E. R. Masback, Masback Hardware 
Co., New York, said that new building, 
with the exception of very large office 
buildings was at a standstill and was 
reflected in general hardware condi- 
tions. He hoped, with a discussion of 
the jobbers’ problems, to arrive at a 


| better understanding and with the co- 


operation of the manufacturers, to im- 
prove conditions. 

Conditions in Texas vary greatly in 
the various sections of the state, ac- 
cording to Edwin F. Flato, Corpus 
Christi Hardware Co., Corpus Christi. 
Texas. He stated that the hardware 
business was somewhat behind last 


| year. 





| 
' 


Thomas R. Frazer, Rome Hardware 
Co., Rome, Ga., was a litle more opti- 


| mistic in his report of conditions in the 
this subject. Think of $40,000,000 worth 


south when he said: “I think conditions 
are fairly good in Georgia at this time 
and better as far as collections are con- 
cerned. We try to increase our volume 
by taking on new lines.” 

D. D. Peden, Peden Iron & Steel Co., 
Houston, Texas, reported that in his 
section of the state crop conditions were 
good although other sections were 
light and that as a whole there was a 
shortage as compared with last year. 

“Our general conditions are holding 
up very well this last year, and with 
some lines better than last year,” was 
the report of Chas. P. Rogers, of Beals, 
McCarthy & Rogers, Buffalo, N. Y. 

Col. Robert Stark, Frothingham, 
Stark, Seybold, Ltd., Montreal, Quebec, 
said that conditions in Canada were 
very good and that purchasing powers 
were holding up. 
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Left to right: —1—R. J. Atkinson and Mrs. Atkinson, Brooklyn, N. Y.; Mrs. Tomajan and John Tomajan, the Wash- 
burn Co. 2—W. F. Robertson, W. F. Robertson Steel & Wire Co.; H. J. Horton, H. L. Brown Fence & Mfg. Co.; 
Geo. L. Earle, North Wayne Tool Co..with Geo. H. Griffiths, HARDWARE AGE, 3—C. H. Wagner, the American 
Fork & Hoe Co. with R. Tenk, Tenk Hdwe. Co. 4—Geo. W. Eckhardt; Ernest Querrie, Henry Disston & Sons, 
Inc.; Sam Segal and S. J. Mayer, Segal Lock & Hdwe. Co. 5—H. C. Branahl, Eagle Mfg. Co. 6—Mrs. A. E. 
Alverson. 7—F. E. Pharr, Buhrman-Pharr Hdwe. Co.; R. J. Ogilvie, Ogilvie Hdwe. Co. 8—C. W. Titgemeyer, 
Osborn Mfg. Co. and Mrs. Titgemeyer. 9—H. G. Grosscup and F. C. Wagenknecht, Lovell Mfg. Co. 10—John W. 
Harrington, Harrington & Richardson Arms Co. 11— H. H. Kimball, Barker, Rose & Kimball Co., Inc.; J. H. 
Post, Treman, King & Co.; J. D. Bayley and G. H. Kennedy, Wickwire Bros. 12—E. W. Clark, E. C. Atkins & 
Co., Inc. 13—Mrs. Von Campe and Ed. Von Campe, Standard Tool Co. 14—A. E. Newton, the Collins Co. 
15—Mrs. P. J. Collinson and Mrs. L. S. Kay 
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J. Chas. Ross Reviews Retailer’s Efforts in Sale 
of Radio, Electrical Goods, Etc. 


REFACING his remarks by re- 

calling early experiences in the 

hardware business, when both he 
and President Nichols of the jobbers 
association were traveling for competi- 
tive Detroit jobbing houses, President 
J. Chas. Ross of the National Retail 
Hardware Association addressed the 
Tuesday morning session of the Acces- 
sories Branch, National Hardware As- 


sociation. President Ross gave an in- | 


teresting account of a personal survey, 
conducted to furnish an 
swer to the question propounded by the 
subject assigned him, namely, “Is the 


retailer making the necessary effort to | 


sell automobile accessories, electrical 
appliances and radio?” President Ross, 
in continuing his address, said: 

“In order that I might bring to you, 
as nearly as it was possible, the correct 
conditions of the situation as it existed 
throughout the United States, I sent out 
letters of inquiry into all the various 
fields and I believe I have a fair reflec- 
tion of the situation as it exists, al- 
though I cannot say that the report is 
flattering to the retailer. I assume, of 
course, that the question is asked for 


the benefit of the manufacturers and | 


jobbers. 

“As the fields of activity of each of 
these factors are scattered throughout 
the country, I felt that a brief report of 
each section might be more interesting 
and of greater benefit. 

“From the Pennsylvania and Atlan- 
tic Seaboard District—In this territory 
it was the opinion of the reporter that 
the average hardware retailer has very 
little chance to compete successfully 
with the ‘gyp’ accessory stores of which 
there are so many in this section, and 
which stores usually make their drive 
on cheap, inferior, lines. The reporter 
believes, however, that the aggressive 
merchandiser, with the proper set-up, 
who confines his efforts to promoting 
the sale of better grades of tires and 
accessories has an opportunity to build 
up a satisfactory business. Generally 
speaking, the dealers are not putting 
forth much effort to sell electrical ap- 
pliances and radios in this section. 
There are, so the reporter states, a few 
outstanding merchandisers who do not 
wait for business to come into their 
store, but who are aggressive enough to 
go out after this business, and they 
have built up a successful volume. 

“From the New York State District— 





accurate an- | 





Observations of the hardware retailers 
in this section indicate that they are 
not especially interested in automobile 
accessories, except on the part of a few 
stores who specialize in this item and 
who can and do service their sales when 
necessary. This reporter injects the 





J. CHAS. ROSS 


thought that as most cars now come 
completely equipped, the sale of acces- 


sories, outside of tires, has dropped | 


materially. The average garage mana- 
ger who carries, replaces, and services 
tires, has the advantage over the hard- 
ware dealer who has tires for sale only. 
As to electrical appliances, this repor- 
ter states the hardware dealers in this 
section are not doing as’ well as they 
should. He thinks this is due largely be- 
cause the utility companies have an ad- 


vantage over the hardware dealer and | 
Another | 


the public thinks so, too. 
thought injected by this reporter is the 
fact that the average dealer is reluc- 
tant to sell electrical appliances on a 
time payment plan which is now so 
popular with the power and lighting 
companies. It is the belief of this re- 
porter that electrical appliances are 
potential and profitable for the dealer 
and should be more aggressively culti- 
vated. With regard to radio, he states 
that it requires a different kind of ser- 
vice, and that there is very keen com- 
petition, some rational and some irra- 
tional, therefore it is not remarkable 
that the hardware retailer has hesitated 
to take up the line. 

“From Connecticut—Retail hardware 
dealers making an effort to sell auto- 
mobile accessories are growing less. 
The garages have a strong advantage 








and the hardware dealers are not com- 
bating it. On the other hand, the num- 
ber of those taking on electrical appli- 
ances and radio is increasing. Utility 
companies are strong competitors. 
Hardware dealers have no reason to be 
frightened by them, however, as they 
usually limit themselves to one make of 
any particular article and there are 
others, which have as good or better 
sales possibilities. On radio, a soundly 
established hardware store has an ad- 
vantage over any electric or radio store. 
Each year more of our dealers, believ- 
ing this, are taking on its sale, and 
where they put forth the necessary ef- 
fort results are very satisfactory. 
“From Ohio—There are only a com- 
paratively small number of members 
who are successfully handling automo- 
bile accessories, electrical appliances 
and radio, but the number is increasing. 
The trouble has been that members 
have been induced to stock these items 
just as they have stocked other mer- 
chandise, and they will not sell that 


| way. As they get educated to the fact 


that accessories, electrical appliances 
and radio are special goods and must 
be sold by someone who is thoroughly 
familiar with them, their opportunity is 
greater. Business has been lost in the 
past due to lack of sufficient knowledge 
of the lines. 

“From Virginia— Automobile tires 
alone are being readily sold by the 
hardware dealers in this section. Retail 
dealers are also going into the electrical 
appliance business just as quickly as 
they can find capital and space. Radios, 
while not generally carried by hard- 
ware stores, are being added by a num- 
ber of larger dealers who have been 
meeting with good success. 

“From California—Very few of the 
hardware dealers in this section carry 
automobile accessories. They never 
have. A large automobile accessory sup- 
ply house has about a hundred and fifty 
well established accessory stores in this 
section, and most of the business in 
towns where these stores are located is 
being handled by them, which is evi- 
dently the reason the hardware dealer 
has hesitated to take on the line. With 
reference to electrical appliances, most 
of the hardware dealers carry electri- 
cal appliances to satisfy the needs of 
their territory. Radio is being carried 
by about one-third of the hardware 
dealers in this section. A thought in- 
































jected by this reporter is that with the 
sale of radio there is a great deal of 
night work, and the man in charge 
must be a radio fan and willing to ser- 
vice his equipment day and night to 
make it a success. Hence the necessity 
for men especially adapted for this de- 
partment in order to make a success. 
“From Southern California—The 
hardware merchants are making very 
little effort to sell accessories. Business 
is very largely in the hands of exclusive 


accessory stores which are quite firmly | 


established. Electrical appliances in Los 
Angeles city are being pushed by hard- 
ware dealers more or less consistently 
but this business is gradually drifting 
toward the electric appliance dealers, 
whose business is growing steadily. 
Outside of Los Angeles city the utili- 
ties corporations operate merchandising 
departments and have outside solicitors. 








H. R. BEATTY 


Radios in Los Angeles city are sold 
principally through the department 
stores and music houses, while in the 
balance of Southern California quite a 
number of hardware retailers sell this 
line successfully. 

“Arkansas—This reporter states that 
the hardware store is not a specialty 
store. It is not able to devote efforts ex- 
clusively to every single item of mer- 
chandise. Dealers in this section evi- 
dently have not geared themselves up 
to the fullest capacity in promoting the 
sale of automobile accessories, electri- 
cal appliances and radio. This reporter 
believes, however, that it is possible for 
the average hardware store to prepare 
itself to specialize on all the major 
lines usually carried by the hardware 
trade. His conclusions are that the 
hardware retailer in his section can 
make a greater effort to sell automobile 
accessories, electrical appliances and 
radio. 

“From Oklahoma—Hardware retail- 
ers in this state have made no effort to 
sell automobile accessories and they are 
lukewarm on electrical appliances and 
radios. However, a few of our mem- 
bers have purchased electrical appli- 





| and radio 
| the proper attention. 








ances and radios but there are such a 
few that we could hardly say the trade 
is pushing this line of merchandise. 
Automobile accessories have been left 
largely to the automobile dealers and 
garage men who are in position to in- 
stall and service these appliances. This 
reporter states that he can see no rea- 
son why a hardware merchant could 
not make a success of the electric line 
specialty if he would give it 


“Michigan—The hardware retailer in 
this section is not making the effort 
that he should to sell automobile acces- 
sories, electrical appliances and radio. 





Cc. L. GAIROARD 
J. Wiss Sons 


This business, the reporter feels, could 
be developed through the dealers being 
urged to add these lines, provided the 
dealer would go out after the business 
when he had the merchandise in stock. 

“Kentucky—Hardware_ dealers in 
this section are capitalizing on radio 
and radio appliances, although there 
are still many merchants who are not 
taking advantage of the line, owing to 
the fact that in some of the small 
towns it is very difficult to get sales 
people sufficiently interested or with a 
sufficient amount of knowledge to effi- 
ciently push the line. Electrical appli- 
ances are fairly well represented but 
automobile accessories are not so well 
represented. The reporter states, how- 
ever, that it is his belief that within the 
next year or two practically all the good 
hardware dealers will be pushing 
radios. 

“Tndiana—The average hardware re- 
tailer is not merchandising automobile 
accessories in this section as aggressive- 
ly as he could. In some sections he may 
have just reason for not doing so, such 
as close proximity to cut rate and chain 
stores. Electrical appliances in this ter- 
ritory are receiving far more attention 
from the dealer. Especially is this true 
on the larger items. Radio is being 
taken on much more rapidly within the 
past few months than ever before. This 
reporter also states that the principal 
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: thing in which he finds the dealers in- 
| terested 


in the sale of any of these 
lines is a proper degree of protection 
in trade territory, upon the lines of 
which the manufacturer or jobber is in- 
terested in securing a dealer agency. 
With the proper cooperation on the 
part of the manufacturer and jobber he 
believes there would be no question in 
their being able to secure the full co- 
operation of the hardware retailer in 
the handling of any of the lines under 
consideration. : 

“North Dakota—Hardware retailers 
are getting their share of the automo- 
bile accessory business in this section, 
for they are not only stocking the ac- 
cessories but they are going out after 
the business, and this line in this sec- 
tion does not require much intensive 
sales effort. Electrical appliances are 
considered in this section by the hard- 





W. H. FITCH 
Richards-Wi.cox Mfg. Co. 


ware man as belonging especially in his 
line and are sold and featured wherever 
they have electric current. It is the con- 
sensus of opinion, however, among the 
hardware retailers that since the pub- 
lic utility concerns have gone into the 
electrical appliance line so extensively 
it has cut down their volume and in or- 
der to compete with therm in price it 
has also cut down their margin. This 
condition has further 
vated since the utilities allow customers 
to purchase articles for a ridiculously 
small down payment and the balance on 
their monthly gas and light bills. In 
some instances the utilities have been 


become aggra- 


retailing appliances for less than the 
hardware dealer can purchase them. 
This reporter states that the hardware 
retailers are not going after the radio 
business in the same aggressive organ- 
ized manner other concerns han- 
dling radios and accessories and who 
have regular men that usually solicit 
the business and service the equipment. 

“Texas—The hardware retailers in 
Texas:as a general rule are not hani- 
dling automobile accessories. The line is 

(Continued on page 202) 


as 
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Left to right—1—F. F. Thomson, Thomson-Diggs Co.; Mrs. Thomson and J. S. Howell, Osgood-Howell Co. 
2—Mrs. Tillmans and C. W. Tillmans, Remington Cutlery Works. 3—E. J. Van Buskirk, W. H. Rattenbury and 
L. L. Estes, Landers, Frary & Clark. 4—H. W. Geller and Mrs. Geller, Geller, Ward & Hasner Hdwe. Co. 
5—Mrs. John Maloney and Mrs. E. G. Weed. 6—Mrs. Geo. A. Kennedy and Mrs. John D. Bayley, Wickwire Bros. 
7—Harry C. Glover and A. A. Chisholm, Griffin Mfg. Co. 8—Ike Alkorn, Gunn-Alkorn Co.; Harry Shufro, 
Center Hdwe. Co.; John F. Gunn, Gunn-Alkorn Co. 9—Chas. W. Beaver and W. S. Mace, Lockwood Mfg. Co. 
10—Fred Pfeifer, Payson Mfg. Co., and Louis Schriener, A. W. Gerstner Co. 11—R. E. Greenwood, Simonds 
Saw & Steel Co.; Geo. D. Bailey, Oliver Iron & Steel Co. and Will J. Feddery, HarpwArE Ace. 12—Mrs. and 
Mr. Geo. Walter Davis. 13—A. R. Murphy and Wm. Kelly, Natl. Enameling & Stamping Co. 14—Walter 
Hicks, McKinney Mfg. Co., J. Crosson Hays, Iron City Tool Works and J. P. McKinney, Jr., McKinney Mfg. 
Co. 15—Geo. B. Ryan and Geo. H. Harper, Natl. Enameling & Stamping Co. 


URINE CUR Ge Tage TN 
Sey Be Meh ee Aca ire B 























HARDWARE AGE for OCTOBER 31, I9 





2 


9 


Need of Greater Distribution Efficiency 
Major Problem of Hardware Industry 


ECLARING that the major 
D problem now confronting the 

hardware industry is that of the 
introduction of greater efficiency in 
distribution, Dr. Julius Klein, Assistant 
Secretary of Commerce, made an out- 
standing contribution to the Tuesday 
afternoon session of the manufacturers. 
In part Dr. Klein said: 

“Without doubt the major problem 
now confronting the hardware industry 
is that of the introduction of greater 
efficiency in distribution. Of course, 
this does not mean that the industry 
is unaware of that vital problem; quite 
the contrary. The hardware trade has 
indeed been very commendably in the 
forefront of the movement toward a 
solution of what is certainly the out- 





standing difficulty in our whole busi- | 
ness position today, namely the elimina- | 


tion of waste in selling. 
cific example, one single cost analysis 
on the part of a well-known hardware 
wholesaler has been the source of in- 
spiration to scores of other forward- 
looking establishments in that trade; 
even more, it has thrown a bright light 
into hitherto darkened corners of many 
other trades in which the need for re- 
form in this vital element of cost ac- 
counting has been more woeful than in 
the hardware business. 


“Our nationally known productive 
efficiency has long been conspicuously 
illustrated in the hardware field. In 
fact, nowhere throughout our entire in- 
dustrial organization has there been 
a more attractive opportunity for the 
development of new and better ways of 
making things than in this one. It is 
high time, therefore, that renewed 
energy be thrown into the great task 
of bringing distributive efficiency up 
to the high levels of production tech- 
nique, 

“Unfortunately, the growing con- 
viction that all is not entirely well in 
the distribution field finds frequent ex- 
pression in rather hectic and ill-advised 
campaigns for the immediate destruc- 
tion of all trading intermediaries. Per- 
haps in some cases this rather drastic 
procedure may be warranted. There 
are instances where direct producer-to- 
consumer selling effects a real economy. 
But to propose this as the invariable 
and universal remedy 
catrying matters to rather hasty and 
undue extremities. 

“Before any campaign for the com- 


1S 


certainly | 


To take a spe- | 





plete extermination of wholesalers or 
jobbers or retailers can wisely be 
launched, it is obviously not only fair 
but economically sound to sift the pre- 
cise difficulties, in each case, so as to 
determine definitely whether the 
problem is one of the elimination of 
entire distributive functions or rather 
—as seems more probable 








DR. JULIUS KLEIN 


tion and general improvement in the 
practices of certain individual dis- 
tributors. 

“In any event, it would seem ob- 
viously wise at this stage of nation- 
wide uncertainty as to the actual values 
of various groups of distributors for 
each of the latter to engage in some 
rather drastic introspection with a view 
toward- putting their operations upon 
the most soundly economic basis. 

“This involves above all other things 
the closest scrutiny as to the actual 
costs of selling. It is being repeatedly 
demonstrated that successful distribu- 
tors of hardware owe a considerable 
part of their prosperity directly to their 
study of the costs of doing business and 
to their ruthless assignment of those 
costs to every item of their trade. There 
seems to be an increasing inclination 
to question the advisability of the fea- 
turing of ‘loss leaders’ at least for not 
any more than momentary advertising 
purposes. Every hotel at one time or 
another extends free hospitality to cer- 
tain distinguished guests for obvious 
publicity purposes. But any prolonged 
or widespread adherence to such a 
policy would lead to certain bankruptcy. 
The costs of running such an estab- 
lishment should be carefully allocated 


|to all of those enjoying its facilities. 


| 


the sanita- | 





So, too, with the distributor of mer- 
chandise. Once he knows precisely 
what all of his costs are—and it is 
amazing to see how many otherwise 
sensible business men are apt to over- 
look important ‘intangibles’ in making 
this fundamental calculation—the busi- 
ness iS very apt to spring dangerous 
leaks which may soon expand beyond 


control. 


“Certainly the general prospect for 
the hardware trade as a whole is dis- 
tinctly encouraging. It should be 
among the foremost to benefit by the 
nation-wide urge toward better living. 
These improved living standards of 
curs are daily calling for additional 
items for the embellishment of the 
home and for the easing of the house- 
keeper’s burdens. This means singu- 
iarly attractive opportunities for the 
alert and watchful hardware dealer. 

“Indeed there are few trades in the 
country which are in greater need of 
accurate and timely statistics and other 
indicators of trends in improved living 
conditions. The industry should, there- 
fore, be most especially watchful of 
those changes which are constantly 
going on in al] parts of the country— 
changes as to buying power, as to the 
marketability of new devices the de- 
mand for which is being encouraged 
by improved earning capacity. 

“Just as the telephone company and 
othér great organizations which must 
make their plans with five or ten-year 
developments clearly in mind, so too 
the leaders of your industry must be 
sure to capitalize those developments 
which are springing up in all parts of 
the country incident to the expansion of 
new industries and the opening up of 
new resources. Our frontier may have 
disappeared so far as it represented the 
borderlands of the Western wilderness, 
but our nation is now confronted with 
the tremendous task of consolidating 
our economic conquests, so to speak, 
and this is a development which will 
take generations, even centuries of time. 

“The universality of demand for this 
commodity makes research and analysis 
as to the precise layout of wholesaling 


| territories, to mention one specific prob- 


lem, of unusual importance. Above all 


| things should the wasteful practice of 


| hastily ‘going national’ be carefully 





avoided. True, there are many con- 
cerns whose resources merit country- 
wide distributive efforts. But even they 
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in many instances are overlooking val- 
uable opportunities for more careful 
and thorough cultivation of nearby ter- 
ritories where the costs of selling are 
likely to mount less rapidly than in the 
exploitation of distant markets. In 
each case this factor of the costs of 
long-distance selling should be most 
carefully weighed, particularly as the 
filling in of our national industrial fab- 
ric stimulates the development of com- 
petition from local establishments. It 
is perhaps only human to endeavor to 
reach beyond the horizon toward that 
alluring but all too frequently phantom 
pot of gold at the foot of the rainbow 
instead of cultivating more accessible, 
though perhaps less romantic, pros- 
pects nearer at hand. 

“The Department of Commerce re- 
cently issued an atlas of the wholesale 
grocery territories in the country. This 
revealed some 183 areas, each with its 
trade ‘capital.’ In very few instances 
do these divisions coincide with politi- 
cal units. For obvious reasons they 
were affected by other factors such as 
geographic obstacles, railway rates, etc., 
so that even entire States do not exist 
at all on this interesting map. I am 
told that careful utilization of these data 
on the part of the wholesale grocery 
trade has saved that group literally 
millions of dollars a year. No doubt, 


similar application of material of this 
sort to the hardware field would result 
in comparable economies. 

“The problems of the retailer in this 
field are somewhat different from those 
in other lines. There seems to be, for 
one thing, a less ominous threat to the 
independent hardware dealer from 
chain stores because of conditions in 
this trade which do not lend themselves 
readily to chain operations. The aver- 
age hardware retailer carries perhaps 
seven or eight thousand items, whereas 
most efficient chain stores confine them- 
selves to about two thousand. More im- 
portant than this element, however, is 
the question of the training of clerical 
personnel. Owing to the types of ser- 
vicing and intelligent demonstration 


ware retailing, the grade of personnel 
required is apt to be much higher than 
that necessary or usually available in 
chain store operations. 

“Another element of prime im- 
portance affecting the retail situation 
is the growing predominance of women 
in the ranks of buyers. Even in this 
field of hardware purchasing, women 
make up in many communities as high 
as 85 per cent of the total number of 
customers. This requires a scrupulous 





: 
| attention on the part of the retailer to | 


| certain factors which were not con- 





which is especially necessary in hard- | 


spicuously to the fore a generation or 
so ago. It places a special premium, for 
instance, on much more careful atten- 
tion to the interior arrangement of the 
store and to its general appeal to the 
exacting requirements of a good house- 
wife. In fact, recent check-ups by De- 
partment of Commerce field investiga- 
tors have revealed the direct profit- 
vielding possibilities of original and 
pleasing store planning and window 
display so as to attract the feminine 
trade. 

“The facilities of the Department of 
Commerce are being steadily expanded 
in the direction of providing more and 
more practical and useful material for 
the development of sound profit-yield- 
ing domestic distribution. For instance, 
the various regional surveys now being 
conducted throughout the country are 
yielding material of especial value in 
this connection. These studies include 
further analysis of duplications of 
hardware distributive territory, sales 
methods, costs of operations, and other 
vital elements contributing toward 
better business. The census to be taken 
next spring, especially on the side of 
distribution, is certain to develop facts 
| of unusual interest as to buying power 








and selling operations in all parts of 
| the country.” 


Builder’s Hardware Distribution Costs 


ISCUSSION of the topic “Re- 
D ducing the Cost of Distribution” 

particularly in the builder's 
hardware field, was a feature of the 
Wednesday morning meeting of the 
Manufacturer’s Builder’s Hardware 
Group. Addison Boren, treasurer, The 
Yale & Towne Manufacturing Co., 
Stamford, Conn., led the discussion, 
saying in part: 

“In our consideration of this subject, 
we want to confine it to the costs of 
distribution which we can directly con- 
trol. 

“For our purpose, distribution costs 
cover all expense from the time the ma- 
terial is completed and ready to be dis- 


posed of. This will include packing, 


shipping, billing and collecting, in ad- 
dition to the greater part of the expense 
which is made up of advertising and 
selling. 

“The internal costs should be an- 
alyzed and studied carefully to de- 
termine whether savings may not be 
made in the way of packing by the use 
of lighter but substantial cases with a 
resulting saving both to the manufac- 
turer and the customer. 

“If a considerable number of ac- 
counts are carried on the ledgers, it will 


) be worth while studying the methods 
and procedure to learn whether or not 
it is not possible to make more saving 
by a change in methods. 

“One concern in the group is reported 
to have saved about $3,000 per year by 
the simple change of not sending state- 
ments to any customers except those 
| having a_ considerable number of 
| charges per month. It was predicted 
| that this change would result in slow- 
ing up collections, but, to the surprise 
of the management, collections im- 








remit on the basis of invoices received 
rather than on the basis of a monthly 
statement. 

“The methods of distribution to cus- 
tomers should be studied and analyzed 
to determine whether those now in use 
are the most economical and result 
getting that can be found. 

“Ts it not likely that in our busi- 
ness, as has been found in other lines; 
we have too many accounts? It may 
be that a reduction in the number of 
accounts, many of which produce very 
little in the way of volume, may lead 
to reductions in cost and in better ser- 
vice to the larger users which will 
more than offset a small loss in volume 





proved when customers were asked to | 


when obtained from the smaller cus- 
tomers. 

“Are we not trying to have direct 
contact with too many and too widely 
scattered dealers? Is it not a function 
of the wholesaler who has many items 
to distribute and to help carry his ex- 
pense to reach these many small units 
of distribution? 

“In many of the articles appearing 
on the subject of distribution costs, the 
wholesalers are attacked as being an 
additional expense in the general 
scheme of distribution costs. Study 
and analysis will probably show that 
the wholesaler in many parts of the 
country is able to make the real dis- 
| tribution of our products at con- 

siderably less expense than we would 
incur by attempting direct contact with 
many small customers. 

“Most of the efforts in cost studies 
in the past have been devoted to the 
manufacturing end of the business with 
the result that the manufacturer is sup- 
posed to be relatively much more ef- 
fective than the distribution. 

“Let us see whether we cannot bring 
the distribution costs into as firm a 
control as has been possible with man- 
ufacturing costs.” 




















HARDWARE AGE for OCTOBER 31, 1929 

















Left to right—1—Wm. H. Baldwin, Baldwin Tool Works; S. Powell, Clearfield Hdwe. Co.; G. E. Brown, Baldwin Tool Works; H. A. 
Parks, sales manager for general hardware and tools; B. W. Burtsell, president; Murray Sargent, secretary and general sales mana- 
; P. E. Barth, assistant general sales manager, all of Sargent & Co.; D. S. Gaston, Foilansbee Bros. Co.: Frank A. Moeschl, 
Newport Rolling Mill Co. and John Follansbee, Follansbee Bros. Co.; 2—Geo. Allen, Lufkin Rule Co.; F. E. Hardin, Amarillo 
Hdwe. Co.; E. H. Beall, Beall Bros; 3—Irving E. Dyer, The Stanley Works; H. G. Smith, Cleveland Twist Drill Co.; S. Me- 
Clelland, Stanley Works; R. G. Berrington, Cleveland Twist Drili Co.; F. J. Limroth, Ruberoid Co. and F. R. Nichols, Nichols 
Wire Co.; 4—Wm. Larcher and Wallace D. Pond, Nicholson File Co.; 5—R. C. Murphy, Fairmount Tool & Forging Co. and 
Roy Hoe, Crescent Tool Co.; 6—H. B. Collison, Hercules Powder Co. and F. M. Hobbs, C. Leonard Hdwe. Co.; 7—H. A. 
Soule and H. B. Bradley, Plymouth Cordage Co.; g—NMrs. Ethel Norton, j. F. Donahue, Mrs. Klingman, A. U. Klingman and 
Mrs. Donahue, Foster Bolt & Nut Co.; 9—Thos. Claffey, C. F. McLain, Ed. W. Smith, H. F. Hanks and Elmer T. Wible, 
Pittsburgh Steel Co.; 10—Norman Mintz, Silver Lake Co.; Gustave Bommer, Bommer Spring Hinge Co.; J. G. O’Brien, Cald- 
well Mfg. Co.; 11—Mrs. Frank P. Tenney, Mrs. C. E. Bullock and Mrs. D. G. Smith; 12—A. P. Hendricks, Hendricks & 
Howell; Alen Hall, Ferry Cap & Screw Co. and E. W. Howell, Hendricks & Howell; 13—A. W. Walker. W. Walker & Sons 
Ltd., Toronto, Canada, vice-president, Canadian Wholesale Hdwe. Assn.; Mrs. Walker, E. G. Weed, Pyrene Mfg. Co.; Mrs. 
Wrigley, Weston Wrigley, Hardware in Canada; L. C. Davenport, Weed & Co.; W. L. Blumberg, W. L. B'umberg & Co.; E. 
R. Masback, Masback Hdwe. Co.; C. J. Smith, Chas. J. Smith & Co.; J. H. Cherry, secretary, Metropolitan Wholesale Hdwe. 


Assn. Mr. Masback is president of this association. 
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W.N. Dixson Reviews Various Problems in 
Handling and Servicing Electrical Goods 


HE opening discussion at the 
Tuesday afternoon session of the 
Accessories Branch of the 
National Hardware Association cen- 
tered on the subject, “What Electrical 
Appliances Should Naturally be 
Handled by the Hardware Retailer? 
Is He Justified in Handling Articles 
Requiring Installation and Service?” 
W. N. Dixson of Brown-Rogers-Dix- 
son Co., Winston-Salem, N. C., gave 
his view on the question, saying in part 
“The growth of the electric light and 
power industry has been one of the 
most remarkable developments of the 
last quarter century. Since 1902 the 
output of electric stations has multiplied 
eighteen or nineteen times as against 
only fifty-one per cent in population. 
“The electric light and power output 
was five times greater in 1928 than it 
was in 1912 and two and one quarter 
times greater last year than in 1919. 
It was also nine and one-half times 
greater in 1928 than in 1927.” The 
speaker stated that in his opinion, the 
industry was still a mere infant despite 
its tremendous growth. 


Mr. Dixson stated that the United 
States has half the total worlds’ ca- 
pacity of public utility plants and is 
ahead of any other country in the 
world when it comes to the household 
use of electricity. “The output per 
capita of the total population,” the 
speaker said, “of total current by con- 
trol stations has increased from 60 
kw-hr. in 1902 to 732 kw-hr. in 1928.” 

“What does all this mean to the 
hardware retail and jobber?” asked Mr. 
Dixson. 

Answering this question, he said that 
it presented a big opportunity for vol- 
ume and profit for those distributors 
and dealers that seek the business in 
the right way. 

“Eighty-one companies engaged in 
the manufacture of electrical equipment 
booked about $340,398,000 worth of 
business in the second quarter of this 
year,” he said. 

“This was an increase of thirty-nine 
per cent over the volume of business 
booked by the same companies in the 
corresponding period of a year ago.” 
Mr. Dixson then brought out the fact 
that restricted immigration and the wide 


spread employment of women in trades | 





and industries had greatly stimulated 
the sales of electrical labor-saving de- 
vices for the home. This condition of 
using electricity for most every duty, 
from milking cows to running railroad 





W. N. DIXSON 


Brown-Rogers-Dixson Co. 


trains was said to be a most vital factor 
to remember. 

“The items that should be handled 
by the hardware store,” said Mr. Dix- 
son depends to a large extent upon the 
conditions in each individual locality. 
Most items can be sold in all territories. 

“One of the most important things 
to remember about factors governing 
the sale of electrical appliances is the 
cooperation—or the lack’ of it—of the 
central station. A great deal of time 
could be taken up discussing this phase 
of the question, especially the question 
as how the dealer or jobber can meet 
some of the terms and conditions of the 
central stations. 

“In my city, the industrial plants, 
hotels, colleges and so forth get a 37 
per cent discount on the purchase of 
electric lamps! A 24 Ib. sack of flour 
is given with a waffle iron and an allow- 
ance of $1.50 made for an old electric 
iron on a trade-in with eighteen months 
to pay the balance on the new iron. 


“Then we have the purchasing agent 
for the mills to think about, he not 
only furnishes lamps for the mills at 
a ridiculous price but sells employees 
at almost wholesale cost!” 

Going into another line of thought, 
the speaker reported that in almost 
every department of the hardware busi- 








ness, electrical appliances were dis- 
placing some item formerly considered 
to be a staple. He continued, “we now 
have electric saws, drills, screw drivers, 
paint sprayers, ranges and a host of 
others. Every electrical appliance that 
comes out, replacés some item the hard- 
ware merchant should have been sell- 
ing. Should the hardware dealer sit 


| idly by and see his business in this 


line go where the old horse accessory 
business went? 

“My firm belief, is that a jobber or 
retailer who is too lazy or too indif- 
ferent to keep up with the constant 
changes that are taking place in his 
business and is not trying to best of 
his ability to meet the changing con- 
ditions, does not deserve to succeed in 
that business. 

“T have been selling radios ever since 
they first came out and I am glad to 
report here that I have made a profit 
in my radio department. I'll tell you 
why that most hardware dealers do not 
make a success. with radios. You can 
not sit by and let a radio sell itself. 
You must demonstrate radios in the 
prospects home. This same selling plan 
applies to most all of the larger items. 

“However, it is not the retail dealers’ 
whole fault, for it is the duty of the 
jobber and the manufacturer to educate 
the dealer to the best ways of selling. 
The retail dealer makes more profit on 
one good radio set than on a whole car 
load of nails or sheets. On an electri- 
cal refrigerator, he makes more profit 
than on two or three carloads of nails 
or sheets.”’ 


Mr. Dixson then stated that washing 
machines were large volume items in 
most territories, especially in Northern 
States where a_ different servant 
problem exists than in the South. 

“I do not believe,” concluded the 
speaker, “that any dealer should sell 
any item that he is not prepared to 
service. He should service either with 
his own organizations or by a special 
arrangement with some responsible re- 
pair shop or central station. 

“We have not found any electric item 
to sell, but that sooner or later it will 
require some service. If the store that 
sold the item cannot give satisfactory 
service on this item, it will create more 
dissatisfied customers than almost any- 
thing I can think of.” 
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Discussion on Chain Store Influence 


Led by Llew S. Soule 


NPEAKING on “Chain Stores and 
S Their Influence on the Sale of 
Accessories, Electrical 
ances and Radios Through Hardware 
Channels,” Llew S. Soule, editor, Harp- 
WARE AGE, addressed the Tuesday 
morning session of the Accessories 
Branch of the jobbers association. Mr. 
Soule contrasted the conditions which 
prevailed in the old days, to those pre- 
vailing today and declared the influence 
of the chain stores had increased both 


{ 


Appli- | 


paratively mild, and the merchant had | 
few matters outside his business to 
occupy his time and effort. Today he is 


| swamped with a multitude of outside 


the opportunity and usefulness of the | 


hardware merchant. Mr. Soule said, in 
part: 

“I am supposed to open the discus- 
sion on the subject of ‘Chain Stores 
and Their Influence on the Sale of Ac- 
cessories, Electrical Appliances and 
Radios Through Hardware Channels.’ 

“However, I am going to start by 
saying that there are two classes of 
business men today who, by their men- 
tal attitudes, are hampering their own 
businesses and injuring business as a 
whole. 

“One is the chronic pessimist. No 
matter how prosperous his business may 
be, he is sure something is going to hap- 
pen to throw a monkey wrench in the 
business gears. : 

“The other is the over optimist. If 
his business is not going well, instead 
of facing facts and working to right 
things, he yawns and says: ‘Oh! this is 
only temporary. It will be all right again 
soon,’ 

“We have both classes in the hard- 
ware business. One is scared stiff that 
his competition will get him; the other 
is merely ignoring the fact that condi- 
tions have changed and waiting for 
business to pick up. 

“Meanwhile, the level-headed ones of 
the industry are watching develop- 
ments, adjusting their stocks and meth- 
ods to new conditions and keeping 
abreast of progress. There are plenty of 
them, and they are the ones who are 
affording the manufacturers of acces- 
sories, electrical appliances and radios a 
real opportunity for profitable distribu- 
tion. 

“First, I want to give you a brief 
picture of the hardware merchant's 
time today as compared with that of 
the old days. 

“In 1900 the average hardware man 


| 





kept his store open about 66 hours per | 


week. Today his average is about 44 
hours. A loss of 22 hours of selling 
time per week. 

“Back in 1900, competition was com- 


| goods. Now don’t misunderstand me. | 


| play methods, and the featuring of some 


matters. In other words, he has much 
more to do each week and 22 hours less 
in which to do it. He must therefore 





LLEW S. SOULE 
Editor, Hardware Age 


make every hour count in order to 
merchandise profitably. 

“Meanwhile his competition has 
greatly increased, particularly in the 
low priced, popular demand type of 
merchandise. Naturally he has tried to 
meet this competition, through open dis- 


goods at a price. However, he is rapid- 
ly coming to realize that he cannot 
make any real profit on low price com- 
petitive goods. He must carry them in 
order to convince the public that he can 
sell as cheaply as his competitors, but 
he realizes that he cannot afford to put 
selling effort behind them. 

“The hardware merchant who at- 
tempts to go into direct competition 
with the chains and put his selling ef- 
forts behind the type of goods sold by 
the chains, has mighty little chance to 
succeed. The chains are geared to that 
type of business. His store is not. Also 
he cannot buy the low priced goods at 
as low an average price, and he cannot 
attain the chain stores rate of turnover. 
Therefore he realizes that his future 
lies in using the low priced goods as 
confidence builders and selling quality 
merchandise in which the competition 
is much lighter. 

“The merchant also faces a new con- 
dition in the matter of so-called staple | 





Staple goods are the backbone of the | 
hardware business, and always will be. | 


| At the same time competition sets the | 


prices ot staple goods. Ihe goods which 
the public expects a merchant to carry 
ir. stock seldom yield any great amount 
of profit. The competition in them is 
heavy. In many cases the dealer could 
well afford to trust the matter of price 
in staple goods almost entirely to his 
jobbers, and put the time ordinarily 
spent in haggling over prices to sell- 
ing, not only his staple lines, but other 
profit bearing lines outside of so-called 
staples. 

“The trend in successful retail hard- 
ware stores today is decidedly toward 
putting expensive sales effort behind 
the less competitive and more profitable 
lines; pushing the staple goods to main- 
tain a hardware identity and build con- 
fidence; pushing the less competitive 
new lines and quality lines to increase 
the number of customers and to add 
materially to the profits. 

“One well known retail 
merchant recently wrote me as follows: 
Nearly 50 per cent of my sales last year 
were in lines which | did not even carry 
in 1922, Among the lines he referred to 
were accessories, electrical appliances 
and supplies and radio. That merchant’s 
net profit last year was the greatest of 
any year since he entered business. 

“Therefore I contend that the manu- 
facturers of those lines never faced a 
better opportunity than now for inten- 
sively cultivating retail hardware out- 
lets. 

“To summarize: The chains, by their 
intensive competition in low priced mer- 
chandise, are forcing the hardware mer- 
chant to add new quality lines to his 
stock and push the sales. They are 
forcing the hardware man to go out 
and sell, rather than wait for customers 
to come in. They are forcing him to 
become more and more a specialist on 
the lines he carries. 

“Finally, they have forced him to be- 
come a better merchandiser, with a 
better store, so that he now is in posi- 
tion to display and sell such lines as 
electrical utensils, accessories and radio, 
to better advantage than ever before. 

“In other words, the influence of 
chain stores has increased both the use- 
fulness and the opportunity of the 
hardware merchant as a distributer of 
accessories, electrical appliances and 
radio, and other similar lines. How 
much of a factor he will become in the 
distribution of these lines depends 
largely on how much attention is paid 
to him by accessories, electrical appli- 
ances and radio industries.” 


hardware 
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All Year Distribution of Toys Creates 
Good Will, Says Dodge 


LETCHER D. DODGE, New 
Fk York, secretary of the Toy Man- 

ufacturers Association, speaking 
on the subject of “What the Toy 
Manufacturers Think of Distributing 
Toys Through the Wholesale-Retail 
Hardware Trade,” gave some very in- 
teresting figures regarding the num- 
ber of toy manufacturers who were 
finding their distribution, in whole or 
through hardware channels. 


in part, 


Emphasizing the all-year feature of a | 


proper toy department in his _ talk, 
which was given during the jobbers’ 
Wednesday afternoon session, Mr. 
Dodge emphasized several factors 
which he considered vital to the suc- 
cess of a toy department. He said, 
in part: 

“My earliest recollections of buying 
toys are calls with my father and 
brother at Britten’s Hardware Store 
and John Barr’s Hardware Store on 
Ford Street, in Ogdensburg, N. Y. At 
those two stores were purchased most 
of the toys with which we played. 
Britten's handied playthings which 
have always been identified with hard- 
ware skates, air rifles, 
juvenile sporting goods, wheel goods 
and kindred items. But, at John Barr’s 
was found not only those I have just 
mentioned but a big stock of all kinds 
of toys for all ages. I cannot recall 
any other store in Ogdensburg which 
handled toys when I was a boy, so 
there is no doubt in my mind that hard- 
ware dealers can sell a diversified line 
of toys and that by doing so they build 
up good-will with the younger genera- 
tion which no other line of goods could 
possibly create. 


stores—sleds, 


“It may be that some one will want 
to confine the word toy to a limited 
meaning. I cannot when discussing 
trade problems leave out any of our 
members so when I say toys I mean 
anything with which boys and girls 
play—from the rattle for the baby in 
the crib to the finest sled, toy automo- 
bile, train, doll or toy electric range 
that appeals to the older girls and 
boys. Please always keep in mind that 
girls play with what might be called 
boys’ toys and this trend is growing 
stronger every year. 

“Consumers want quality—toys that 
will last. That is the kind we have 
developed in this country and thereby 
created a new conception of what toys 
can be. I know that hardware stores 


appreciate these better toys because our 
members tell me hardware _ stores 
handle the better toys in their lines 

Setter merchandise means more satis- 
| faction for parents, boys and girls, and 
larger profits for both dealer and 
manufacturer. So it seems to me that 
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| 
| in toy business done through hardware 
| stores all parties—consumer, dealer, 
wholesaler and manufacturer—get the 
maximum of satisfaction and profit. 

“You are particularly interested in 
the wholesaler’s place in toy distribu- 
tion. I sent a questionnaire to the 
members of the Toy Association to find 
out about their experience with the 
hardware stores. Out+sof 56 members 
who reported that they sell the hard- 
ware trade, 19 sell only to hardware 
wholesalers, 33 sell principally to 
hardware wholesalers but do sell direct 
to a few hardware retailers, and only 
4 sell exclusively to hardware retailers. 
fifty-two out of 56 depend upon the 
hardware wholesaler for distribution in 
the hardware field. 

“The average percentage of total an- 
nual sales of these members which 
goes to the hardware trade runs from 
5 to 10 per cent. Several sell 30 to 
75 per cent of their total production 
to the hardware trade. All but 3 of 
these 56 manufacturers make what 
would be classed as toys, no matter 
how narrowly the word toy might be 
defined. That is what the manufac- 
turers think of distributing toys 
through wholesale hardware channels. 

“New playthings are _ constantly 
coming on the market but they reflect 
changes which everyone sees about 





him and they are not like style changes 


| 
| 





in clothing, house furnishings, or auto- 
mobiles that come over night. Toys 
are the means by which children live 
in miniature the daily life of their 
elders. If you will keep that in mind 
you will not find your toy stock filled 
with obsolete goods. 

“T have made some canvass of hard- 
ware wholesalers who handled toys 
and I find that those who have been 
particularly successful have two things 
in common: 

“First, they have a stock which is 
complete from the viewpoint of the 
ages of the children to which the toys 
appeal and also complete in price, qual- 
ity and variety. 

“Second, they so display their toys 
in their showrooms and catalogs that 
when a retail merchant is ready to buy 
toys he can see before him the goods 
needed for a real toy department for 
his store. 

“A wholesaler or retailer to be suc- 
cessful in toys, must make a reputa- 
tion as a toy headquarters. If you 
are starting to handle toys do not be 
half-hearted about it. Study the field 
and then go in strong. A dealer or 
wholesaler who specializes in certain 
lines of toys will do well with them, 
but his success will not compare with 
that of a firm which covers the whole 
range of toys. 

“Do not cut prices get your 
Christmas toy business. Bring cus- 
tomers in by good window displays 
and advertising backed by an im- 
pressive display on the floor. If you 
must cut prices on your toys, do it on 
left over stock. An all-year-round toy 
department is the goal you should work 
for. There are hardware stores with an 
Easter and Fourth of July business 
which rival Christmas sales. 

“There is one fundamental thought 
I want to leave with you in closing. 
Every successful toy manufacturing 
business is founded on a wholehearted 
genuine interest in children. The 
manufacturer makes toys because he 
likes to make them. I do not believe 
that a toy manufacturer who does not 
enjoy making playthings for children 
can hold his place year after’ year. 
From my observation of the retail 
trade, I believe the same rule applies 
in the sale of toys to the consumer. 
Those stores which have outstanding 
departments are stores where 
enjoys making children 


to 


toy 
someone 
happy.” 
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Nelson B. Gaskill Discussed Trade 


Practice Conference 


HARACTERIZING the potential 
advantages of the Federal Trade 
Practice Conference Plan as be- 

ing practically unlimited, Nelson B. 
Gaskill, former chairman, Federal 
Trade Commission, and widely known 
authority on the subject. gave a de- 
tailed outline of its intent and method 
of operation at the Tuesday afternoon 
manufacturers’ session. Mr. Gaskill 
said in part: 

“T observe that your program states 
that 1 am to discuss the advantages 
and disadvantages of the Trade Prac- 
tice Conference, without prejudice. 
That is asking a great deal of any 
man, more of me in this instance than 
I can perform. For I am_ strongly 
prejudiced in favor of the Trade Prac- 
tice Conference plan and all that it 
implies. Its advantages, more accu- 
rately stated as possibilities, are un- 
limited. Its disadvantages are the 
present limitations upon the realization 
of those possibilities. 


“Here, then, is the difficulty. The 
Trade Practice Conference as a possi- 
bility is one thing; as a present actual- 
ity it falls very far short of the pos- 
sible measurement. Neither the differ- 
ence nor its causes are commonly un- 
derstood. And this misunderstanding, 
particularly with reference to the Com- 
mission’s power of enforcement, has 
created expectations which are beyond 
the possibility of réalization. The dan- 
ger lies in the reaction which is sure 
to follow, as a result of which the 
Conference plan may be too hastily 
discarded as a useless experiment be- 
fore it has been allowed to develop its 
full potentiality. The plan has also 
been used as the basis of a number of 
ingenious devices to supply by some 
form of group coercion the deficiencies 
due to the limitations of which I speak. 
That some of these devices will encoun- 
ter legal objection, I have no doubt. 
The danger they create, however, is 
that the concealment which attends 
their operation casts suspicion upon 
the whole movement and tends to check 
its proper development. 

“There is great need for a clearer 
understanding of the present limita- 
tions upon the use of the Conference 
plan in order that these limitations may 
be removed. And in order to do this 
properly, we need a surer sense of the 
aim and purpose of industry which the 
Conference is to serve. The beginning 








point of this discussion then is, not | 


what is a Trade Practice Conference, 
but why is a Trade Practice Confer- 
ence ? 

“The position of a Federal Trade 
Commissioner is unique in many re- 
spects. Its chief value to the individ- 
ual lies in its unexcelled opportunity 
for observation of the processes, the 
stress and strain of the business world. 
It is to economics what a casualty hos- 





HON. NELSON B. GASKILL 


pital is to the life of an industrial city. 
Nothing comes there but complaints of 
injury and wrong. Under the impact 
of this continuous evidence of mal- 
adjustment, one either ignores it all 
or becomes imbued with a desire to 
punish, or turns from the futility of 
punishment to an effort to find the 
causes for this disorder and at least 
to open the way for the remedy of the 
effects by reaching back to their cause. 

“T am not one of those who attrib- 
ute the movement toward combinations 
lawful or unlawful, or restraints of 
trade reasonable or unreasonable, to 
innate greed or lust for. power, much 
less to a criminal intent to plunder the 
public. That all these factors are at 
work I think is true, but these are not 
the characteristic impulses. In the 
main the manifestations to which the 
law objects, as well as those of like 
character to which the law does not ob- 
ject, are the natural and most direct 
measures of protection which men can 
take against destructive forces to 
which they are subjected in the name 
of free competition. So long as these 
destructive forces operate, men will 
strive to escape them, and the law will 
flash the lightning bolt of punishment 








in vain. We shall procure corrected 
results when we correct the operative 


causes and not until then. It is not 
enough to punish the law-breaker. We 
must open a way for those who desire 
to escape from the pressure of forces 
driving them into law breaking to deal 
correctively with those forces... 

“It is my belief that the weight of 
ultimately 
our social order into a control of busi- 
ness methods and practices. | make 
no effort here to determine whether 
the right to do business, the right to 
do business in a particular way, Is a 
natural right not subject to limitation 
by law, or an acquired right which de- 
rives from the assent of one’s fellows 


our necessities will force 


and consequently may be limited by 


law. In either event the right may 


be limited by common consent. In 


| either event it will be limited by neces- 


sity operating as agreement, law or 
revolution. Which means self regula- 
tion, government regulation or the abo- 
lition of private ownership of indus- 
try. By choice or by failure to choose, 
we of today are shaping the course of 
events for the future. If we are pru- 
dent, if we are intelligent, if we can 
see facts not as isolated instances, but 
each as the effect of a cause and oper- 
ating in turn as a cause for the next 
fact, we will choose in advance and so 
direct our course that knowledge and 
wisdom, rather than passion and _ re- 
venge, will determine the issue. 

“T am assuming a preference for 
self regulation of industry. Unfortu- 
nately, the idea that industry can and 
will regulate itself, analyze its own 
methods and practices, find and cor- 
rect that which, though of 
benefit to some, is in reality a disad- 
vantage to all, and so establish a uni- 
form rule in which all may find a com- 
mon ground of security, has not yet 


seeming 


found expression in the law. The rea- 
son for this is comparatively simple. 
“Tn their origin and even in the mod- 
ern instance, the anti-trust laws are 
directed against those who manufac- 
ture, produce or distribute, on the 
premise that a natural antagonism ex- 
ists among them which prevents their 
agreement unless they can collectively 
reap a benefit from the 
greater than they could realize individ- 
ually by remaining apart. The idea 
seems to have been and still remains 
that manufacturers can protect them- 
selves and that any condition from 
which they cannot escape results in a 
hard won benefit to the consumer. This 
in its essence is on a par with the 


consumer 


ee 
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maxim that ‘when thieves fall out, hon- 
est men get their cues.” 

“The law has yet to realize that the 
old idea of competitive antagonism is 
rapidly disappearing in a newer con- 
cept of a community of interest in 
methods and practices. The law has 
yet to understand that there can be no 
real benefit to the consumer which must 
be paid for in terms of disordered pro- 
duction and insane distribution. It has 
not yet dawned on the law that it has 
demanded industrial warfare in the 
name of free competition, and accepted 
the cost and waste of this guerrilla 
contest in the dark as an _ essential 
product of the system. Learned men 
have spoken of the intensity of this 
conflict as ‘the measure of competition.’ 


So it is if fever with its increase of | 


circulation are the measure of health. 
Because these facts are not perceived, 
there is as yet no legal recognition of 
the necessity for an industrial self reg- 
ulation of competition as being in the 
public interest. 

“Nevertheless we are beginning to 
perceive a new fact, a fact so strange 
to accustomed of thought 
that it wins understanding and accep- 
tance with difficulty. The protection of 
the consumer is only part of the prob- 
lem. The manufacturer needs protec- 
tion also; protection against the meth- 
ods and practices of his fellow manu- 
facturers, his distributors and the con- 
sumer. 


processes 


“Our minds have been in a curiously 
muddled state about this matter of com- 
petition. From Adam Smith on down 
we have confused free competition 
with absolute and unlimited license. 
We have viewed its effects with the 
same resignation that we apply to cy- 
clone or earthquake, and assuming that 
the effects were inherent in the system, 
men have legalized monopoly as an 
amelioration or taken the short way 
out of communizing industry. We 
have imprisoned ourselves in our own 
beliefs and classed economic forces 
with ‘acts of God’ which we regret but 
accept. 

“On this continent a few devoted 
men wrought out a new concept of 
political freedom before the eyes of 
an astonished and sceptical world. So 
I believe it is the destiny of the Ameri- 
can people to evolve a new concept of 
economic freedom, a formulation of 
the principles or rules which are the 
basis of true competition and so carve 
out a new form for the destiny of man- 
kind. This will follow neither the line 
of monopoly nor the overthrow of pri- 
vate ownership; it will be built around 
the individual, but it will be as im- 
partial as mathematics. It will mea- 


sure the equality of opportunity and 
maintain it, but without a guarantee 
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of equality of result. It will insure the 
right result of right action and substi- 
tute for industrial warfare the counter- 
play of forces restrained only so far 
as is necessary to keep them in their 
course. 

“To my mind there is no question of 
the necessity for a regulation of com- 
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Clemson Bros. 
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petitive forces and a control of com- 
petitive pressure. I have no fear that 
it cannot be successfully done without 
an abandonment of our historic antipa- 
thy to monopoly and without injury to 
the public interest. And I am con- 
vinced that for very obvious reasons 
it is a task which industry itself must 


assume. It must be the voluntary un- 
dertaking of the business world to 
work out its own salvation from its 


self-contained and self-known problems. 
“T said at the beginning that | am 
prejudiced in favor of the Trade Prac- 
tice Conference. J am so prejudiced 
because I see in this plan the possi- 
bility of all that I have been saying to 
you, the solution of the age-old anti- 
trust problem, the relief of the busi- 
ness world from its fears and its en- 
joyment of a stronger sense of secur- 
ity, the release of its resources from 
the drain of commercial warfare and 
their employment at full value in the 
ways of economic peade, with a mea- 
sureless increase in beneficent conse- 
quences reflected upon the society in 
which this state of industry exists. If 
the possibilities of the Conference plan 
are to be taken as its advantages, this 
is in brief outline a sketch of its ad- 
vantages. ; 


How much of this possibility is capa- 
ble of immediate realization is another 
matter. Summarizing the situation on 
the whole, I should say very little. And 
the reason is very simple. The Fed- 
eral Trade Commission cannot create 
law for industry. Neither can the 
agreement of an industry create law 
for the Federal Trade Commission. 
The courts have said that the question 
of what is unfair competition, the rule 
which the Commission can enforce, is 
for the courts to determine and not the 
Commission. Possibly the Commission 
might use a trade agreement as evi- 
dence of a new concept of unfair com- 
petition and endeavor to get the courts’ | 











approval of it as a reasonable regula 
tion in the specific instance. But the 
courts have given the Commission lit 
tle encouragement to make the experi 
ment. The courts have denied every 
effort on the part of the Commission 
to extend the regulation of competition 
beyond the limits of the common law. 
And these limitations press as hard 
upon the effort of industry itself to 


| regulate competition through the Com- 


mission as upon the Commission's ef- 
forts to initiate regulation. 

“The root of the trouble lies in the 
fact that the regulation of competition 
at common law related wholly to a par- 
icular and private interest. A manu- 
facturer or a merchant suffered from 
the method or practice of a competi- 
tor. Under certain circumstances the 
injured person could recover damages 
or obtain relief by injunction. In those 
days the difficulties of transportation 
and communication localized business 
and confined its operations within fair- 
ly narrow bounds. An unfair practice 
was usually directly aimed at a par- 
ticular person, and the industry not 
trading into a common market was 
not affected. Unfair competition at 
conunon law was solely a matter of pri- 
vate concern. 


“When the Federal Vrade Conmis- 
sion act was passed, there was much 
contention in Congress as to what ‘un- 
fair methods of competition’ meant. 
Some said they meant only what was 
unfair competition at common law. 
Others said they meant much more 
than that. How much more, of what 
class or quality, they either would not 
or could not say. There was no com- 
mon understanding reached, but the 
proponents having the votes passed the 
bill. When the first case under the 
new law came before the United States 
Supreme Court, the decision in effect 
was that the new law merely author- 
ized the Commission to enforce the old 
law of private relations. To this body 
of law no trade agreement can add 
anything. There can be no advance 
along this line unless and until the 
courts change their interpretation of 
the law or the law itself is changed. 

“Between the common law regula- 
tion of competition in the private in- 
terest of particular persons and a regu- 
lation of competition in the public in- 
terest by trade agreement is a gap as 
wide as the difference between the con- 
ditions of industry and business today 
and those of 100 years ago. The rule 
which met the simpler needs of a past 
generation utterly fails to serve the re- 
quirements of the present day. To il- 
lustrate, let me state two propositions 
relating first to commercial bribery, 
second to selling below cost. 

(Continued on page 136) 
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Manufacturers’ Ass’. Membership Increased 
Secretary Rockwell’s Annual Report Shows 


members in the past twelve 

months, Charles I*. Rockwell, the 
efficient and genial secretary-treasurer 
of the American Hardware Manufac- 
turers’ Association, made his annual 
report to that body, at the closing ses- 
sion, Thursday morning. Mr. Rock- 
well’s report, in part, follows: 


Mees is twenty-three new 


“Twice a year the secretary makes | 
his formal report to the membership, of | 





necessity more or less routine in char- | 


acter and with small opportunity of 
originality. These reports are brief, but 
comprehensive, and yet I sometimes 
wonder if the members, engrossed in 
the details of their own businesses, 
clearly visualize the scope of Associa- 
tion activities and how closely the work 
of a trade organization parallels every 
department of industry. 

“A business corporation functions 
with a president in general charge of all 
activities, with vice-presidents respon- 
sible for various specific and more or 
less segregated duties relating to dis- 
tribution, sales promotion, production, 
legal matters, and other definite ele- 
ments, A general manager is responsi- 
ble for operation; a treasurer directs 
financial affairs, and a secretary keeps 
the records and frequently has super- 
vision over office details. 

“The structure of the modern trade 
organization is similar, with activities 
and responsibilities in some degree par- 
alleling every department of its com- 
mercial sister, save that through the 
very nature of things, the direct re- 
sponsibility rests largely upon the ac- 
tive officer of the organization, even 
though his every act is under the super- 
vision of officers and executive commit- 
tee. 

“Maintenance and increase of mem- 
bership corresponds to the commercial 
department of distribution and requires 
constant effort. Conventions and the 
trade contacts there provided are the 
equivalent of the sales promotion divi- 
sion and the detail involved in that 
stimulation of interest ultimately crys- 
tallizing into attendance, program se- 
lection, speakers, entertainment and 
recreational features, hotel and trans- 
portation arrangements and the thou- 
sand and one other factors incident to 
a successful gathering require months, 
rather than weeks, in preparation. 

“The business of bulletin and report 


publication, program printing, official | 


registers of convention delegates, en- 





grossing, making up and delivery of 
identification badges and other similar 
activities may reasonably be classified 
as production. 
“The complexities of law are ever 
present and to be regarded. 
“Individual business problems and 
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desire for specific information are con- 
tinually presented. 

“To endure, the financial manage- 
ment of a trade organization must be 
not less efficient than in business and 
not less important is the keeping of 
records. In fact, the trade association 
is a business, the successful operation 
of which makes constant demand on 
energy, judgment and tact. 

“Again paralleling industrial organi- 
zations, trade organizations have their 
good years and years less satisfactory. 
To preserve solidarity of membership, 
the standard of association service must 
be maintained and improved wherever 
possible, and careful check kept of 
general business conditions, competi- 
tion, consolidations, liquidations and 
new enterprises. 

“With this general analysis of or- 
ganization activity, let us consider the 
record of the twenty-eighth year of the 
American Hardware Manufacturers 
Association, just closing. At the close 
of the last association year, individual 
companies holding membership totaled 
351. During the year 23 companies 
have been added to the membership, as 
follows: 

“Acetol Products, Inc., New York, 
N. Y.; Addison-Leslie Co., Canton, 
Mass.; American Swiss File & Tool 


tric & Mfg. Corp., Huntington, W. Va.; 
Bourne-Fuller Co., Cleveland, Ohio; 
Diamond Expansion Bolt Co., Gar- 


| wood, N. J.; Electric Hose & Rubber 





Co., Wilmington, Del.; The Eagle 
Woodenware Mfg. Co., Hamilton, 
Ohio; French Battery Co., Chicago, 
[ll.; Great States Corporation, Rich 
mond, Ind.; The Ives Corporation, 
Bridgeport, Conn.; Keiser Mfg. Co., 
Reading, Pa.; The Kilborn & Bishop 
Co., New Haven, Conn.; Clayton Mark 
& Co., Chicago, Ill.; Marshalltown 
Trowel Co., Marshalltown, Iowa; 
Moore Push-Pin Co., Philadelphia, Pa. : 
Norton Lasier Co., Chicago, Ill.; The 
Osborn Manufacturing Co., Cleveland, 
Ohio; Plymouth Cordage Co., North 
Plymouth, Mass.; The Witt Cornic« 
Co., Cincinnati, Ohio; Hiram A. Far 
rand, Ine., Berlin, N. H.; Interna 
tional Chain & Mfg. Co., Philadelphia, 
Paz 
“Three 


member companies were 


| merged; one liquidated, seven resigned 





and six dropped as delinquent, making 
the present membership 357. 

“The financial situation of the asso 
ciation is most satisfactory, as is in- 
dicated by the report of the auditing 
committee. The annual reports of each 
of the three years just passed have in- 
dicated substantial increase in financial 
strength, without, as President Merri 
man said in his annual address, ‘omit- 
ting any expenditure which will im 
prove service to members or reflect 
upon the prestige of the organization. 
Careful management has further in- 
creased that reserve toward a possible 
rainy business day which good judg- 
ment will commend. In no line of 
endeavor may success be compounded 
indefinitely without an occasional re- 
cession due to circumstances beyond 
control. It is wisdom, therefore, that 
the uninterrupted progress of the years 
just passed be capitalized for unfor- 
seen contingencies of the future. 

“Individual service to member com- 
panies has during the year increased 
both in volume and importance. Much 
advisory assistance has been rendered 
to many industries in connection with 
tariff and customs matters. The suc- 
cess of the Atlantic City convention 
of last October and of the Southern 
convention at Biloxi are matters of 
history. Cooperation of officers and 
members has been cordial and complete, 
and to both the secretary extends sin- 


Co., Elizabeth, N. J.; Armstrong Elec-| cere thanks and appreciation.” 
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Release Frozen Capital—Recent re- 
search revealed that 75 per cent of your 


116 
Business Trends Outlined by J. R. Duncan 
° 4 
Addressing Mechanics Tool Group 
‘6 LIGNING Your Business with | administration forces, and these new 
Tomorrow's Trend,” was the | conditions must be met. 
subject of an address delivered | “What of the Future Trend? To- 


Wednesday morning before the Me- 
chanic’s Tools Group of the Manufac- 
turers Association. The speaker, J. R. 
Duncan of Evansville, Ind., discussed 
the changing tendencies in manufac- 
turing and merchandising, saying: 


“Walter 2B. Pitkin, Professor of 


Journalism in Columbia University, in | 
of | 


his recent book, ‘The Twilight 
American Mind,’ says that in a few 
years one-tenth of the population will 
own nine-tenths of all the property; 
that nothing will be done by human 





labor that can be done by machinery; | 


the middle class will be entirely elimi- 
nated. He sees chain stores completely 
obliterating individual stores, every- 
thing organized, systematized, incor- 
porated, capitalized, managed, and di- 
rected by a few of the best minds. 
“Against this gloomy view we have 


to place some of the radical changes | 


that have taken place, and that will take 
place in the future. Chain stores are re- 
placing individual stores. J. C. Penney 
is doing 151 million a year. W. T. 
Grant is doing 60 million a year. 
“Centralized group buying has re- 
duced the number of salesmen on the 
road thus helping to reduce the over- 
head. The customer is now going to 
the market, where formerly the market 
had to go to the customer. The vend- 
ing machine is rapidly taking the place 
of the salesman in retail stores. 
“Machines are rapidly replacing new 
and hand labor. Recently the United 
Electric Coal Co. developed a power 
shovel, the largest in the world, which 
with every scoop of the dipper brings 
up as much coal as a man with pick 
and shovel brings up in a day. The 
machine works 23 hours a day and 7 
days a week. Machines:talk, sing, sell, 
keep accounts, write letters, call ‘phone 
numbers, wrap packages. No one has 
ever licked the machine problem; the 
nearest you can come to it is by pre- 
paring to meet it continually. 
“Overproduction—More merchandise 
is being produced that can be marketed 
profitably, and increased overhead has 
seriously decreased profits per dollar 
sales. Mergers are being formed today 
which will change the whole future 
trend of business. Five hundred mil- 
lion utility mergers in New York to 
billion bank mergers. Jobbers, newspa- 
pers, magazines are all merging. In- 


dividual stores are combing capital and 





| 


morrow’s Problems ?—Methods and ap- 
plications change, but the basic ele- 
ments of business never change. 





CHAS. H. IRELAND 
Odell Hardware Co. 


Methods of manufacturing, merchan- 
dising and marketing change. Basical- 
ly they are the same, the methods only 
change. Tomorrow’s problems can best 
be judged by the present progressive 
conditions. The job of the head of any 


business is done on 40 per cent of your 
stock and only 25 per cent of your 
business is done on 60 per cent of your 
stock. Follow the methods of the syn- 
dicate. Cut out the unprofitable items. 


| Paul Maze, i his recent book ‘Ameri- 


| can Prosperity, It’s Causes and Conse- 


| quences, says: ‘Henry Ford lost 190 


million dollars by not changing his old 
model soon enough. Changes and re- 
adjustments are coming. The 5-day 


| week and the 6-hour day—better be 
| prepared to meet it. Learn to make the 


| least shock to your business. 
| will have to advance with the trend of 
| the 


business is to Icok forward to the fu- | 


ture so as to be ready for service when 
the time is ripe. Let his associates take 
care of the present. There is a narrow- 
ing market for the manufacturer and 
jobber. Don't be premature in your 


plans, anticipate by research, the future | 


changing conditions, and make your 
plans accordingly. 

“Two problems are faced by the man- 
ufacturer—production and distribution. 


change with the least expense and the 
Susiness 
times or retire from the race. 
Mergers in production, concentration 
of capital help to eliminate competi- 
tive waste; the consolidation has_bet- 
ter opportunity for production  effi- 
ciency. 

“Investigation reveals that 11 out of 
16 consolidated concerns showed su- 
perior production efficiency, their out- 
put being 155 per cent greater than the 
independents. Merged enterprises have 
been an influence in keeping prices 
down through lower production costs. 
The merger achieves as great econo- 
mies in distribution as in production. 
Advance planning means decision as 


| to ordering new machinery, new prod- 


uct designs, new advertising appeals, 
new promotion plans, adjusting sales 
territory, and new financing plans and 
dividend policies. 

“Business Statesmanship Is Needed 
in Distribution—Distribution to keep 
pace with production frequently resorts 
to unethical practices, cuts the price 


| and feels that the year has been saved 


In the last eight years 2,000,000 indus- | 


trial workers have been thrown out of 
work through the introduction of ma 
chinery, which means that many work- 
ers -who are not using tools today. 
How can we secure the future? Henry 
Ford says: ‘Make a product cheaper 
than anyone else can make it, and sell 
it cheaper than anyone else can sell it.’ 
Thomas Edison says, ‘Make something 
different from everybody else—blaze a 
new trail. Harvey Firestone says: 
‘Make a better product than anyone 


else; forget yourself and think of your | 


customer.’ Our manufacturing capacity 
today is great!y in excess of our coun- 
try’s need. I’ven man niust be on his 
toes to keep pace with efficient methods. 

“Eliminate Unprofitable Items and 


if it does not show up in the ‘red.’ The 
price cutter is the panic producer in 
business; like sheep, everybody follows 
suit and everybody loses money. If the 
price is cut, the net profit is reduced. 
You just sell twice as much to produce 
the same net profit. Quantity is the 
only legitimate reason for price defer- 
ential. The new method of distribution 
is through centralized selling, central- 
ized display, having salesrooms in large 
cities. Centralized sellinz will reduce 


| the cost of distribution. 


| 


“A well-known manufacturer after 
analyzing thousands of orders found 
that 40 per cent of his orders amounted 
to 91 per cent of his total sales income. 
On 60 per cent of his orders, which 

(Continued on page 139) 
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McNiece Analyzes W holesaler’s Overhead 


From Manufacturer’s Point of View 


LLUSTRATING his talk with four 
pertinent charts, T. M. MeNiece, 
manager, Research Division, Na- 
tional Carbon Co., New York City, 
analyzed the wholesalers overhead 
from the manufacturers’ point of view. 
\ddressing the Tuesday morning ses- 
sion of the Accessories Branch of the 
jobbers’ association, the speaker ex- 
plained that his company had studied 
certain phases of marketing as they 
affect both manufacturers and whole- 
salers and that on these studies he was 
hasing his contribution to the conven- 
tion. In part Mr. McNiece said: 
“If a manufacturer depends upon 
the facilities extended by wholesalers, 
it is most important if he does not fol- 
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low his course blindly, that he ac- 
quaint himself with conditions con- 
fronting the wholesaler. We are en- 
deavoring to do this in various ways, 
not neglecting a most critical survey 
of our own activities. As we proceed 
along these lines, we find a similarity 
of many problems affecting both manu- 
facturer and wholesaler. We want to 
present to you the results of some ob- 
servations on factors that have a most 
decided influence on the wholesaler’s 
cost of operations. 

“The whole field of sales and dis- 
tribution is in a state of turmoil and 
uncertainty today. Manifold and di- 
versified competition is encountered at 
every turn and now superimposed on 
this complex picture is the great mer- 
ger movement that is bringing together 
not only industries of like nature but 
those of such diversified calling that 
the possibility of their combination 
was unsuspected a few years ago. If 
the problems of the future are to be 
solved satisfactorily, the conditions of 





| today must be understood. 
| hope that we may bring to your atten- 
| tion some things, perhaps not new or 
novel in themselves, but in a way that 
| will emphasize their influence on costs 
and _ profits. 


It is our | 


“Cost of distribution is: probably re- | 


ceiving more consideration today than 
any other one phase of commercial en- 
deavor and it is about time for such 
investigation. For twenty years, more 


| or less, factory costs have been under 
| microscopic scrutiny while little atten- 





tion has been given to distribution 


costs. What is their relative impor- | 
tance from the consumer's point of 
view? When we look over a_ wide | 


variety of commodities in everyday use | 
we find prices paid by consumers stated | 
| conservatively and in round numbers 
|to be from two to ten times the manu- 
| facturing cost to which so much at- 
| tention has very properly been devoted. 


In spite of this wide spread we do not 
find wholesalers and retailers any- 
where so prosperous that their positions 
seem definitely assured in these days 
of shifting trade channels. In gen- 





H. N. CAMPBELL, JR. 
McKinney Mfg. Co. 


eral we are confronted not with a pic- 
ture of high profits but of high costs 
and low profits. 


| 
| 





“It may be safely said that compe- 
tition in its various and sometimes 
hazy forms is a controlling influence 
on this high cost, part of which is the 
wholesaler’s overhead. 


“The rapid development of chains 
and mergers with consolidated buying 
and selling is evidence of the economic 
possibilities in some avenues of cost re- 
duction. The wholesaler today is in 
the center of an agitated market. Will 
he maintain his position in this field 
of activity or will he be thrown force- 
fully to one side by failure to recognize 
the forces with which he must con- 
tend? 

“Certainly the element of cost will 
be a potent factor in the continued 
evolution of marketing methods. Just 
as water seeks the readiest channels 
for its flow, so will merchandise ulti- 
mately establish its distributive flow 





E. W. McCARTY 
J. C. McCarty & Co. 


through the various channels in pro- 
portion to their ability to absorb the 
volume with that combination of ser- 
vice and cost which best meets the 
need of the ultimate consumer. 

“It seems advisable in considering 
the question of cost and profit to men- 
tion several factors as essential to 
satisfactory operation. Among them 
are: Profitable commodities, profitable 
orders, profitable accounts and _ profit- 
able territories. 

“Without doubt one of the greatest 
needs in the field of distribution is the 
establishment of reasonably accurate 
costs of handling various classes of 
commodities. We say ‘reasonably’ ac- 
curate because it is manifestly impos- 
sible to determine such costs with 
exactness that would be provable even 


if attained. As long as we are con- 


tent to charge expense as a uniform 
percentage of sales on all products, 
the differences that make some prod- 
ucts profitable and others unprofitable 
will never be known. 


Some wholesal- 
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ers feel that unprofitable products 
should be dropped from the line while | 
others believe they should be carried | 
to complete the line. In either event, 
a knowledge of profit or loss on vari- 
ous classes of products is essential if 
management is to furnish proper guid- 
ance to the business. Gross margin 
alone furnishes no reliable indication 
of net profit by products. Products 
carrying a large gross margin may 
afford less profit due to conditions sur- 
rounding their sale than other prod- 
ucts affording a lower margin. This 
point was discussed in the analysis of 
wholesaler’s costs in which a relatively 
simple method was offered for de- 
termining costs by classes of com- 
modities. Products upon which the 
unit of sale is characteristically low 





require under normal conditions a 
longer margin to produce the same | 
rate of profit than products upon 
which the unit of sale is high. This is | 
true for the reason that many elements 
of cost in taking and handling orders | 
are as great for small orders as they | 
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are for large ones. This thought leads 
naturally to a consideration of small 
orders. 


“Hardware wholesalers by the very | 


nature of the commodities which they 
handle are committed to a business in 
which small units of sale predominate 
and yet their position in this respect 
is more favored than that of the drug 
wholesalers. The analysis to which we 
have previously referred shows that 
the average sales value per item in the 
hardware wholesaler’s line is approxi- 
mately $4.27 and that his average sale 
per order is $19.22. We also find that 
nearly 75 per cent of the orders are 
for less than the average sales value 
with 57 per cent of the orders for less 
than $10 each and 22 per cent or over 
one-fifth for less than $2 each. Ap- 


proximately 70 per cent of the orders | 


are handled at a loss. Why is this 
latter condition true? It is because a 
large proportion of the cost of hand- 
ling an order is as great for an order 


of $1 in value as it is for one of $25 | 


or more in value, 





“Tt seems beyond question of doubt 
that one of the greatest factors in high 


.proportionate cost is the great pre- 


ponderance of small orders. Why are 

sv many small orders received? 
“Aside from the point just previ- 

ously mentioned, that is where the 
nature of the product and of the de- 
mand for it result in characteristically 
low units of sale, the six following 
reasons all contribute to the answer: 
1. Solicitation of business from deal- 
ers whose annual volume is so 
low that it precludes the possi- 
bility of purchasing in profitable 
quantities. 
2. Hand-to-mputh buying on the part 
of the dealer. 
3. Solicitation of dealers’ business 
by salesmen of too many jobbers. 
4. Too frequent solicitation of deal- 
ers’ business on part of jobber 
salesmen. 

. Sales by jobbers of broken-pack- 
age quantities at standard-package 
prices. 

6. Too small a 


wn 


variation between 





1—C. B. Steffey, Pittsburgh Shovel Co., and C. F. Gallager, also of that company; 2—Wm. R. Cole, Wm. H. Cole & Son; L. R. 
Stinson, Porter Screen Co., with W. D. Biggers, Continental Screen Co.; 3—H. G. Blodgett, Hardware Age, and Paul Crissey, 
Edward W. Katzinger & Co.; 4—W. L. Schumacher, Toledo Wheelbarrow Co.; T. D. Haubner and W. B. Paulscraft, R. K. 


Carter & Co.; 5—F. J. Coakley, Samson Cordage Works; 


6—W. V. Hawkins, Columbian Rope Co.; W. 


McK. Reber, 


Bloomsburg, Pa. and W. M. Parker, Columbian Rope Co.; 7—A. J. Gaehr, Mrs. Gaehr, L. H. Weber, Mrs. Hulburd and 
H. E. Hulburd, all of The Geo. Worthington Co.; Seymour Sears, The Tucker Co.; H. S. Forsberg, Forsberg Mfg. Co.; H. S. 
Strugnell, Remington Arms Co., Inc.; and S. Goldenblum. 
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Left to right—1—C. E. Bulloch; 2—-Allen Wayman, Townley Hdwe. & Metal Co.; 3—N. A. Gladding, E. C. Atkins & Co.; 4— 
Walter Schulz, Witte Hdwe. Co.; 5—Alex A. Norton, Chicago, Official Stenographer; 6—S. G. Russell, Columbian Rope Co.; 
Mrs. Fred Everett, Mrs. J. G. McDaniel and Fred Everett, Columbian Rope Co.; 7—S. N. Sells and H. D. Sigal of J. H. & 
F. A. Sells with James B. Carson, secretary, Ohio Hdwe. Assn.; 8—Matt R. Crowe, McKinney Mfg. Co., Mrs. Crowe, Mrs. Ross 


and Bill Ross, Standard Tool Co.; 9—Mrs. 
10—H. 


standard and_ broken - package 
prices. 

“Commerce is saturated with small 
business which is confined to no one 
class of trade.” 

At this point Mr. McNiece showed 
Chart I illustrating the significance of 
the last statement and showed how 
small business permeated the field. 
The chart was titled “Relation of 
Orders and Outlets to Volume.” 

Reference to this chart showed that: 
1. Fifty per cent of the total retail 
stores sell 4.5 per cent of the value. 
2. Fifty per cent of retailers’ orders to 
wholesalers afford 7 per cent of the 
value. 3. Fifty per cent of the whole- 
salers’ orders to manufacturer afford 
4.5 per cent of the value. 4. Fifty per 
cent of wholesalers’ accounts with 
manufacturer afford 6 per cent of the 
value. In explanation, the speaker 
continued : 

“The study entitled ‘Retail and 
Wholesale Trade of Eleven Cities’ 
shows that approximately 28 per cent 
of the retail outlets have an annual 
sale of less than $5,000 each and 46 
per cent, or nearly one-half, have a 








John B. Martindale of Indianapolis, Ind., and Geo. T. Price, Kelly Axle & Tool Co.; 
J. Henry and W. T. Jenney, Addison-Leslie Co. 


sale of less than $10,000 per annum. | 


Orders from outlets of this class of 
necessity are small and it may be seri- 
ously doubted whether they pay their 
way. 

“The phrase, ‘hand-to-mouth buying’ 
has come into common use in years 
recently past and is frequently used 
as an easy explanation of the exist- 
ence of so many small orders. To be 
sure, hand-to-mouth purchasing is a 
by-product of the emphasis which has 
been laid upon turnover.. Turnover, 
also has been over emphasized. Be- 
yond a certain point excessive rate of 


'turnover costs money rather than 


saves it. The best way to attain profit- 
able rate of turnover is to purchase 
actively moving commodities in lots 
of economic size for manufacturer, 
jobber and dealer in turn and most 
definitely eliminate or reduce to low 
values the slow-moving, more or less 
obsolete items in stock. It is our ob- 
servation that a slow average turnover 
is in many cases due to large stocks 
of slow-moving items. 

“In spite of the great emphasis laid 
on hand-to-mouth buying and rapid 





turnover, it is our opinion that the 
great prevalence of small orders is due 
largely to over solicitation of the dealer 
by too many salesmen which expressed 
otherwise results in ‘hand-to-mouth 
selling.’ 

“According to a statement of facts 
gathered by Sherman Staff Incorpo- 
rated of New York City, a group of 
retail hardware stores under observa- 
tion received an average of 32 sales 
visits per week per store. These were 
divided about equally between whole- 
salers and manufacturers with about 
6 visits per week by missionary sales- 
men. This mad, competitive scramble 
does not increase consumer usage of 
products to the least degree and serves 
only to subdivide the weekly or month- 
ly business of a retail store that might 
otherwise. prove profitable to the sup- 
plier. 

“We have attempted to show dia- 
grammatically a rough measure of this 
intensified competition. Data gathered 
in our “Analysis of Wholesalers’ Oper- 
ating Costs” indicate the following 
average radius of travel from head- 

(Continued on page 198) 
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Schoedinger Stressed Value of Organization 
in Metal Products Field 


OLLOWING pertinent opening 
Preemarxs by President A. H. 

Nichols, the Metal Branch of the 
N. H. A. convened Tuesday afternoon 
for their regular meeting. Chairman 
I’. O. Schoedinger, Columbus, Ohio, 
then addressed the delegates. Mr. 
Schoedinger stressed the value of 
trade organization and congratulated 
the manufacturers of iron and _ steel 
products on the high degree of pros- 
perity that they are now enjoying. In 
brief, he said: 

“Trade associations are not new de- 
velopments in our economic life. Some- 
what similar organizations, with a wide 
variety of trade interests and activi- 
ties, may be traced well back into the 
nineteenth century. In all that time, 
they remained in comparative obscur- 
ity. The war, however, directed at- 
tention to their existence and at the 
same time pointed to the necessity for 
industrial trade-wide organizations. 
There has since been a growing inter- 
est in their extent and operation. 

“During the World War, business 
men and government officials discov- 
ered that trade associations might be 
an efficient instrument in mobilizing 
extensive resources in various branches 
of industry, and for that purpose, they 
were quickly drafted into the service. 
‘or example: when the War Industries 
Board undertook to standardize ca- 
pacity and limit production to essential 


reeds, many industries because and 
through its association was able to 
more quickly cooperate intelligently 


and helpfully with the government au- 
thorities engaged in war activities. In 
the conduct of their work, they ren- 
dered invaluable service along all lines 
of statistical and cooperative endeavor. 
All of their records and reports were 
at once made available for the use of 
the committee. In many cases, if the 
associations had not existed, it would 
have been necessary to immediately or- 
ganize them, since the number of sepa- 
rate units to be dealt with was very 
large. 

“Today the trade organization is an 
accepted and valuable device in our 
economic life. In the first stage, the 
purpose and expectation was solely for 
the selfish benefit that might accrue 
and was not always accorded the un- 
reserved cooperation of the industry. 

“The second stage, in which the or- 


ganization evidenced its ability to de- 
velop the technical service of the trade 
or profession as no individual would 
ever be able to do for himself, brought 
an enlarged interest and acceptance of 
the benefits to be derived. 

“Through this second stage we have 
come to the third, which in my judg- 








F. O. SCHOEDINGER 
Chairman, Metal Branch 


ment is the ultimate development of the 
business organization, and its greatest 
development. It leads beyond the sel- 
fish interest that caused men to asso- 
ciate and to take advantage of the 
technical knowledge that comes from 
mutual contracts, into a definite settled 
policy of using the organization power, 
not only as a protective but as a cor- 
rective instrument, protective with re- | 
spect to the external influences which | 
often bear so seriously upon the smooth 
functioning of an industry. Moreover, 
State as well as Federal legislation is | 
daily becoming a greater factor, affect- | 
ing every business in this country. It 
is entirely legitimate, in fact, it is im- | 
perative that business establish organi- 
zations for the purpose of gathering 
information for their members, if 
necessary to take concerted action in 
order to prevent harmful influence to 
legitimate business enterprises. How 
any progressive individual or corpora- 
tion of any organized industry can re- 
main aloof from the organization rep- 
resenting its peculiar activity or 
indifferent to the benefits to be derived 
is beyond conception. 

“Today we live in an age of coopera- 
tion. The Peace Pact of Paris is per- 
haps the most striking example of this | 








fact. It fairly breathes cooperation. 
The various phases of organized social 
and business life cannot be maintained 
at present in isolated compartments, 
though in times past with attending 
strife, they seemed to have been able 
thus to exist. The problems in stress 
of modern life are everywhere driving 
men to conference. 

“Events during 1928 have clearly re- 
futed the old idea that we can have 
business prosperity only when com- 
modity prices are rising. Average net 
profits of nine hundred leading cor- 
porations in 1928 increased 15 per cent 
over 1927. but the average wholesale 
price of commodities increased less than 
one per cent retail prices. Relatively, 
the cost of living has actually declined 
while business profits have advanced. 
Not only is this a distinctly new order 


| of things, but it is also an extremely 
| healthy condition. When business prof- 


its rise because of inflated commodity 
prices and inventory appreciation there 
is always the danger of drastic reaction 
when the inflation bubble bursts; but 
when profits rise because of increased 
producing efficiency they are much more 
likely to endure. 

“Mass production at lower cost, in- 
creasing use of machinery, and general 
advance in efficiency have made it pos- 
sible for American industry to increase 
its earnings without increasing prices. 
Also wages have been maintained at 
a high level. It is true that many small 
manufacturers and merchants have not 
prospered in the same degree as the 
large corporations. 

“Our automobile producers have con- 
tinued their policy of giving more value 
for the same price and have prospered 
greatly thereby. Some motor car com- 
panies’ earnings are extremely large 
while others, particularly the small pro- 
ducers; are not so impressive. How- 
ever, the average net earnings for the 
industry as a whole were 18 per cent 
greater in 1928 than in 1927. 

“We all take great pride in the won- 
derful accomplishment of our nation. 
Two-thirds of the banking capital of 
the world is in the United States. We 
have sixty-five million policyholders, 
fifty-five million savings accounts, 
twenty-five million automobiles in daily 
use, twenty million telephones, and 
eight million radios. 

“What a startling accomplishment by 
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Left to right:—1—Mrs. and Mr. E. D. Jones, Yale & Towne Mfg. Co. 2—G. F. Stanton and R. A. Smith, Baltimore 


Copper Mills; A. J. Bihler, J. C. Lindsay Hdwe. Co., and W. T. Birnie, Western Cartridge Co. 


McCrady and Mrs. George H. Griffiths. 4—C. G. Thayer, Standard Oil Co.; W. G. Fisher, Mathews & Boucher 
5—A. E. Alverson, Greenlee Bros. Co. 


7—Geo. Houlton, Evansville Too! Works with F. Von Thaden and Henry 


with Mrs. Thayer and Mrs. Fisher. 


Inc., with Mrs. and Mr. Frank Kramer. 


3—Mrs. John E. 


6—D. G. Smith, Landon P. Smith, 


Meyer of Von Thaden & Meyer, Inc.; C. F. Sharrocks, Baker, Hamilton & Pacific Co. with W. C. Nelson, E. W. 
Lee, Earl H. Goodby and Walter Bromley, all of American Screw Co. 


the citizens of our country. We are 
frequently prone to criticize the Amer- 
ican people for their apparent extrava- 
gance, but when we review their ac- 
complishments we sometimes wonder if 
the criticism is properly directed. 

“Progress is only made when the 
strongest effort is concentrated upon 
it. This association stands for progress 
and is extremely desirous of rendering 
a material benefit to all its membership. 
President Roosevelt said: ‘Aggressive 
fighting for the right is the noblest 
sport the world affords.’ 

“We are very much indebted to the 
author or authors of the Fourteen 
Points. This matter has had the care- 
ful study of our Committee on Trade 
Practice, and same will be answered 
by them, and it is our sincere hope that 


| in the near future something concrete | 


| 








and definite will emanate from these | 
subjects that will inure to the perma- | 
nent benefit of our membership. | 

“We beg to congratulate the manu | 
facturers of iron and steel products on | 
the high degree of prosperity that they | 
are now enjoying, which at the present | 
writing seems to indicate that the year | 
of 1929 will prove to be the banner | 
year in all history for the manufac- | 
turers of iron and steel. 

“This organization is ideal for the 
cultivation of true friendship. There 
is a wealth in friendship that is unsur- 
passed by anything in human attain- 
ment. 

“Peter Cooper, an outstanding busi- 
ness man of New York City and a 
great philanthropist said: ‘While I 








have always recognized that the object 
of business is*to make money in an 
honorable manner, I have endeavored 
to remember that the object of life is 
Take out hatred and 
put in good will, always remembering 


to do good.’ 


that the trail of unselfish service has 
no ending. 

“We must have vision in order to 
progress, and we must also recognize 
that we are living in a changing world. 
Therefore, may I enjoin upon each and 
every member of this association that 
they give very earnest consideration 
to what we believe is a progressive 
measure that will prove to the material 
benefit of our craft.” 

Other features of the Metals Branch 
meeting appear elsewhere in this issue. 
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Small Orders Constitute Weakest Factor 
In Hardware Distribution Says Whipple. 


cent of the items the jobber sells 

are sold in quantities of less 
than a dollar, at an obvious loss, C. J. 
Whipple, president of Hibbard, 
Spencer, Bartlett & Co., Chicago, de- 
clared this situation was responsible for 
the weakest link in present system for 
the distribution of hardware. Speaking 
on the subject “To What Extent Does 
Quantity Influence Net Profits,” at the. 
Jobliers’ Wednesday morning sessions 
Mr. Whipple said in part: 

“We have found that the item or line 
on the order is the unit which governs 
most of our operating costs. The more 
lines on the order, the more work for 
the entry clerk, the order picker, the 
checker, the packer, etc. The quantity 
of the order (by that I mean whether 
1/12 doz., 1/4 doz. or ¥4.doz.) has cofn- . 
paratively little bearing. In fact, 


‘ SSERTING that more than 25 per 


makirig a detailed time study of clerks |: 


picking orders, it was found that in 
many cases an increased quantity meant 
less work. 


“Some three years ago we set up-} 


standards for our various departments 
and have been operating under that plan 
ever since. It has resulted in not only 
substantial labor economies but in a 
very decided speeding up of our 
operating schedule. We fill an order 
in 3 hr. and 10 min. from the time 
it leaves our entry department and have 
not been more than 2 hr. behind that 
schedule in three years. 

“This bonus method of payment was 
intended primarily to reward our effi- 
cient employees and to weed out the 
inefficient ones. By following this plan 
we automatically collect a great many 
statistics. We know the total labor 
cost in each department and we know 
the total number of items that are 
handled in each department and thus 
we get the item cost in each department 
every week. In our office departments 
there are six general divisions: 

Order Entry 

Pricing 

Billing 

Receipt Writing 

Statistical 

Filing 

“Based on a record of the first six 
months of 1929, our costs are as fol- 
lows: 


"00583 or about 6/10c. per item 





00926" or about 9/10c. per item 


01172 or about 12/10c. per item 
.002716 or about 1/4 c. per item 
.00897 or about 9/10c. per item 
.00551 or about 1/2 c. per item 
“In addition to labor, we include a 
reasonable rent for the space occupied 
by the various departments, the cost 
of supplies used and an allowance for 


oe 





C. J. Whipple : 
Hibbard, Spencer, Bartlett & Co. 


the depreciation of equipment used. 
Every item sold by a salesman must 
bear these direct costs. This does not 
in any sense include indirect costs, such 
as credit, bookkeeping, stenographic, 
buying expense and various other in- 
direct office expenses which cannot be 
measured on an item basis. No matter 
how large or how small the order, our 
records prove that from the gross profit 
margin on each item sold, we must sub- 
tract about 4 1/2 cents per item to 
cover the cost of the clerical work in 
the office of the people who are 
handling that order sheet. Inasmuch 
as our people are paid by the item, for 
every item omitted this 4 1/2c. is saved. 
Please let me emphasize the fact that 
this refers only to office departments 
whose work has directly to do with 
orders. 


“After leaving the office the next de- 
partments are the stock rooms. We 
have two distinct divisions. On three 
floors we carry OPEN stock in bins 
and on the remaining floors we carry 
only FULL PACKAGE merchandise. 
On the open stock floors the item costs 
vary according to the nature of the mer- 
chandise. Shelf hardware is more com- 
pact and easier to handle than house- 
hold goods. Pocket knives and other 





cutlery are more compact than the 
usual run of hardware, but because of 
their value require more safeguarding, 
which increases the cost in these de- 
partments. Our records show that the 
item costs, which include the labor of 
putting goods’ away into bins, checking 
and maintaining stcok records, vary 
from .0478 to .0981, or an average of 
.0718. 

“In the Packing Dept. (by the same 
method of figuring and including the 
expense of packing material, we find 
the cost to be .0453. Thus by the time 
an order has been completed in our 
Packing Dept., we have a total average 
expense per item of .1611. Again let 
me repeat that this is merely direct ex- 
pense and does not, in any way, include 
indirect expenses in the departments 
enumerated. 

“In making studies on the full pack- 
age floors and in the shipping depart- 
ment, we found the item or line on the 
order is no longer the unit. In these 
departments the shipping package rep- 
resents the unit upan which our time 
studies are based. It is obvious that 
in filling an order for 10 kegs of nails, 
it is almost as easy to mark 5 kegs for 
one customer and the other 5 for an- 
other customer as it is to mark the 
entire 10 for the first customer. On 
these floors our cost per package varies 
from .1272 to .1518—the differential in 
costs being due to the nature of the 
goods and the fact that in some of these 
departments there is a certain amount 
of tying and wrapping—an average of 
.1375, or 1334c. per package. In the 
shipping department the cost is .03818. 
All of the above figures are based on 
amounts actually paid out. There is 
no guesswork, no assumption of any 
kind and no approximation. It is an 
accurate measure of past performance. 

“We cannot make radical changes, 
but we have come to some conclusions 
from the statistics referred to above. 
A very considerable portion of the 
items on our orders are unprofitable. 
We have made tests at various seasons 
of the year and find that more than 
25 per cent of the items we sell are sold 
in quantities of less than $1. With 
present costs an item has to be sold in 
quantities of $2 in order to be profit- 
able. In other words, if we are to 
continue business as at _ present, 
handling a multitude of small items, it 
is the items sold in quantities of $2 or 
more that we have to depend on to 
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Left to right—W. C. Holleyman, Beck & Gregg Hardware Co. with Mrs. Holleyman; 2—J. P. Maloney, Pyrene Mfg. Co.; 
3—J. S. Bonbright, Pennsylvania Lawn Mower Works; 4—E. W. Hardin, Amarillo Hdwe. Co., and Mrs. Hardin; 5—W. M. Hulfish 
and J. Q. A. Sand, Sand & Hulfish; C. D. Rudolph and Ernest Johannesson, Baltimore, Md.; 6—T. C. Rose, American Handle 


Co.; Frank P. Tenney, Utica Drop Forge & Tool Co.; 


7—Miss C. E. Holloway and Maj. 


S. H. Crawford and C. R. Babson, Winchester Repeating Arms Co.; 
M. Holloway, American Steel & Wire Co.; A. M. Wooster and Mrs. Wooster, F. G. 


Wooster & Co.; H. E. Vincent and E. T. Long, Gulf States Steel Co.; Norman Wiss and George H. Beaudin, J. Wiss Sons Co. 


overcome the loss on small items and 
to pay the operating profit. If we were 
to entirely eliminate items of less than 
$1, naturally the dividing line would be 
reduced. Of course, certain items are 
handled more economically than others 
and there is a variation in the percent- 
age of profit mark-up. We have rather 
definitely decided that percentage of 
mark-up has little to do with net profit 
—particularly on small items. It is the 
margin in dollars and cents on the given 
ite mthat regulates profit. An article 
costing $10 and selling for $11, a 
mark-up of 10 per cent, is just as profit- 
able as an item of similar size and re- 
quiring the same sort of handling that 
costs $1 and sells for $2, a mark-up of 
100 per cent. 

“I hope that I have made myself per- 
fectly clear as to what I mean by item 
value. I refer to the line on the in- 
voice. Five dozen of an item at 50c. 
a dozen represents a value of $2.50. In 
my calculations this is identical with 
one dozen of another item price dat 
$2.50 per doz.. The price per dozen 
has nothing to do with it. It is the ex- 
tended value of the quantity sold. 








“About a year and a half ago we dis- 
continued allowing our salesmen credit 
for any quantity sold less than $1. We 


make no profit calculation on such items’ 


and as far as statistical purposes are 
concerned, they are simply omitted. A 
salesman wastes his time selling such 
items. We are_ gradually going 
through our stock and are, so far as 
possible, revamping our methods of 
packaging small items. For the most 
part 10c. retailers we have put up in 
1/4 gross lots; 5c. retailers in ¥% gross 
lots or more, and we are attempting, as 
consistently as we can, to follow out 
this policy. We need the help and co- 
operation of each other and of our 
manufacturers. There are still num- 
erous lines being offered to the jobbers 
and dealers that under present operating 
conditions can only be handled at a loss. 
Certain lines can be profitably sold only 
in assortments—not as individual items 
of merchandise. If we are to assume 
that a retailer should buy at least $2 
worth from a jobber, mark up his cost 
50 per cent and then turn his stock a 
minimum of twice per year, it would 
mean that he would sell a minimum of 





$6 of that particular item. Tiguring 
on this basis, it means that (except ser- 
vice items) a dealer should not carry 
items that he cannot sell at least $6 
wotrh per year. 

“To continue as we have, figuring by 
averages and by rule of thumb, is to 
continue waste in distribution. To 
eliminate waste we must make more de- 
tailed investigations. We have found 
numerous instances where the cost of 
the packing material and the packer’s 
time amounted to more than the value 
of the goods to be packed. It is de- 
cidedly to the interest of jobbers to sell 
in shipping packages and to eliminate 
the cost of packing. We have approxi- 
mately 5000 items in our catalog upon 
which we show a lower unit price when 
shipped in full packages. We have 
3000 items where we refuse to break 
shipping packages, as our studies show 
that it is impracticable to add enough 
to the value of the goods to cover the 
cost of packing. On certain lines there 
are two or three different sized shipping 
packages with corresponding price con- 
cessions based on quantities. 

(Continued on page 200) 
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Trade Practice Conference Committee Report 
Presented at Metal Branch Session 


T the Tuesday afternoon session 
of the Metal Branch of the job- 
bers association, Mr. McCorkle 

of the Federal Trade Commission again 
reviewed the procedure of securing a 
Trade Practice Conference, which he 
had previously explained, at the morn- 
ing session. An account of his remarks 
at the morning session will be found 
elsewhere in this issue. When Mr. Mc- 
Corkle had concluded his remarks, 
Chairman F. O. Schoedinger invited 
delegates to propound any questions 
which they might desire to interrogate 
Mr. McCorkle upon. Following the 
discussion, Chairman 
called for a report of the Trade Prac- 
tice Conference Committee. Robert H. 
Lyon of Lyon, Conklin & Co., Balti- 
more, Md., and Chairman of the Com- 
mittee responded with the report, which 
started a discussion of the various 
points involved. 

In part, the discussions were as fol- 
lows: Chairman Lyon expressed his 
conviction that, “I think Mr. McCorkle 
is very optimistic in saying we’re not 
going to need his help. I think we are 
going to need plenty of it. I would 
like as we go along in making this 
report, relative to the fourteen points, 
which were raised at our last meeting, 
to be advised at the end of each point, 
or at the end of answering the four- 
teen points, whether or not we are con- 
fining ourselves to the law and keeping 
within the law, so we will not get into 
trouble.” Continuing his remarks, 
Chairman Lyon said: 

“At our last meeting Mr. Mercer 
presented fourteen points. These points 
were referred to the Trade Practice 
Conference Committee. We had a 
meeting in Philadelphia and took a 
good part of the day in discussing them 
and deriving an answer. In deriving 
the answer to each point, and prior 
thereto, we have had very eminent legal 
advisers as to whether all the recom- 
mendations, or part of them, covered 
by the opinion—as to whether all the 
points were lawful or otherwise; so 
with that knowledge I will proceed 
with the report that we have formu- 
lated to present to this meeting.” 

The Chairman then requested Percy 
I’. Hord, Assistant Secretary-Treasurer 
of the N. H. A., to read the first ques- 
tion and explained that he would then 
read the answer so there would be no 
confusion in the minds of delegates 
as to what the questions and answers 


Schoedinger 





were. Mr. Hord then stated the first 
question: “That all mills divorce 
themselves forthwith from all sub- 


sidiary jobbing connections, »owned by 
them, but masquerading under some 
other name.” The answer as stated 
by the Chairman was: 

“The adoption of this provision by 
common agreement and consent of 
competitors, involves a restriction, by 
agreement, of the right and duty of 
free control of its own affairs upon the 
part of each of the mills and is there- 
fore in violation of the Sherman Law, 
as defined in such well-known decisions 
as U. S. versus Eastern States Retail 
Lumber Dealers Association, U. S. 
versus Southern Hardware Jobbers As- 
sociation and U. S. versus National 
Wholesale Jewelers Association. 

“The Committee recognizes the fact 
that if this recommendation could be 
carried out that our position as job- 
bers would be strengthened. If not 
practicable, however, we recommend 
that where mills maintain warehouses 
for distribution that they merchandise 
their wares to the trade upon a job- 
bing basis.” 

The Chairman then asked Mr. Mc- 
Corkle if there were any objections to 
the latter portion of the recommenda- 
tion. Mr. McCorkle replied that he 
was not in a position to give the Trade 
Commission's opinion on the phrasing 
of the recommendation without the op- 
portunity of investigating it more 
fully. Upon learning this the Chair- 
man said: 

“T wish to state that these resolutions 
are not resolutions; they are simply 
answers to the fourteen questions, or 
fourteen points, and that no concerted 
action can be taken by this body upon 
any of these answers; we are not 
recommending them as such. We are 
simply answering them for considera- 
tion. It may later develop, if we ask 
The Federal Trade Commission for a 
Trade Practice Conference, that some 
of the points brought out by Mr. Mc- 
Corkle may be answered by your com- 
mittee; there may be points taken from 
those questions and answered and prop- 
erly formulated into questions to be 
placed before the Federal Trade Com- 
mission. I want to make that clear 
that we are not acting as a group col- 
lectively upon anything. It is for con- 
sideration in calling a Trade Practice 
Conference. Are there any comments 


anyone wishes to make, or any ques- | 





tion anyone wants to ask about ques- 
tion No. 1 or the answer thereto? 

A delegate inquired: “Has the Trade 
Commission power to enforce any reso- 
lution or any law that was recommend- 
ed by the conference—that they passed 
or approved of; could they enforce 
that?” Mr. Lyon made the following 
reply: “My understanding is that any- 
thing that comes under group No. 1, 
if the Trade Practice Conference is 
called, whether the offending party was 
a subscriber to the rules and regula- 
tions as laid down and accepted by the 
Federal Trades Commission, whether 
or not they are not subscribers, that 
they can be haled into court before the 
Federal Trade Commission for unfair 
practices and requested to desist, if 
such is the case. 

Upon receiving the advice of Mr. 
McCorkle, the chairman explained that 
the correct interpretation was “ordered” 
to desist instead of “requested” to de- 
sist.” Mr. Hord then stated the second 
point, which was, “That all mills desist 
at once from the damnable practice of 
pool car shipments at the carload 
price.” Chairman Lyon then stated the 
answer to the second question as fol- 
lows: 

“If this recommendation could be 
carried out the distributor’s position 
would be materially strengthened. If, 
however, it is not practical or legal to 
desist from this practice the committee 
suggests that a fair differential over 
and above the established carload price 
be added on all commodities within said 
car; < 

As no further questions were forth- 
coming on the point involved, the chair- 
man instructed Mr. Hord to read the 
third question: “That all mill member- 
ships in this organization be canceled 
at once.” In his reply to the third 
question Chairman Lyon said: “That 
is pretty serious.” “After consideration 
the committee does not agree with this 
suggestion, but believes the mills and 
distributors should first hold separate 
sessions to be followed by a joint ses- 
sion of both groups.” 

The fourth question as propounded 
by Mr. Hord was, “That who, or what 
is a jobber be immediately defined and 
an authorized list of all who so quali- 
fied be immediately prepared for gen- 
eral distribution.” The chairman’s reply 
was “it is perfectily legal to draw up a 
definition as to what constitutes a job- 

(Continued on page 194) 
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C.S. Harper Reviews Pertinent Factors 
Which Contribute to Distribution Costs 


ECLARING that if all hard- 
D ware sold in the United States 
moved from manufacturer to 
wholesaler, to retailer, to consumer, the 
cost of distribution would be greatly 
reduced, C. S. Harper, president, Har- 
per & McIntyre Co., Ottumwa, Cedar 
Rapids, Iowa, opened the Wednesday 
aiternoon discussion of the jobbers on 
the subject “What’s Wrong With the 
Manufacturer - Wholesaler - Retailer 
Method of Distribution?” Recogniz- 
ing that some serious wrongs had crept 
into the formerly smooth - working 
machinery of such distribution, he said 
the system was fundamentally right 
and that there was nothing wrong with 
it, which could not be corrected. An- 
alyzing the parts played by manufac- 
turer, wholesaler and retailer in con- 
tributing to the present high costs of 
distribution, Mr. Harper said in part: 
“As the manufacturer comes first in 
the scheme of distribution we are here 
considering, we shall first consider the 
wrongs which are most obvious in his 
field. Let me say that the manufac- 
turer has accomplished splendid results 
in producing goods. He has made them 
better and he has made them cheaper. 
It is a manufacturer’s business to pro- 
duce goods and in this phase of his 
work the accomplishments of the 
American manufacturer are notable. 


“Tt is in the field of distribution that 
the manufacturer has gone astray. In- 
creasing production of goods has in- 
duced him to enter a race for volume. 
In many cases he has spent all the mar- 
gin saved from manufacturing costs 
in increased selling expense. 

“T am speaking of selling expenses 
aside from advertising because I think 
we all admit that a certain amount of 
advertising is necessary and advertis- 
ing is particularly valuable in intro- 
ducing a new product. 

“The increased selling expense of 
manufacturers has kept hardware high 
in price in spite of pronounced econo- 
mies in production. The public has 
wondered why it is called upon to pay 
as much for an article nowadays as 
during the boom times following the 
war with every economist and financial 
writer crying the fact that greatly 
increased efficiency has materially re- 
duced the cost of manufacturing. 
Those of us who sell in agricultural 
markets know that these continuing 
high prices have greatly increased sales 
resistance. 





“If the manufacturer sold only to 
the wholesaler his selling expenses 
would be small. Selling direct to the 
retailer and sending so-called ‘“‘mission- 
ary” men to the retail trade is one of 
the reasons for high selling costs on 





C. S. HARPER 
Harper & McIntyre Co. 


the part of the manufacturer. This 
method has been adopted through a de- 
sire to keep pace with the increased pro- 
duction of the factories but it has un- 
doubtedly gone far beyond the original 
intention and has rolled up costs which 
keep the price of maufactured articles 
high and neutralizes pronounced econo- 
mies in production. Those manufac- 
turers who have kept down distribut- 
ing costs even at the expense of volume 
are finding a profitable market for 
their merchandise. The consumer has 
shown every year an increasing in- 
terest in “value” merchandise. 

“The case of the wholesaler shows 
again the great wrong of striving for 
volume. 

“To get more volume the whole- 
saler tries to sell in territory in 
which he cannot give quick and eco- 
nomical service. The result is that in 
such territory he must buy business by 
giving lower prices. This practice not 
only cuts down his own gross margin 
but causes a lowering in the gross mar- 
gin of other wholesalers who try to 
meet the lowered prices. 

“The entire practice increases the 
wholesale cost of doing business. Com- 
petition of wholesalers for distant or 
unfavorably situated markets tends to 
bring about unusually lenient terms of 
sale and unbusinesslike collection poli- 
cies. These further increase the cost 
of doing business for the wholesaler. 








The economic function of the whole- 
saler is to warehouse and distribute 
goods as cheaply as possible. He can 
best discharge this function if he con- 
fines his activities to wholesaling in 
his own territory—that is—the district 
where transportation facilities and rates 
enable him to render to the retailer real 
service at low cost. 

“We speak of real service. We must 
not forget that there are many services 
which the wholesaler has thought him- 
self compelled to render which are un- 
necessary and which have been really 
a detriment to himself and to the re- 
tailer. We are permitted only a glance 
at these so-called services but we might 
enumerate them here, free delivery to 
unusual distances, net price services 
for catalogs, reversal of telephone 
charges, elaborate hardware catalogs 
and special salesmen. 

“All of these things add to the 
wholesaler’s cost of doing business and 
as they are duplicated by competitive 
wholesale houses a very great eco- 
nomic waste is set up which in the 
end has no result except adding to the 
price of merchandise at the retailer’s 
door. It is the business of the whole- 
saler to distribute merchandise just as 
it is the business of the manufacturer 
to make it. The wholesaler is falling 
down on his job whenever he fails to 
keep the cost of distribution at the very 
lowest possible figure. The necessary 
service which he should render is to 
warehouse at a convenient point a 
contplete stock of merchandise and 
to ship this merchandise, carefully 
packed, as quickly as possible on re- 
ceipt of an order from the retailer. 
If the wholesaler confines himself to 
this service his*cost of distribution will 
be low and his prices to the retailer 
will be right. Any elaboration upon 
the service outlined above is an un- 
necessary expense and is reflected in 
the price of goods. 


“Retailers are our guests here and 
we desire to show proper courtesy—but 
to refrain from any criticism would be 
to defeat our purpose—which is to 
examine what is wrong with our 
Manufacturer - Wholesaler - Retailer 
system of distribution. 

“We have spoken of a few sins of 
the first two components. Perhaps the 
greatest wrong which the retailer con- 
tributes to our system of distribution 
is by not confining himself strictly to 
the wholesaler in his purchasing. Di- 
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rect purchasing from the manufacturer 
is seldom profitable to the retailer. I 
think it can also be said that it is sel- 
dom profitable to the manufacturer. 

“The retailer’s profit must come from 
turnover and this depends upon intel- 
ligent selling and upon buying in 
reasonable quantities. It also depends 
upon keeping a complete stock. Us- 
ing properly located wholesale houses 
as a source of supply gives an op- 
portunity for all these things. A good 
well assorted hardware stock contains 
too many slow-moving but necessary 
items to make direct factory purchasing 





L. H. BRONSON 
The Bronson & Townsend Co. 


profitable to the retailer. An extra dis- 
count for a quantity purchase is soon 
evaporated by carrying costs. The 
merchant’s stock of goods becomes lop- 
sided and his inventory grows too large 
while at the same time, he is apt to be 
out of desirable quick-turning items. 

“I know a retail hardware store 
which buys practically all its mer- 
chandise direct from factories and 
much of it at the same prices whole- 
salers pay. It carries a large stock. 
Its turnover is one time a year and it 
doesn’t make any money. Its owners 
could not stay in business if they did 
not have outside sources of income. 

“TI know other stores (and you all 
know similar instances) where prac- 
tically all merchandise is bought from 
wholesale houses and these stores have 
a moderate capital investment, a splen- 
did turnover and are making money. 
The capital which they conserve by 
purchasing from wholesalers is avail- 
able for profitable outside investments. 

“Not only is there waste in purchas- 
ing from manufacturers direct but 
there is waste in. buying goods from 
too many wholesale houses. The re- 
tailer should confine his purchases to a 
few selected wholesale. suppliers who 
give him the proper service, the right 
selection of goods and the merchan- 
dising service he desires. Satisfactory 
wholesale connections of this kind are 





available in every part of the country. 
I have not mentioned prizes. It is not 
necessary. ‘The prices to retailers of 
this sort will be all right. 


The Ideal Situation 


“Consider the ideal situation. If all 
the hardware sold in the United States 
moved from manufacturer to whole- 
saler, to retailer, to consumer, the cost 
of distribution would be greatly re- 
duced. 

“The manufacturer could dispense 
with high sales expense and turn his 
whole attention to manufacturing. The 
wholesaler would gain volume and 
could materially lower his cost of do- 
ing business. The retailer would gain 
in turnover, in decreasing purchasing 
expense, and decreased investment in 
inventory. He could give better mer- 
chandising service to his community 
and sell the goods to the consumer at 
a lower price. The saving in distribu- 
tion costs all along the line would give 





W. W. BRICKA 
Goodell-Pratt Co. 


all branches of the trade a reasonable 
profit and reflect itself in a saving to 
the consumer. 

“Many think that the manufacturer 
and the retailer are necessary in the 
scheme of distribution but that the 
wholesaler is not necessary. The fact 
is that the service he renders cannot 
be eliminated. There is no such thing 
in important lines of merchandise as a 
direct flow of goods from factory to 
retail shelves. Somewhere along the 
course there is a wholesale function. 
Perhaps it is performed by the manu- 
facturer who maintains a warehouse— 
perhaps by a retailer or group of re- 
tailers who maintain a concentration 
or reservoir of goods. 


The Wholesale Function 


“The chain store systems would like 
to have the public believe that in their 
system of merchandising the wholesale 





function has been eliminated. This is 
far from true. They have their own 
warehouses and perform all the func- 
tions of the wholesaler. The only ad- 
vantage they have over our system of 
independent wholesale-retail merchan- 
dising is that their retail stores buy 
all their goods from their wholesale 
houses and the sales expense is thereby 
lowered. To make up for this saving 
they have other necessary expenses 
such as field men and supervisors that 
are not included in our system. 
“Where the chain organization does 
not have a wholesale supply warehouse 





D. M. FULTON 
Carlin & Fulton Co. 


the manufacturer who sells them must 
assume this expense. 

“The wholesaler’s function is indis- 
pensable and the competition is be- 
tween two systems of distribution. 
Which system can distribute hardware 
more cheaply? In the case of quality 
merchandise such as most hardware, 
there can be no doubt that our system 
is the more desirable and by co-opera- 
tion we can make it the cheaper. No 
manufacturer of a complete quality 
line of hardware can find a satisfac- 
tory outlet for his product through 
chain stores as they exist today. This 
same manufacturer can greatly reduce 
his distribution and selling costs if he 
will sell all his goods through whole- 
salers. The advantages to the retailer 
and also to the consumer have been 
outlined. 

Selling Direct 

“We have no quarrel with the manu- 
facturer who wishes to sell his entire 
production direct to the retailer or to 
the consumer. We believe it is abso- 
lutely wrong for a manufacturer to 
sell his products to both wholesaler and 
retailer even though he asks a higher 
price from the later. He should not 
try to carry water on both shoulders. 
He should use one channel or the other 
exclusively. Selling both branches of 
the trade increases the manufacturer’s 
selling cost and makes his merchandise 
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Left to right—1—R. J. Van Hyning, W. C. Heller & Co. Inc.; 2—Chas. J. Heale, J. A. Warren and D. M. Andrews, all of 

HARDWARE AGE; 3—E. S. Taylor, W. C. Heller & Co. Inc.; 4-——E..E. Baldwin and J. P. Shelton, Corbin Screw Corp.; 

5—H. A. Cornell, Mrs. Cornell, Matt Ludlow, Ludlow & Squiers, Newark, N. J., with C. C. Haselton, James Swan Co.; 6— 

Robt. Doti, Igoe Bros. and P. J. Cosgrave)s HARDWARE AGE; 7—Geo. E. Halpin, Baeder, Adamson & Co., W. C. Allen, 

Black & Decker and C. F. Green, Baeder, Adamson & Co.; 8—A. W. Barnett, G. & H. Barnett Co.; 9—Irving S. Kemp, Mrs. 
Kemp and Bob Raymond, Evansville Tool Works. 


higher to “both wholesaler and retailer. 

“As an outstanding example of a 
manufacturer selling direct to the con- 
sumer through a chain of branches, 
I cannot refrain from mentioning 
the gasoline business. To those who 
would like to see, in the interests of 
economy, more merchandise moving 
from manufacturer to consumer 
through a chain system of distribution, 
I would recommend the study of the 
gasoline distributing business in the 
United States. The greater part of 
this commodity is sold through stations 
owned and operated by large manu- 
facturers of gasoline. What is the 
result? We have such a tremendous 
amount of competition for favorable 
locations and there is so much dupli- 
cation of service that gasoline costs 
the consumer seven or eight cents more 
per gallon than would be the case were 
it distributed through some kind of 
manufacturer - wholesaler - retailer 








scheme of distribution. There is no 
need to elaborate on this phase of the 
subject. Gasoline costs wholesale in 
Oklahoma, between six and seven cents 
a gallon. Keeping this figure in mind, 
add your transportation cost, deduct 
from the consumer price your state 
gasoline tax and you will find that the 
consumer is paying an enormous mar- 
gin per gallon for the privilege of hav- 
ing a filling station on every corner. 

It is a manufacturer’s business to 
make goods and it is the business of 
the wholesaler and retailer to distribute 
goods. In the making of goods the 
American manufacturer does an ex- 
cellent job. In distributing goods this 
same manufacturer frequently does a 
very poor and a very expensive job. 
This is because he is out of his element. 
When a wholesaler tries to manufac- 
ture or a retailer to wholesale goods 
the result is just as bad. 








* 


The System Is Right 


“Our system of manufacturer to 
wholesaler to retailer distribution is 
right. If we will work together we 
can make it the cheapest and most ef- 
fective system of distribution that is 
possible to be devised and we can put 
hardware into the hands of the con- 
sumer at prices which will increase 
consumption and demand. The manu- 
facturer should sell the service whole- 
saler exclusively or use other channels 
of distribution. The wholesaler should 
support the manufacturer who dis- 
tributes exclusively through the whole- 
sale trade and buy and push his lines. 
The retailer should favor himself and 
the consumer by purchasing his goods 
in profitable wholesale quantities from 
the wholesaler, keeping his principal 
efforts on selling and serving his com- 
munity.” 
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Left to right—1—Jim Hutchinson, Stanley Works; 2—C. J. Prentiss, Van Camp Hardware & Iron Co., and Wm. H. Roberts 
Jr., S. L. Allen Co.; 3—Otto Dederer, Sickels, Loder & Co., and Walter Beh, Beh & Co.; 4—Frank A. Bare, Tritch Hdwe. Co. 
and C. L. Reirerson, Gilbert & Bennett Mfg. Co.; 5—C. A. Asbury, Enterprise Mfg. Co. of Pa., Chairman of the Hardware 
Council; 6—Fayette R. Plumb, Fayette R. Plumb, Inc.; 7—Edward Durrell, Union Fork & Hoe Co. taking movies of Mrs. 
Durrell and W. D. Ackley, Union Fork & Hoe Co.; 8—James A. Gardner and Frank Lachlan, Cincinnati Tool Co.; 9—D. 
D. Davis, Continental Wood Screw Co. and Wm. R. Duffey, Nash Hdwe. Co.; 10—L. H. Ingraham, of E. P. Hurd; 11—W. R. 
Hill, Sargent & Greenleaf, Inc. and John R. Martindale, Van Camp Hdwe. & Iron Co.; 12—W. A. Scott, McKinney Mfg. Co.; 
C. A. Albrecht, North Bros. Mfg. Co.; Mrs. Albrecht; F. A. Heitman, The F. W. Heitman Co.; R. R. Cronkhite, HARDWARE 
AGE; A. T. Fish, A. J. Lindeman & Hooverson Co.; Bill Dress, Remington Cutlery Works; R. M. Parsons, Stanley Works; A. 
B. Peck, American Screw Co. and S. Horace Disston, Henry Disston & Sons, Inc.; 13—H. S. Graham, John 
H. Graham & Co.; R. W. Chamberlain, Stanley Works; T. E. Hoffman, John H. Graham & Co.; John K. Wilson, J. K. 
Wilson Co.; Henry Wilson, J. K. Wilson Co.; T. M. McNiece, National Carbon Co.; Harold E. Masback, Masback Hdwe. Co.; 
A. M. Dodd, Horton Mfg. Co. and C. C. Read, HARDWARE WORLD; 14—Geo. E. Dresser and W. M. MacGregor, The Car- 
borundum Co.; C. E. Foster, Bommer Spring Hinge Co.; D. D. Miller, Ney Mfg. Co. with Fayette Nims, G. M. Van Walken- 
burg, J. Q. A. Sand and A. M. Wooster, Cronk & Carrier Mfg. Co. 
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ECLARING that nails and other 

; D wire products, if properly mer- 
chandised, will show a satisfac- 

tory margin of profit to the wholesaler, 
A, A. Squibbs, American Steel & Wire 
Co., Chicago, addressed the Wednesday 
afternoon session of the National 
Hardware Association. With “Distri- | 
bution of Nails and Wire Products” as | 
his subject, Mr. Squibbs analyzed the | 


present system of distribution for these | 


products, saying: | 

“The subject is one that is of vital 
interest to the hardware trade because 
the wholesaler forms an important link 
in the distribution of these products by 
reason of the character of his busi- 
ness, as well as the service he is pre- 
pared to render through an efficien. | 
and well trained organization. | 

“The nail business in this country | 
during the past five years has averaged 
about 14 million kegs annually, or 
700,000 tons, which will give you some 
idea of the demand. Notwithstanding 
the possibilities for nail business, many 
wholesalers have shown a lack of in- 
terest and failed to take full advan- 
tage of an opportunity to increase their 
volume and profit. 


“The statement is alleged to have 
been made by some wholesalers that 
nails are an unprofitable item to han- 
dle. We maintain that nails and wire, 
if properly merchandised, will show a 
margin of profit that will compare fa- 
vorably with most lines of heavy hard- 
ware listed in the wholesaler’s catalog. 

“Since margin of profit is the para- 
mount question at issue, let us analyze 
the average wholesaler’s business over 
a period of twelve months in order to 
be fair to both the manufacturer and 
wholesaler. An average stock of nails 
carried by a wholesaler will naturally 
vary according to the size of the con- 
cern and the territory that is served. 

“Taking into consideration the 
large and small wholesalers scattered 
throughout the country, let us use an 
arbitrary stock figure of 100 tons, 
which is conservative. 

“This represents an investment of 
approximately $6,000, and while com- 
petition in a few sections may have | 
made it necessary to meet a temporary | 
price condition, yet the fact remains | 
that the average profit to the whole- | 
saler during he past year was 40c. per | 
keg on less than car lots out of ware- 














per cent on the cost. 


“It has been reported that the whole- | 
salers’ cost of doing business will av- | 
On one turnover 


erage 18 per cent. 





HENRY A. SQUIBBS 
American Steel & Wire Co. 


| of nails, with a margin of 11.7 per cent 


on the selling price, and an average 
cost of doing business of 18 per cent, 
the transaction on the face looks un- 
profitable. 

“Let’s analyze it from another stand- 
point. In the first place, nails are 
in demand the year around; stocks are 
not turned once a year; on the con- 
trary, a careful survey has developed 
the fact that there is an average turn- 
over of at least eight times on nails. 
The investment throughout the year 
never exceeds $6,000, and taking 100 
tons as an average stock with 40c. a 
keg margin, or 11.7 per cent on the 
selling price, the gross profit for twelve 
months is 93.6 per cent. 

“Nails are bought in carload lots and 
resold in less than carload quantities 
with a low cost for handling and no 
broken packages. Notwithstanding 
this, it is unfair to deduct 18 per cent 
average cost of doing business from 
the gross profit of 93.6 per cent and 
say that the net profit to the wholesaler 
in the distribution of nails over a pe- 
riod of twelve months is 75 per cent. 


“Let us, therefore, place an arbitrary | 


cost of 50 per cent on the eight turn- 
overs, instead of 18 per cent, which is 
a reasonable figure, and we have a net 
profit to the jobber on nails of 25.6 per 
cent for the year. We will not figure 


house. | the 2 per cent discount, but it is only 


| “Basing nails on an average deliv- 
| ered cost of $3 per 100 lb., a margin of 
40c. per keg represents a profit of 11.7 
per cent on the selling price and 13.3 


Nails And Wire Products Are Profitable- 
If Properly Merchandised Declared Squibbs 


| fair to add to this margin of 25.6 per 
|cent an additional profit of $1.50 to 
$2.00 ton on net extras, which the 
wholesaler receives in carload lots but 


small lots out of stock. 

“These net extras on nails, you will 
recall, were established by a commit- 
tee appointed by the National Hard- 
ware Jobbers Association, which have 
been maintained and proved an added 
advantage to the wholesaler from a 
profit standpoint. 

“It has frequently been stated that 
volume decreases overhead expense. 
If that statement is true, then nails and 
wire must bea profitable item and were 
it not for nails with an average turn- 
over of eight times a year, as well as 
other heavy lines representing allow 
cost for handling, your average cost of 
doing business would undoubtedly be 
considered in excess of 18 per cent. 

“The returns from the survey made 
by the National Hardware Jobbers As- 
sociation showed costs of doing busi- 
ness ranging from 16 to 25 per cent. 
We are informed that the lower per- 
centages were reported by wholesalers 
who were large distributors of heavy 
lines, such as nails and wire, which 
helped to carry the items that repre- 
sented a higher handling cost. 


“The subject of turnover has been 
frequently discussed at conventions by 
able speakers, and numerous articles 
have *been written in the trade papers. 
While turnover has an important bear- 
ing in the net result of any business, 
it is frequently overdone to a point 
where so-called hand-to-mouth buying 
reacts to the disadvantage of both 
wholesaler and retailer. 

“A prominent railroad in the Central 
West uses the slogan ‘Courtesy Brings 
Business and Service Increases It.’ 
This slogan applies equally well to the 
hardware trade in this age of keen 
competition which demands service. 

“During the past few years there 
has been a growing tendency on the 
part of wholesalers and retailers to 
keep their stock down to a dangerously 
low point. This results in broken sizes 
;} and makes it difficult for the whole- 
saler to render proper service to the 
trade. 

“The number of orders received from 
| wholesalers for direct shipment to re- 
tail customers are constantly increas- 
and most of these orders indicate 

















ing, 


does not pass along to the retailer in. 
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that consignee expects shipment from 
wholesalers’ stock. 

“In some cases we have been re- 
quested to cancel order one or two days 
after receipt of same. Local shipments 
from mill for wholesalers’ account 
have in any number of cases been re- 
fused upon arrival at distination. 

“In no case has the delay been due 
to negligence on our part, but naturally 
there will be several days’ delay in the 
execution of orders from the time it 
is mailed by the dealer to the whole- 
saler and then relayed to the manufaw 
turer. 

“The wholesaler should carry an ade- 
quate, well assorted stock of nails and 
wire to render proper service from his 
warehouse; otherwise in this day of 
automobiles and hard roads the local 
merchant will be at a disadvantage in 
maintaining his position against chain 
stores and mail order houses, as well 
as the larger trading centers. 

“Irrespective of the wholesaler’s at- 
titude toward the sale of nails, it is 
pretty generally conceded that it is a 
necessary item, because they are in 
constant demand, they are as staple as 
sugar in a grocery store and frequent- 
ly help to make weight and assist in 
selling other lines of general hardware. 


“Some wholesalers discourage the 
sale of straight or mixed cars of nails 
because the net profit is not as attrac- 
tive as small lots out of stock. This, in 
our opinion, is a mistake, because this 
class of business represents large ton- 
nage which can be sold without in- 
creasing your selling expense. 

“If the credit is good and customer 
discounts the invoice, the net profit on 
the transaction, when you consider 
there is no unloading or warehouse ex- 
pense, fully justifies the wholesaler in 
going after this class of business. 
With proper mill connection, the 
wholesaler can give the dealer a va- 
riety of products to make weight that 
he does not carry regularly in stock. 

“While we do not sell mail order 
houses, it is a class of competition in 
which the manufacturer and wholesaler 
are equally interested. We maintain 
that manufacturers selling nails and 
wire to the wholesale trade, and who 
also choose to sell these products to 
mail order houses should protect the 
wholesaler by not quoting a lower price 
on nails and wire to mail order houses 
than that quoted to wholesalers. 

“In spite of ridiculously low prices 
quoted recently as a result of freight 
absorption, their position as far as ton- 
nage on nails and wire is concerned has 
not changed materially. Their total 


business on these particular products 
represents a very small per cent of the 
total bought and consumed. 





“New catalogs recently issued on 
wire products show considerably higher 
prices than any previous catalogs; in 
fact, retail dealers can today meet mail 
order competition in most cases and 
realize a fair margin of profit. 

“If the wholesaler asks a fair and 
reasonable profit between his cost and 
the resale price to the dealer, the 
spread will not be so great between 





F. C. HORNER 


Transportation Expert, of the General 
Motors Corporation, used motion pictures 
to illustrate his address on “The Influence 
of Automotive Transport and Travel on 
Distribution Costs,”’ delivered at the Tues- 
day afternoon manufacturers’ session 


carloads and local lots out of stock 
that the retail dealer will be placed at 
any disadvantage in meeting mail or- 
der competition, and your turnover of 





C. L. SWISSHELM 
Crescent Tool Co. 


eight times a year with an average 
profit of 10 or 11 per cent will give 
you a satisfactory return on your in- 
vestment. 


“Woven wire fencing and steel posts 
are two items that can be sold in large 
volume to the same class of trade with- 
out increasing your cost of selling. 

“The peak consumption in this coun- 
try was approximately 600,000 tons of 
fence annually. The 7 million farms 
in the United States require an aver- 
age of 1060 rods for every 160 acre 











farm. The replacement on the 7 mil- 
lion farms will average 50 rods per 
farm per year, or 350 million rods an- 
nually. 

“In the early days when woven wire 
fencing was first introduced and there 
was little or no demand for a wire 
fence, we were unable to interest the 
wholesaler. It was, therefore, neces- 
sary for the manufacturer to go to the 
retail trade direct, in order to create a 
demand and build up an established 
trade. As years passed by and woven 
fence became more popular, the whole- 
saler gradually took up the sale, al- 
though many wholesalers are still not 
very aggressive in pushing the line. 

“On the other hand there are many 
wholesalers today who distribute 150,- 
000 to 250,000 rods of fence a year. 


Practically every retail hardware 
dealer sells woven fence and _ steel 
posts. There is a steady demand for 


these products; the market is already 
established; therefore, if the whole- 
saler does not take advantage of the 
fact, he is overlooking additional vol- 
ume and profit. 

“Tf you were to make a business sur- 
vey of your trade, you would undoubt- 
edly find many customers who buy 
their general line of hardware from 
you, but either have another source of 
supply or divide their business on nails, 
fence and posts because these lines are 
not brought to their attention by your 
salesmen. 


“Tf I were to offer a suggestion to 
serve as a stimulant to increase nail 
and wire business, it would be to first 
sell yourselves on the ideas that nails 
and wire are profitable. Then make it 
an incentive for your salesmen to push 
these products by giving them some 
financial recognition. You can figure 
a small commission for your salesmen 
because the eight turnovers react to his 
advantage the same as yours and will 
go a long way toward bringing up 
your volume and profit. 

“Manufacturer to wholesaler to re- 
tailer distribution in our opinion is 
fundamentally sound and is a policy 
that our company has lent encourage- 
ment and support to for more than a 
quarter of a century. 

“The wholesaler occupies an advan- 
tageous position in the distribution of 
nail and wire products. He is close to 
all markets and maintains a corps of 
salesmen who are well and favorably 
known among the trade they serve. 
The line is profitable if properly mer- 
chandised, and your volume in the fu- 
ture will be measured largely by the 
interest you display, as well as the ag- 
gressiveness shown by your salesmen 
on the firing line.” 
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Profitable Mechanics’ Tools Distribution 


Requires Turnover-Selection Compromise 


between completeness of stock 

and rapidity of turnover pre- 
sents the outstanding problem for the 
continuance of profitable distribution 
of mechanics’ tools, B. M. Hiatt, sales 
manager, Irwin Auger Bit Co., Wil- 
mington, Ohio, told the jobbers 
Wednesday afternoon. Answering the 
question “Do Wholesalers Realize a 
Satisfactory Turnover on Mechanics’ 
Tools?” Mr. Hiatt reviewed the high- 
lights of the important distribution 
problems faced by the manufacturers 
and wholesalers of tools. In part Mr. 
Hiatt said: 

“The sale of mechanics’ tools is go- 
ing through one of the most complete 
and also one of the most quiet changes 
in the whole hardware field. The sub- 
ject is important to both wholesalers 
and manufacturers because upon them 
rests the responsibility of making bet- 
ter distributors out of the present out- 
lets. The number of items of mechan- 
ics’ tools in a wholesale stock runs as 
high as 7500 items. Nearly all busi- 
nesses of whatever kind find it nec- 
essary to conduct some activities that 
slow down their turnover. The manu- 
facturing and wholesaling of mechan- 
ics’ tools is no exception to this rule. 
It is often necessary to carry in stock 
items which may not yet have sufficient 
turnover, but which give promise of 
becoming good items. On the other 
hand, it is necessary to carry some 
items that are going out of demand 
but on which there is still sufficient 
business to make it necessary to carry 
stock. 

“The stock situation on mechanics’ 
tools in a wholesale house is a com- 
posite of the situation in many retail 
stores. Their stock of mechanics’ tools 
represents a compromise between two 
forces that are really antagonistic to 
each other. By completeness in stock 
he hopes to attract prestige to his 
house, and by the selectiveness of his 
stock he hopes to increase turnover. 
Many wholesalers and retails feel that 
to apply a sudden and ruthless applica- 
tion of a strict turnover standard to 
their stock, and to eliminate all slow- 
moving items, would also eliminate 
their turnover on the other items of 
mechanics’ tools. Some manufacturers 
and some wholesalers even go so far 
in the completeness of their stock that 
they permit people to buy the slow- 
moving items from them, and the fast- 


bP cn oes a compromise 





moving items from someone who does 
not burden himself with the expense 
of carrying the laggards. In some 
cases where a dealer makes money on 
tools, he is too prone to use this money 
to buy more tools, and thus loses the 





B. M. HIATT 
Irwin Auger Bit Co. 


opportunity to profit on account of his 
increased investment. 

“Duplication of stocks and insuffi- 
cient information in regard to the tool 
market have made the tool department 
unpopular with some retailers. Me- 
chanics’ tools are finding competition 
for their traditional place in hardware 
stores. Items which were not included 
in hardware stocks ten years ago are 


now being put in the place that me- 


chanics’ tools have occupied. A re- 
tail dealer had a study made of the 
turnover of the different lines of goods 
in his store. As is customary, his tool 
section had been located on the right 
side, as you goin the door. The tools 
occupied about 50 ft. of space. As a 
result of turnover figures, he reduced 
the space for mechanics’ tools to 25 ft., 
and moved it further back in the store. 

“The necessity is presented to manu- 
facturers and wholesalers of tools to 
study the retail situation by classes of 
goods and also to study the tool con- 
sumer, who today is sitting in the driv- 
er’s seat, and the initiative rests with 
him, and not with us. Tools are called 
upon to demonstrate in financial state- 
ments their right to continue in the fa- 
vored location they have enjoyed so 
long. In a rearranged store, if radio, 
or some electrical department, is given 
the most favored place, and is followed 
by precision tools, then the mechanics’ 
tools are at the back of the store and 








in the less conspicuous display. In 
time this may change the public atti- 
tude toward a hardware store as a 
source of supply for tools. Thus the 


hardware dealer will be abandoning his - 


supremacy in a field where he has held 
first place in the public mind. Among 
the mechanics’ tools on hardware 
shelves are some items that are ideal 
merchandise for both the hardware 
wholesaler and dealer. They are not 
competitive with similar items in stores 
that stress price, and their margin has 
been preserved at a profitable level. 

“The trade is losing a valuable asset 
by allowing these items, which, in the 
aggregate, are very important, to be- 
come buried in the midst of tools of 
slow turnover, or of excessive duplica- 
tion of tools all intended for the same 
purpose. 

“The manufacturer of some of the 
newer items which are challenging the 
space usually allotted to tools sells two 
things. First, his goods and then the 
merchandising back of the goods. Too 
frequently the tool manufacturer has 
no conception of selling more than one 
thing, the goods themselves. One of 
the reasons for the lack of turnover 
in mechanics’ tools is that few manu- 
facturers can explain to the wholesaler 
how they should be sold. As a matter 
of fact, a great number of us who pro- 
duce tools do not know enough about 
our market, or about what goes on in 
the tool department of wholesale and 
retail stores. An evidence of our lack 
of knowledge of our market is the con- 
stant change in manufacturers’ market 
policy from one year to another. One 
year the manufacturer will declare that 
his market lies here, and the next year 
he will tell you that his market lies 
there. Thus, in the course of a few 
years, he gets all over the lot, and it 
would have been more profitable to him 
and to his distributors to have stuck to 
his market and cultivated it with con- 
centration. 

“Some of the newer items in a hard- 
ware store are most attractive to the 
consumer. He is thinking less of me- 
chanics’ tools than he is of radios, mo- 
tor cars and other commodities more 
colorful, more romantic, and both more 
intensively and expensively merchan- 
dised to the public. In lavishness of 
expenditure for publicity, the sales po- 
tentialities of some items of tools do 
not permit us to compete with these ex- 
penditures. This is all the more reason 
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Left to right—1—Walter D. Foss, Sr., Wooster Brush Co., and D. D. Miller, Ney Mfg. Co.; 2—F. E. Morancy and J. M. Olin, 


Western Cartridge Co. with A. H. Nichols, Buhl Sons Co., president N. H. A. 
Lyons Hdwe. Co.; 4—E. H. Talmon, A. H. Wiiley and F. H. Mirrando, Imperial Knife Co.; 


A.; 3—R. L. Bidez and Mark Lyons, McGowin- 


5—C. A. Maguire, Dille & 


Maguire Mfg. Co.; B. R. Foley, Birtman Electric Co. and C. B. Crets, Van Camp Hdwe. & Iron Co.; 6—Geo. B. Kennedy, 
Kennedy Hdwe. Co., and W. F. Kennedy, Ort-Heiskell Co.; 7—T. F. Miller, C. H. Miller Hdwe. Co.; Wm. N. Eberhard, F. 
Hersh Hdwe Co.; R. G. Thompson and Geo. C. McBeth, Lufkin Rule Co.; 8—Mrs. and Mr. J. H. Holcombe, The Lamson & 


for us to make an intelligent analysis 
of our market, and convert mechanics 
to the idea that the hardware store is 
the place to go for tools. 

“More frankness on the part of both 
manufacturers and wholesalers in re- 
gard to the reasonableness of trade 
mark-ups would be in the interests of 
turnover. It would be beneficial to 
the man who now believes that he is 
buying goods without any wholesaling 
costs being attached to them. One in- 
escapable thing about moving tools 
from the factory door to the retail 
show is that somewhere along the line 
there must be warehousing, breaking 
up of packages, billing, collecting, etc. 
This expense may not be called whole- 
saling; it may be shifted to another 
account and split up or concealed, but 
it is an expense just the same. If the 
manufacturer bears the wholesaling ex- 
pense, he must put it in the price of 
some goods. 

“Tools simply do not fall out of fac- 
tory windows into the hands of me- 
chanics. In fact, it requires a high de- 





Sessions Co. 


gree of experience and skill to get 
the right tool from the factory into 
the mechanic’s hand,’ and this ser- 
vice, both on the part of the whole- 
saler and the retailer, is worthy of 
its hire. To deceive a dealer about 
this and to create a false impression 
that the expense of wholesaling has 
been completely wiped off of the goods, 
is to blame for some of the flagrant 
examples of overstocks in mechanics’ 
tools now on retail show. Unquestion- 
ably any selling method that is designed 
to load the retailer beyond his capacity 
to move them in a continuous flow is 
unsound and not in the interest of turn- 
over. 

“Perhaps the greatest problem of 
all is how to secure the best coopera- 
tion among wholesalers themselves, and 
between wholesalers and manufactur- 
ers. The time is ripe for wholesalers 
and manufacturers of tools to work at 
closer range and to undertake more 
constructive measures. Happily, the 
darkest hours are passing. The whole- 





the distribution of tools and will soon 
begin to do a larger percentage of the 
gross business than he is doing now. 
The type of wholesaler who made a 
fetish of buying, but who had very 
little distributive power, is fast going 
out of business. The working of eco- 
nomic laws is taking care of the ineffi- 
cient both in wholesaling and in manu- 
facturing. Those who’ survive this 
change will establish their relations to 
each other on a sounder business basis. 
They will be business men trained in 
business methods, and they will de- 
mand a higher degree of loyalty. 
“This common loyalty between the 
manufacturer and his distributor is es- 
sential to profitable merchandising. 
Without it, the manufacturers’ policy 
cannot be maintained and a wholesaler 
who will not support a fair policy will 
do the manufacturers’ distribution more 
harm than good. Loyalty is the great- 
est asset that manufacturers and whole- 
salers can share with each other. Good 
business men are not backward about 
demanding this quality which is so es- 


saler will be a more definite factor in | sential to success.” 
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W.C. Markle Extols Trade Benefits of New 
Sheet Metal Reference Book 


DDRESSING the Tuesday after- 
A noon session of the Metal Branch 
of the jobbers’ association, W. 
C. Markle, Secretary of the National 
Association of Sheet Metal Contrac- 
tors, declared that the association’s re- 
cently published book, “Standard Prac- 
tice in Sheet Metal Work,” was the 
greatest single contribution to the gen- 
eral welfare of the industry in recent 
years. In discussing the question, “In 
what manner can distributors more 
fully cooperate with sheet metal con- 
tractors?” Mr. Markle said in brief: 

“In 1914 members of the National 
Association of Sheet Metal Contractors 
found business conditions very unsatis- 
factory and some bright mind con- 
ceived the idea that ‘something should 
be done about it.’ 

“The subject was dragged out on 
the convention floor and everybody was 
in favor of ‘more business’ and ‘making 
more money,’ so the Trade Develop- 
ment Committee was appointed, every- 
body applauded and went home, with 
the happy assurance that ‘now every- 
thing will be all right—no more trouble 
—everybody make money.’ 

“In the next few years business was 
‘looking up,’ and the problem of de- 
veloping business was lost sight of in 
the more pressing problem of securing 
sheets for the business on hand. Every- 
body busy—everybody happy—no work 
for the committee—but it looked well 
to keep the committee on the list of as- 
sociation activities, so it was continued. 

“During the readjustment period af- 
ter the war, it quickly became evident 
that ‘something must be done,’ and the 
committee was aroused to some extent, 
but it still lacked any definite program. 
Many suggestions were made, among 
others, price fixing and allotment of 
contracts. Immediately somebody 
shouted ‘illegal,’ and that was out. 

“No real progress was made until 
the committee realized that there was 
a new trend in business. That the old 
idea that you are in business to make 
money was being superseded by the 
new idea that you are in business to 
render a service—and that you are en- 
titled to a profit for such service. 

“When this was definitely under- 
stood, the next question to be decided 
was what form of service could be ren- 
dered which would help the industry 
in its struggle with substitute materials 
which had developed into a real menace 














during the period of high prices dur- 
ing the war. 

“T need not tell you of the period of 
‘profitless prosperity’ which our indus- 
try shared in common with other busi- 
ness. 

“You are quite well aware of the 
keen competition which has been prev- 
alent in the sheet metal contracting 
business during the last few years— 
price cutting with its attendant evils, 
lowering of standards of material and 
workmanship with the inevitable re- 
sults—loss of public confidence, not 
only in the sheet metal contractor who 
was guilty of such practice, but in the 
industry as a whole. 

“The committee, realizing this con- 
dition, and also that the greatest vol- 
ume of business of the general sheet 
metal shop is in building construction 
and in factory equipment, decided that 
in compiling a reference book, our 
National Association could render a 
worthwhile service to architects and 
engineers as well as to those men en- 
gaged in the various branches of our 
industry and to the general public. 

“The work of the committee is now 
completed and the National Associa- 
tion of Sheet Metal Contractors offers 
to the industry ‘Standard Practice in 
Sheet Metal Work,’ a book quite unique 
in the building industry. The various 
branches of sheet metal work are classi- 
fied and presented in twelve separate 
sections. The members of the commit- 
tee spent five years of hard work in 
collecting data and in having drawings 
made for this book, and while the mem- 
bers of the committee gave their time 
to the work without thought of com- 
pensation, it has cost a considerable 
amount of money to prepare the draw- 
ings, to make zinc etchings and for 
printing and binding. 

“The committee’s part of the job is 
now completed, and I submit to you, 
it is a job well done, but it will be of 
no value to the industry until copies 
of ‘Standard Practice in Sheet Metal 
Work’ are placed in the hands of the 
architects, engineers, sheet metal con- 
tractors and warm air heating con- 
tractors all over the country, and until 
copies are placed on the shelves of our 
public libraries. 

“In establishing standards of prac- 
tice in our industry. the committee had 
no thought of driving any sheet metal 
contractors out of business, bit rather 





to educate thuse who do not knuw, and 
to protect the public trom the unscru- 
pulous ones who do work so badly that 
it 1s too expensive even at the low 
prices for which they are willing to ~ 
do work. 

“In publishing this book the members 
of the National Association have no 
thought of retaining for themselves 
any benefits to be derived from the 
adoption of these standards of prac- 
tice. They realize that they can only 
hope to benefit when the industry as 
a whole adopts them and when all the 
factors in the industry prosper. 

“The success of the manufacturer 
and the distributor depends on the suc- 
cess of the sheet metal contractor, and 
the success of the sheet metal contrac- 
tor depends on his ability to render a 
service to the public at a reasonable 
cost—with a margin of profit for him- 
self. 

“When competition in the sheet metal 
industry is put on a ‘quality and ser- 
vice’ basis instead of the ‘low price’ 
basis which been so destructive, 
there will more successful 
metal contractors, and the public will 
have greater respect for the sheet metal 
craft, and there will be a greater con- 
sumer demand for sheet metal prod- 
ucts. 

“This change of conditions in our 
industry cannot be hoped for until there 
is a large enough distribution of our 
books,to arouse the interests of archi- 
tects and engineers to specify ‘sheet 
metal work to be done in accordance 
with Standard Practice in Sheet Metal 
Work.’ 

“This job of distribution is a tre 
mendous problem, but we must carry 
it on to a successful conclusion. This 
brings us back to the subject of ‘coop- 
eration’ or ‘coordination of effort.’ 

“Ts the prospect of deriving benefit 
from a wide distribution of our book 
of sufficient importance to the manu- 
facturers and distributors to warrant 
them in participating in the distribu- 
tion? In my opinion, it is of vast im- 
portance, and this is based on the en- 
thusiastic interest manifested by men 
who have seen copies of the book—by 
architects, engineers and sheet metal 
contractors engaged in the various 
branches of the industry. 

“At Pittsburgh, two firms of distrib- 
utors, members of this association, have 
outlined plans for handling. of books 


has 


be sheet 
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through their salesmen. I refer to Mc- 
Clure-Johnston Company and Follans- 
bee Brothers Company. 

“Your salesmen, calling on the sheet 
metal contractors throughout the coun- 
try, can sell books to a number of firms 
who are not identified with local or 
national associations, and who would 
look with suspicion upon another sheet 
metal contractor who attempted to sell 
them our book. This statement is based 
on reports of salesmen who have sold 
books to non-member sheet metal con- 
tractors. 

“Members of the Trade Development 
Committee have prepared a proposition 
which calls for the distribution of 20,- 
000 books within one year, claiming 
that in order to obtain any real value 
out of the work of the committee such 
wide distribution is necessary. 

“The most important part of this 
problem of distribution is to get the 
books in the hands of a large number 
of architects and engineers—the men 
who design buildings, heating and ven- 
tilating systems and blowpipe and ex- 





haust systems—the men who prepare 
details and write specifications. 

“You can appreciate that it would be 
an expensive job, requiring consider- 
able time and salesmanship of a high 
order to sell enough books to this class 
of men to accomplish the results we 
are striving for, so the opportunity to 
cooperate in this plan of distribution is 
offered to the manufacturers—the pro- 
ducers of steel, iron, copper and zinc 
sheets. 

“The plan calls for the purchase by 
the manufacturers of the 8000 books 
for distribution to the architects and 
engineers. That the books be delivered 
in person by representatives of the 
manufacturers or by influential local 
sheet metal contractors instead of send- 
ing them by parcel post or express. 

“This may seem to be an enormous 
sum to invest in books for presentation 
to architects and engineers, but it is 
my opinion that the mills—producers 
of sheets—will derive greater returns 
and in a much shorter time than on an 
equal amount of money spent for na- 





tional advertising. Don’t lose sight of 
the fact that the architect and engi- 
neer specify sheet metal—or some sub- 
stitute material. Which shall it be? 

“This proposition was recently placed 
before the Sheet Steel Trade Exten- 
sion Committee, and I sincerely hope 
the contributing members of that com- 
mittee can see the opportunity for ser- 
vice to the industry. 

“The copper and zinc sheet manu- 
facturers will be invited to participate 
in this plan within the next few weeks. 
When this has been done, and if we 
secure the cooperation of the manufac- 
turers I feel confident that the sheet 
metal industry will find itself in an un- 
usual position, in that it has rendered 
a service to the public on a scale such 
as has never before been attempted. 

“Ts our book worth while? Is our 
plan of distribution based on sound 
practice? Can you cooperate with us 
in rendering this service to the indus- 
try? Are you in business to make 
money, or to render a service—at a 
profit ?” 





Trade Practice Conference Policies Outlined 
by George McCorkle | 


Commission, through its Trade 

Practice Conference Division, 
were accomplishing more today than 
ever before, George McCorkle, assist- 
ant director, addressed the Tuesday 
morning session of the jobbers. Mr. 
McCorkle touched upon the policies of 
the Commission and explained the 
method of securing a Trade Practice 
Conference, saying in part: 

“IT want to talk to you about the 
Trade Commission—the Trade Practice 
Conference Division. We are doing a 
wonderfal work. The Trade Commis- 
sion is filling a large need in the busi- 
ness world today. It is a far cry from 
the early decisions of the court on the 
Sherman Anti-Trust Act to what 
the Trade Commission is accomplish- 
ing today. When the Sherman Anti- 
Trust Law held full sway, and it is 
still on the statute books, no consid- 
erable part of any industry doing a 
considerable business in a particular 
line, but felt it necessary to employ a 
lawyer to advise its manager how to 
keep from disobeying the Sherman 
Law, and frequently after the courts 
had made a decision, they said that the 
lawyers’ judgment was wrong and the 
business mah was subject to fine and 
humiliation when he never intended to 


GS Commis that the Federal Trade 





do anything that was against the law. 

“We today are accomplishing a great 
deal. We are doing it in a more hu- 
mane manner than we did some years 
ago in the early days of the Trade Com- 
mission, and accomplishing greater re- 
sults. I could tell you about the stip- 
ulation policy of the Federal Trade 
Commission—how many hundreds of 
stipulations, each one ‘stipulating what 
should be done. That is the policy that 
the Commission has adopted with good 
result. Now, I am going to tell you 
something about the method of secur- 
ing a Trade Practice Conference, and 
in order that I may not pass by any 
particular detail I am going to read 
you just what I prepared along that 
line. 

“Whenever any industry, preferably 
a majority thereof, believe that certain 
unfair practices and unethical and 
wasteful methods in their industry 
should be corrected and believe that a 
conference under the auspices of the 
Federal Trade Commission would be 
helpful in eliminating such methods, 
application may be made by resolution 
or by petition of the industry and for- 
warded to the Commission, requesting 
that a Trade Practice Conference be 
granted the particular industry. The 
time and place are often suggested but 





neither is arbitrary, as several matters 
must be taken into consideration be- 
fore that can be fixed. 

“First, as to whether a Commission- 
er can be spared from his duties to 
preside over the conference. Second, 
whether the time most convenient to 
the Commission will be convenient to 
the industry, and, Third, the location 
of a place to hold the conference most 
convenient generally to the industry. 
When that petition is received by the 
Commission it is referred to the Trade 
Practice Conference Division, of which 
Mr. M. Markham Flannery is Direc- 
tor and your speaker is Assistant Di- 
rector. The application is considered 
in this Division which includes an ex- 
amination of the rules and marketing 
ethics proposed to be eliminated, keep- 
ing in view any matters prohibited by 
the law or any matters over which the 
Commission has no jurisdiction, and 
the application is then sent into the 
Commission, acting as a body, with the 
recommendation of the Chief Director, 
or in his absence the Assistant Direc- 
tor. 

“The Commission then, after examin- 
ing the application and the recommen- 
dation of this Division, grants a con- 
ference or declines to grant a confer- 
ence. I might say here that it is rare 
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that any industry is denied a confer- 
ence. In the meantime it is very de- 
sirable that any rules, regulations or 
unfair methods of competition be pre- 
sented so they can be duly considered 
by the Division of Trade Practice Con- 
ferences in order that through per- 
sonal conference and suggestion they 
can be helpful to those sponsoring the 
conference with particular reference to 
the said rules and regulations, pro- 
posed by the industry. 

“After naming a time and place, a 
Commissioner of the Federal Trade 
Commission is designated by the Com- 
mission to preside over the conference 
and everyone connected with the indus- 
try (that he may be amenable to any 
rules passed at the conference) is duly 
notified of the time and place of said 
conference and requested to attend the 
same. 

“When the conference assembles the 
resolutions, which have been whipped 
into shape by the sponsors of the con- 
ference probably at a meeting the day 
previous, are read at the meeting, tak- 
ing up each resolution and discussing 
it and disposing of it until they all are 





either amended, rejected or passed. I 
might mention that a reporter is on 
hand to report the proceedings of the 
conference and that copies of said re- 
port are available to anyone desiring 
same at a cost of 30 cents a page. This 
is a matter with which the Commis- 
sion has nothing to do. 

“When the Commission receives the 
report of the proceedings, certified to 
by the secretary of the conference, 
the rules and regulations passed at the 
meeting are carefully examined and 
placed into two groups, numbers I and 
II. Group I includes all those resolu- 
tions or practices which are forbidden 
by the law which are unfair methods 
of competition. Group II includes all 
unethical, unfair or bad practices which 
are condemned by the industry, but in 
fact are not in law unfair methods of 
competition. However, etc. 

“The statement is then issued by the 
Commission covering its judgment of 
the rules and regulations adopted by 
the conference. This statement is then 
sent out to the various members of the 
industry accompanied with a blank ac- 
ceptance card with the request that the 





same be signed and returned tq ,the 
Commission. When received they are 
filed away and are a pledge of the in- 
dividual or firm to abide by the rules 
of the conference. 

“The industry, at its conference, 
usually appoints a committee, a super- 
visory committee, so to speak, or a 
censorsmorum committee to look after 
the infractions of the rules of the con- 
ference. When infractions are re- 
ported to the Commission the offending 
member is cited to show cause why a 
complaint should not be issued against 


him. It might be stated here that the ~ 


Commission will actually issue com- 
plaints only against violators of rules 
coming under Group I. But it is the 
custom and the practice of the Trade 
Practice Conference Division to call 
the attention of offenders against 
either group of rules, and I am glad to 
say that it has been my experience that 
it is a rare instance where any rule 
of either group has been intentionally 
violated. I might say that under certain 
conditions and some change of the facts 
a Group II rule might become a viola- 
tion of the law.” 





Metal Branch Heard Committee Reports 


OMMITTEE reports covering 
C the work of the carload mini- 

mum and various simplification 
committees were presented at the Tues- 
day afternoon meeting of the Metal 
Branch, National Hardware Associa- 
tion. High lights of the reports as they 
were presented appear in the following 
paragraphs. 

F. O. Schoedinger, Chairman, first 
called for an expression of opinion on 
the question: “Would it be advantage- 
ous or advisable to request the Ameri- 
can Railway Association to raise the 
C. L. minimum from 36,000 to 60,000 
on sheet metal.” In responding, H. E. 
Nickerson said: “My feeling in that 
matter is that a minimum car of 18 
tons is better than a car of 30 tons. 
We make no shipments from the mills 
in less than carload lots—of sheets of 
any kind, and when we can persuade 
a customer, or he requests us, we quote 
him a price upon carload lots. It has 
been a custom for a good many years 
now to make a minimum car of 18 
tons, of 36,000 Ib., and then we can 
occasionally sell a carload. If we should 
say 60,000 Ib., our opinion is it would 
be much harder to put in a ruling of 
that kind with the competition we have 
at the present time. We have had a 
whole lot of trouble, gentlemen, in 
reference to this 2 per cent. Many of 
our customers think that the jobbers 
and distributors throughout the coun- 





try were big enough, with the assist- 
ance of many of our mill people who 
are loyal and friendly to us, to correct 
this trouble. The taking away of the 
2 per cent was a rather hard blow, so 
coming in on the heels of that and 
making the minimum car 60,000 Ib. 
would be rubbing it in a little, so I 
think we are in favor of continuing 
the practice of 18 tons.” 

Chairman Schoedinger then called 
for a vote on the motion which was 
made to raise the differential from 18 
to 30 tons, and the sentiment was un- 
favorable. Secretary Fernley informed 
the delegates the matter would be sent 
to each member by mail before any 
action is taken, and he further ex- 
pressed the view that, “we are here to 
benefit this craft, and if this is a bene- 
fit to the craft we are going to petition 
to raise the minimum from 18 to 30 
tons.” 

When the Chairman called for re- 
ports of the various simplification 
committees he was advised by Secre- 
tary Fernley that “W. L. Latta of the 
Sheet Steel Board of Review desired 
the association to reaffirm the recom- 
mendations now in force, in their pres- 
ent form without change.” T. E. Mill- 
sop, Chairman, Terne Plate Simplifica- 
tion Board of Review, made the next 
report, saying: “At the meeting today 
noon there were no suggestion of 
changes, but the recommendation is that 





our present weights continue.” The 
Chairman then called for further re- 
marks on the subject of simplification, 
and R. H. Lyon made the suggestion 
that, “the Secretary of the association 
inquire of the distributors of terne 
plates to see if a further simplification 
would be acceptable to the industry.” 

Chairman Schoedinger next called 
on the Eave Trough and Conductor 
Pipe Board of Review for their report. 
Mr. Colwell, chairman, said: 

“The only question the committee 
considered on this line was the fact 
that 14-ounce copper pipe was being 
brought into the market at this time. I 
believe that this* organization should 
go on record through a resolution or 
some other medium to call attention to 
the fact that 16 was the minimum speci- 
fied weight, and the factories should 
discontinue the use of 14 ounce.” 

The Chairman then inquired if this 
was the report of the committee, and 
having obtained an affirmative answer, 
asked that, “someone make a motion 
that it be the sense of the association 
that we adopt the report of the com- 
mittee relative to 16-ounce copper, as 
according to the statement it has been 
violated, and they are using 14-ounce 
copper, when the agreement calls for 
16 ounce.” This motion was made and 
unanimously adopted, which brought 
the reports to a conclusion, and the 
meeting was then adjourned. 
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NELSON B. GASKILL DISCUSSED TRADE PRACTICE CONFERENCE 


“Manufacturer A sells his goods to 
merchant X for resale. Manufacturer 
B sells goods also to merchant X. 
Manufacturer A gives to the salesman 
of merchant X a commission to push 
his goods over those of manufacturer 
B. At common law the controlling 
factor was the contract of employment 
between merchant X and his salesman. 
If merchant X consented that his sales- 
man receive the commission, the con- 
tract was not impaired; no wrong was 
done and no one had any redress. That 
is the law today, and in enforcing the 
law the [Federal Trade Commission 
merely stands in the shoes of merchant 
X regulating competition in a private 
interest. 

“A regulation of competition in the 
public interest would regard this prac- 
tice in relation to the distribution of 
goods generally. An industry in which 
it is prevalent would test the practice 
by considering its effect if universally 
employed. It would determine that its 
adoption as a universal practice would 
be impossible, and since all the busi- 
ness of the industry could not be done 
on that basis, no business should be 
done on that basis. This would state 
a rule in terms common to all, and in- 
fractions of the rule would be en- 
joined, not because of an injury in a 
specific instance, but because it is not 
in the public interest that any busi- 
ness be done in that way. 

“Let us consider now the much dis- 
cussed question of selling below cost. 
Merchant X and merchant Y had 
stores on opposite sides of a street 100 
years ago. A ship loaded with sugar 
and spices and what not lies at the 
wharf. Both merchants buy a quan- 
tity of the cargo. Merchant X, to 
get the trade, sells at prices which are 
lower than those of merchant Y. Y 
retaliates with a price cut. X drops 
below cost to put an end to the matter 
and Y sues. If the circumstances are 
such that Y can prove X sold below 
cost for the purpose of injuring him, 
Y in particle, and did injury him, Y 
recovers. 

“Today X and Y are old line retail- 
ers who, with a number of others, find 
themselves confronted with several 
branches of a chain store prepared to 
lose a million dollars or so in the first 
year of their invasion of this new ter- 
ritory. X and Y and their fellows are 
helpless under the common law rule be- 
cause they cannot prove that the chain 
stores’ price cuts are aimed at them. 
They are not in fact aimed at any one 
of them but at the market generally. 
The common law rule fails, the Fed- 
eral Trade Commission can add noth- 


(Continued from page 114) 


ing to the law, manufacturers cannot 
agree not to sell their goods to chain 
stores, they cannot protect their goods 
against price cuts in the chain stores, 
everything is on fire and no one can 
put out the blaze. So we let it burn and 
try to believe that the community is 
warmer at any rate. 

“The old rule for the regulation of 
this form of competition in a private 
interest has broken down, and there is 
no device as yet for its regulation in 
the public interest. It is important 
that you understand this because the 
basis of trade regulation of competi- 
tion must be laid in the broader con- 
cept of public interest in the methods 
and practices of business. It is only 
on this basis that industry can expect 
to receive its necessary grant of power 
or that the intervention of a govern- 
mental enforcement agency can be jus- 
tified. 

“In short, what you can lawfully 
agree upon is what the law now is and 
what the Federal Trade Commission 
can enforce, it can enforce not because 
you agree but because it had this power 
without your agreement. Going into 
conference with the Commission gives 
you no new legal rights, neither does 
it extend the Commission’s powers. 

“The Commission divides trade con- 
ference resolutions into two groups. 
Group I it accepts as lawful because 
it conceives it has power under the ex- 
isting law to enforce them. Group II 
it accepts as opinions of the trade. 
Clearly these are not enforceable within 
the Commission’s view of its powers. 
The question remains whether they are 
lawful. 

“The Commission nwust believe they 
are lawful since formerly it endeavored 
to make them enforceable by securing 
signatures to agreements to be bound 
by them which if violated the Commis- 
sion would treat as breach of contract. 
If the agreements thus signed were not 
lawful, the Commission put itself in 
the position of seeking to enforce un- 
lawful agreements, which is an impos- 
sible assumption. We may conclude, 
therefore, that the Commission prop- 
erly distinguishes between the regula- 
tions it can enforce and the agree- 
ments which industry may lawfully 
make though they are not presently 
enforceable by the Commission. 

“This seems to me the vital point in 
the whole matter. Entirely too much 
emphasis has been placed upon the ele- 
ment of enforcement, particularly by 
industry. The idea that part of an in- 
dustry can make the remainder con- 
form to a standard of practice by some 
| form of coercion, has been seized unon 








with enthusiasm, but it is just on this 
issue that disappointment will enter. 
You can coerce any man to conform 
to a present legal requirement, with or 
without an agreement. But as to any 
other matters of regulation by agree- 
ment, there is no power of enforcement. 
And any trade association which relies 
upon the Commission to enforce upon 
a dissenting or recalcitrant minority, 
regulations outside of the present re- 
quirements.of the law, is expecting the 
impossible. This is no fault in the Com- 
mission. Its hands are tied. 

“T am not at all sure that it is not 
well, at least at the beginning, that this 
is so. It compels the placement of the 
regulatory process upon a preliminary 
study of facts, an analysis of methods 
and practices and the demonstration of 
the necessity for change so that it will 
obtain the mental acceptance of those 
concerned. No man will willingly sur- 
render what he believes to be valuable 
or helpful to him. By argument based 
on facts, he must be shown that the 
practice which he believes to be good, 
is in reality injurious to him, It is not 
easy, but it can be done. It is not quick 
but it is sure. Considerable prepara- 
tory work must precede a conference 
entered upon with this purpose, and 
the action of such a conference will 
not outrun the limits of general ac- 
ceptance which the preparatory work 
has indicated. 

“In most cases there will be a dis- 
senting minority either unwilling to 
listen to reason or waiting for proof 
that can be furnished only by example. 
This is the test of sincerity. The major 
portion of the industry must be pre- 
pared to stand upon the position they 
have taken, and by their works give 
proof of the faith that is in them. 
They can raise the industry to their 
level or they can follow the minority 
into the pit. 

“When industry faces this problem 
squarely, assumes its own burden in- 
stead of calling for a policeman, and 
works out its own salvation, the re- 
sponsibility for results will be definitely 
located. Instead of expecting miracles, 
you will realize that you have a job 
on your hands. 

“Self-government is a splendid slogan 
for resistance to control when some 
external power is using it. Self-gov- 
ernment in practice demands more from 
the individual than any other process, 
for it means self-denial and self-con- 
trol. 

“Instead of eliminating the middle- 
man, the Trade Practice Conference 
implies the elimination of the police. 
man.” 












































EXPLANATORY NOTE OF PRICES 


Items 1, 2, 8, 4, 5 and 6 represent Dollars per gross ton 
(2240 lbs.). 
Items 7, 8, 9, 10, 11, 12, 18, 14, 15, 16, 17, 18, 19 and 20 repre- 
sent Dollars per hundred pounds. 
Item 21 represents discounts from Price List which would 
need to be consulted. 
For Example: 
Ist item, Pig Iron, Basic—Valley, $16.75 per gross ton 
(2240 Ibs.). 
2nd item, Foundry Pig Iron, No. 2—Chicago, $11.00 per 
gross ton (2240 lbs.). 
7th item, Common Iron Bars, Pittsburgh, 95/100 of a 
Dollar (equals 95c.) per 100 lbs. 
9th item, Tank Plates, Pittsburgh, $1.00 per 100 lbs., etc. 








OMMENTS:—Except where otherwise stated, the figures below show the monthly averages, not 


the highest or lowest prices ruling at any particular dates. 


Attention is particularly called to the long price movement starting in April, 1915, advancing 
steadily until July, 1917, to points that probably will never be surpassed in this generation. In Novem- 
ber, 1917, prices were agreed with or fixed by the Government ona majority of these items. The strong 


market continued until the signing of the Armistice. 


Then there was a “marking time” or gradual 


easing off until late 1919, when the market began advancing again by leaps and bounds until July, 
1920. This was the turning point of the greatest market movement of modern times, and was followed by 
the Post-War deflation culminating early in 1922. The market cycle showed an upward movement dur- 
ing the period of 1922 coal strike, followed by recession after the strike; the upward movement re- 
sumed in January, 1923, culminating in April, 1923, and followed by another period of recession. 

Further reductions have taken place since April, 1923, in all items enumerated. Copper and tin 


have been exceptions, as you will note. 
back to what might be regarded as normal conditions. 


These reductions are naturally to be expected in getting 


In considering this chart the facts should be taken into consideration that the cost of labor is 
much greater than prior to 1914, and the value of money or the purchasing power of the dollar much 


less. 
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Table of current market values from December, 1897, to September, 192 
metal materials entering into the manufacture of a great variety of 


Compiled by OLIVER BROTHERS, INC., New York and Pittsb 


DITOR’S NOTE:—We again submit the revised TABLE OF MARKET VAL 


by Oliver Brothers, Inc., of New York and Pittsburgh, who are recognized as on 
Requests have come from all parts of 


reliable sources of price information in America. 


of the information herein contained. 


We believe that the work involved in compilation and the value of the information se 
justify this Table being made a permanent record of your office. 


additional copies of the previous issues of this Chart, which is an indication of the value a 


We again express to Oliver Brothers, Inc., our appreciation of their courtesy in s 


Chart, and which we recognize as a service rendered the trade by their organization. 




















































































































































































































































































































































Item Price Dec. | Nov. | Sept. | Sept.5| Oct. 2 | Oct. 1 Nov. 1 July July | Mar. | Jan. Jan. | Jan.1/ Jan. Aug. April “july ; ——— May /Mar.21 Dec. | April Jan. 
No. Material Based, 1897 | 1898 | 1899 | 1900 | 1902 | 1903 1905 1907 | 1908 | 1909 | 1910 | 1911 | 1912 | 1913 | 1914 | 1915 1917. | Naw*tsiz | 1918 on) ee | nee 1921 
F.0.B “Note 
Pig Iron, Basic............ Rich $4.00/ 33.00 | 32.00 | 25.75 | 34.30 | 42.17 30.00 
Foundry Pig Iron, No. 2... Chicago Avetith& .9| 33.50 | 33.50 | 27.25 | 37.30 | 43.50 33.16 
3 | Bessemer Pig Mica Pittsburgh | 10.00 | 10.40 | 23.75 | 14.00 | 21.75 | 16.35 16.85 22.90 | 16.90 | 16.40 | 19.90 | 15.90 | 15.15 | 18.15 | 14.90 | 14.55 pith 3695) 37.25 | 36.15 | 27.95 | 35.30 | 43.50 33.96 
Steel Billets Bessemer. Pittsburgh | 14.90 | 15.25 | 38.00 | 17.50 | 29.00 | 27.00 26.00 34.00 | 27.00 | 25.00 | 27.00 | 23.00 | 19.50 | 28.40 | 20.17 | 19.50 seen S eee ee] SS | 38.50 | 38.50t! 60.00 43.60 
i ee Pittsburgh | 22.00 | 20.25 33.00 | 35.50 | 34.00 32.00 36.50 | 33.00 | 33.00 | 33.00 | 27.75 | 24.50 | 30.00 | 25.25 | 25.00 avettonoo| 57-00 | 57.00 | 52.00 | 52.004! 338 57.00 
6 | Heavy Steel Scrap....... Chicago | 7.75 | 7.25 | 15.50 | 9.00 | 18.50 | 13.00 14.50 15.50 | 11.50 | 12.50 | 16.50 | 12.20 | 10.50 | 12.75 | 9.75 | 9.15 35.50 | 28.50 | 28.75 | 16.05 | 21.55 | 23.75 15.13 
7 | Common Iron Bars... Pittsburgh 95 95 | 1.95 | 1.30] 1.80] 1.50 1.80 1.70 | 1.40] 140] 1.70] 140 | 1.25 | 1.65 | 1.25 1.20 Mich $25; 3.50 | 3.50 | 2.35] 3.45 | 4.05 2.81 
8 | Merchant Steel Bars .. Pittsburgh 9s | 95 | 250| 1.10] 1.60] 1.60 1.50 1.60 | 140] 120] 148 | 140 | 1.15 | 1.40} 1.18 | 1.20 avttigh& | 62.90 | 2.90} 2.35 2.384 in 2.35 
9 | Tank Plates........... Pittsburgh | 1.00 | 1.124] 2.75 | 1.10 | 1.75 | 1.60 1.75 1.70 | 1.60] 1.30] 155 | 140] 115 | 1.50] 1.18 1.20 lige 1000; 3.25 | 3.25 | 2.65 2.65+ Be 2.65 
“10 | Structural Material ...Pittsburgh | 1.05 | 1.15] 2.25 | 145] 1.85 | 1.60 1.70 1.70 | 1.60] 1.30) 1.55 | 1.40] 1.25 | 1.50] 1.18 | 1.20 jrttich | 3.00 | 3.00} 2.45 | 2454| 245 2.45 
11 | SteelSheets,No.28BlackPittsburgh | 2.05 | 1.80 | 3.25| 3.00| 2.65 | 2.55 2.15 2.50 | 240] 2.25| 235 | 215| 1.90] 232| 1.88 | 1.80 Hise 290) 5.09 | 5.00 | 4.35 | 4.351) $38 4.35 
12 | SteelSheets, No. 28Galv. Pittsburgh 3.20 3.75 | 3.55 | 3.25 | 3.50 | 3.20| 2.90] 3.47 | 2.87-| 3.40 Mee iese| 6:25 | 6.25 | 5.70 | 5.70t| 578 5.70 
13 | Barb Wire—Galv ... Pittsburgh | 1.60 | 1.65 | 3.25 2.80] 2.50] 2.60 2.25 245 | 240| 240] 2.15 | 2.00| 185] 215] 1.95 | 2.15 Act 4,5] 4.00 | 435] 410] 410] 410 4.10 
14 | Wire Nails—Standard..Pittsburgh | 1.20 | 1.25 | 2.65 | 2.20| 1.90 2.00 1.80 2.00 | 1.95 | 1.95 | 1.85] 1.70] 155] 1.75] 1.55 | 1.55 be *4m| «(3-50 | 350, 3.25] 3.25t] 335 3.25 
2 | eee Pittsburgh 2.40 | 1.95] 2.05 | 2.15 1.65 2.05 | 1.75 | 1.80] 1.80 | 1.60 | 1.50] 1.70 | 155 | 1.55 atthe} 64.35 | 4.00 | 4.25 | 5.70 | 6.85 5.01 
16 | Copper, Ingot.......... New York | 10.75 | 12.80 | 18.50 | 16.75 | 11.55 | 13.50 16.624 21.00 | 12.874) 13.00 | 13.93 | 12.70 | 14.25 | 16.90 | 12.68 | 17.10 28.90 | 23.50 | 23.50 | 15.01 | 18.48 | 18.54 12.85 | 
17 | Spelter—Zinc........... St.Louis | 3.773) 5.25 | 5.35 | 4.024] 5.25 | 5.65 6.10 5.80 | 435 | 4.65 6.00 | 535 6.10/ 7.05 | 5.45 | 11.25 8.65 7.95 | 7.14 | 6.20 | 8.39 8.25 6.44 | 
18 Lead—Pigs............. St. Louis 3.574) 3.55 4.50 4.324] 4.10 4.40 5.25 5.00 4.40 3.824] 4.60 4.35 4.45 4.20 3.74 4.11 10.65 6.25 6.70 5.00 | 6.89 8.70 4.78 
> | Deotie. ......5..5-2 New York | 13.70 | 18.40 | 32.00 | 30.75 | 25.00 | 25.90 32.60 40.25 | 27.20 | 28.65 | 32.74 | 41.40 | 44.50 | 50.45 |Hieb $5.00) 47 o8 62.60 | Nominal | High | 67.00 | 54.81 | 62.20 35.94 
Oe PRIN: woos ce et Pittsburgh | 3.10 | 2.85 4.65 | 4.65 | 4.00 | 3.80 3.45 3.90 | 3.70] 3.45 | 3.60 3.60 | 3.40 | 3.60 | 3.50 | 3.20 wee] 77s | 7.75 | 7.00 | 700t| 72 7.00 
21 Steel Pipe............ Pittsburgh | | | 70% | 67% | 75% 79% 72% | 74% | 79% | 78% | 80%, | 81% | 80% | 80% | 80% 42% 51% | 51% | 574% | 574%t oF | 874% 














(For the sake of quick comparison, we have added two columns to the chart, one column indicating the lowest prices since 1897 on each individual item, the second column showing the highest prices on the same items. 
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eptember, 1929, of the principal iron, steel, wire and 
eat variety of hardware and kindred supply lines 


.. New York and Pittsburgh 


8 * OTE: Prices under the heading “March 21, 1919”, and those marked by dagger , represent 
BLE OF MARKET VALUES made up the Steel Corporation’s prices (to which they adhered strictly) and ahs pL - fol- 
, who are recognized as one of the most lowed by the Independent mills. From Jan. 1920 to Jan. 1921, in some instances, two sets of prices 
have come from all parts of the world for are shown on the chart because of the two markets prevailing on certain steel items. In such 
an indication of the value and importance instances the upper price in each individual box indicates the one adopted by the U. S. Steel Cor- 
poration and the lower price indicates figures that were secured in the open market. These two 
markets were caused by the Steel Corporation maintaining the prices suggested in Washington in 
. March 1919, while the outside market was regulated to a considerable extent by the law of Supply 
° and Demand. This dual price market ceased to exist in November and December, 1920, as demand 
had fallen off, but was renewed spasmodically in 1921 when the so-called Independents cut under the 
Corporation’s prices, but in every instance the Leading Interests were quick to follow a reduction 
when they had assurances that the reduction was bona fide. 


e value of the information set forth would 


tion of their courtesy in supplying this 
e by their organization. 





Sept. | Lowest Highest | Price 


Since Since | 
1929 | 1897 | 1897 Material pen 








18.50 ee July; 1917) Pig Iron, Basic Valley 











20.00 |i” July, 1317) Foundry Pig Iron, No. 2.... Chicago 














20.76 | Dec..1897| July, 1917) Bessemer Pig Iron... .. Pittsburgh 








35.00 | Pet. 1897| July. 1917) Steel Billets: Bessemer. Pittsburgh 








anne [Pen | Wie Rete... ........ Pittsburgh 














15.00 | Nov,, 1898 | June, 1917, Heavy Steel Scrap Chicago 














Dec., 1897] July, 1917 : 
ped P55 Common Iron Bars. ... - Pittsburgh 











Dec., 1897 | July, 1917 : 
‘Sea N50 Merchant Steel Bars... . Pittsburgh 














Dec. 1997 | July, 1917 Tank Plates......... . Pittsburgh 


Dec., 1897 | July, 1917 , . d 
ec. 4997 | July O!’| Structural Materiel)... . . Pittsburgh 


1.60 











1.60 

















3.00 May, 1015 | July, 1917) Steel Sheets, No. 28 Black Pittsburgh 














4.00 | 4. 25 | 6.00 July, 1914) July. 1917) Stee] Sheets, No. 28 Galv. Pittsburgh 


3.55 | 3. ; t 3.80 | 3. £20 | Dee, 1897 | July, 1917! Barb Wire—Galv Pittsburgh 























2.90 y F ; ; b 3.90 ae Jan, 1920 Wire Nails—Standard . Pittsburgh 

















3.30 : E E E ; 3.26 a, Eee Ee Cut Malle. ... Pittsburgh 








| 12.76 13.87} 05 | 14.95 | 19.92%/,,| 18.03 |Pe«1897) Mar..1917] Copper, Ingot ..New York 




















4.61 : j ! . { ‘ 6.41 | 6.64 : 6.25 | 6.63! , 6.78 | Dee, 1897} June 1915) Spelter—Zinc . ....St. Louis 




















428 | 447| 446] 6. . ; 14 | 671 | 8.00] 9.37 6.29 | 7.03 | 6.69 |; 1914 Juve, 1917! Lead—Pigs St. Louis 











| 
27.69 | 27.70 | 29.17 41.60 | 49.12 | 58.07 48.07 | 45.38 | Dec. 2897) May. 1918) = Tin—Pi New York 
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i | | 
669) 613) 1.68) 4. . ; m| 6621) 6.50| 5.60| 5.60 | 5.60| 5.25| 56.35 | 5.25 |Negitt| aya2t7 Pittsburgh 






































| v | ee} 
64% | 684% | 71% | | 62% | 68% | 62% | 62% | 62% | 62% | 62% | 62% | Miae | Mase | _ Pittsburgh 
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BUSINESS TRENDS OUTLINED BY J. R. DUNCAN 


(Concluded from page 116) 


represented 9 per cent of his sales in- 
come he lost $1.63 on each order. Turn- 
over—A big item in profit. To it busi- 
ness says its morning and evening 
prayers, for it we move heaven and 
earth to get it; we spend money reck- 
lessly, we sacrifice profits needlessly, 
and we create excessive selling costs. 
What is back of the manufacturer who 
foolishly cuts prices? Vanity—to pride 
themselves in landing a contract. Sus- 
picion leads them to believe that a com- 
petitor has something new he wants 
to ‘spring.’ Malice may blind them to 
their own injury when they take a 
competitor’s business away at any price, 
and ignorance of costs invariably lead 
to price cutting. 

“To get this turnover, the age-old 
question arises: Shall we sell the syn- 
dicate buyer? A fine sense of loyalty 
to the jobber has kept many a manu- 
facturer from selling the syndicate to 
his own hurt and loss of business and 
profit. 

“Syndicates pool their buying, giving 
them buying power equal to the big- 
gest jobbers. They have eliminated a 
number of buyers, they have saved 
their salaries and their expense ac- 
counts. They have helped to eliminate 
the inefficient retailer. They do less 
price cutting than the individual stores 
because they have to maintain a fixed 
mark-up. Filene of Boston predicts 
for the near future chain stores rival- 





ing in importance General Motors or 
U. S. Steel, doing a business of a bil- 
lion dollars a year. 

“This is the day of big distribution; 
better catch it on the upward trend. 
Salesmanship the big factor in distri- 
bution. Salesmanship is knowing your 
merchandise, knowing your customer 
and knowing yourself. Selective sell- 
ing is imperative. Unless you do this 
you are creating credit risks, unprofit- 
able selling, incompetent dealers. De- 
mand must control distribution. High- 
pressure selling may result disastrous- 
ly for your customer and ultimately 
for yourself. Haphazard selling cam- 
paigns must be abandoned; you must 
establish a definite goal for a reason- 
able increase in sales every year, de- 
pending on the character of your prod- 
uct. Desk bound thinking is responsi- 
ble for more poor plans, lack of prog- 
ress, lack of policy than is lack of 
business ability. 

“The Jobber Must Fight Back—The 
jobber has a necessary place in the 
channels of distribution, but he must 
change his methods. Chain stores have 
cut the jobber’s business and ‘profits; 
hand-to-mouth buying has increased his 
overhead. A retailer recently inter- 
viewed said he had 783 salesmen call 
on him in a year to get his $35,000 
worth of business, the most of which 
he placed with regular sources of sup- 
ply. Another said on 10 per cent of 





the merchandise in his store was bought 
from salesmen, 80 per cent of his pur- 
chases were through group buying and 
10 per cent was scattered. A salesman 
said only 1 per cent of his customers 
gave him an order when he called, his 
work was mostly educational. What 
must the jobber do? He must form 
mergers with live groups of retail stores 
to assure himself of a continued out- 
let. He must work his logical trade 
territory as being most profitable. 

“Is the small retailer through? No. 
If he has ingenuity and ambition he 
will develop new ideas, new products, 
new merchandise methods, and add col- 
lateral lines. The independent is a 
necessary factor in distribution; he 
can hold his own if he will copy the 
best method of the chain store. Chain 
store competition is the age-old fight 
between tradition and progress, and the 
distribution agency of the greatest gen 
eral economic benefit will win. 

“The jobber must realize that his sal- 
vation is in keeping the retailer suc- 
cessful. The manufacturer, the jobber 
and the retailer must study the eco- 
nomics of change, and obey its laws: 
the necessity of change, and be ready 
for it; the direction of change, and an- 
ticipate it, and the rate of change, and 
be ahead of it. Advancing waves of 
other people’s progress sweep over the 
unchanging man and wipe him out.” 


Curts Explained Zinc Base Die Castings 
To Manufacturers Tuesday Afternoon 


manufacturers’ session, Robert 
M. Curts, M.A., of the Technical 
Division, New Jersey Zinc Company 
and member, American Institute of 
Chemical Engineers, explained why the 
zinc base die-casting process was par- 
ticularly adapted to many hardware 
manufacturing plants. The address, 
which embodied a comprehensive sur- 
vey of the manufacturing methods, 
types of alloys, present consumption 
and uses, and the future possibilities 
for the use of zinc base die castings in 
the hardware industry, was in part as 
follows: 
“Tn a broad sense, the term ‘die cast- 


A manufactur Tuesday afternoon 


ing’ includes both ‘gravity’ and ‘pres- | 





sure’ castings. As implied, the former 
method relies on the force of gravity 
to distribute the molten metal through- 
out the various cavities of the die, while 
the latter method employs the appli- 
cation of artificial forces—either pneu- 
matic mechanical, or a combination of 
both. In this process, pressures rafig- 
ing from less than 100 pounds per 
square inch and up to 2000 pounds per 
square inch are used. High pressures 
are usually employed where high rates 
of production are necessary, and where 
the appearance of the surface is a pri- 
mary factor.” 

Mr. Curts pointed out that until re- 
cently many industries had not appre- 
ciated the possibilities of zine base die 





castings because they had only consid- 
ered castings of the “gravity” type 
which necessitated the use of relatively 
weak alloys. “Pressure” die castings, 
he said, are invariably much stronger, 
because of the difference in the struc- 
ture of the cast metal, and because the 
types of alloys, which can be cast by 
this method, are very much stronger. 
He asserted that increased impact and 
tensile strengths are now available 
through the use of recently developed 


| zine base alloys, and the economies af- 


forded by greatly increased casting 
rates have popularized the “pressure” 
casting method to the extent that the 
estimated annual consumption of zinc 
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for this purpose is well over 60 million 
pounds. 

Mr. Curts continued by stating: 
“The automobile industry, ever on the 
lookout for new economies, consumes 
over 50 per cent of the zinc base die 
castings now being made. Practically 
all automobiles are equipped with cast- 
ings made of the newer and stronger 
zinc base alloys. The recently per- 
fected and widely adopted fuel pump is 
now made of ten alloys containing 4 


per cent aluminum, 3 per cent copper, | 


9.1 per cent (1/10 per cent) magnesium 
and 92.9 per cent Horsehead zinc. Car- 
buretors, lamp housings, steering wheel 
parts, lamp brackets, windshield wiper 
housings, radiator caps, magneto and 
generator housings, speedometer parts, 
instrument panels, door handles, es- 
cutcheons, foot rest brackets and robe 
rail brackets, constitute a partial list 
of zinc base die cast parts being em- 
ployed in the manufacture of modern 
automobiles. 

“Other industries have been quick to 
recognize the economies afforded 
through the use of zinc base die cast- 
ings. Today they are employed in 


the manufacture of sewing machines, 
printing presses, check writers, lighting 
fixtures, moving picture machines, 
fractional horsepower motors, washing 
machines, gears, vending machines, sun 





lamps, cash registers, locks, door 
CHAUNCEY F. ENGLISH 
Hardware Age 
closers, pencil sharpeners, weighing 
machines, radio chassis, radio loud- 


speakers, cabinet hardware, plumbing 
fixtures, door knockers, suitcase hard- 
ware, etc.” 

He then discussed the “air” and the 
“plunger” type of die casting machine 
and also the construction and manipu- 





lation of dies, and made a comparison 





of the properties of zinc base die cast- 
ings as contrasted to sand-cast brass, 
bronze and iron castings. The ease 
and high quality of finishing and plat- 
ing processes were also discussed. The 
improved zinc base alloys may be at- 
tractively finished in nickel, chromium, 
brass, bronze, silver etc., according to 
the speaker who explained that the 
general practice is to first nickelplate, 
with a solution of the high sulphate 
type and then plate other metals over 
this, using the solution commonly em- 
ployed for brass, copper and other base 
metals. 

A very interesting display of plated 
finishes was exhibited for discussion 
and inspection. In concluding, Mr. 
Curts mentioned some of the possibili- 
ties for die castings in the specific field 
of hardware. These included handles, 
frames and housings for mechanics’ 
tools, cabinet and suitcase hardware, 
knife and fork handles used in con- 
nection with stainless steel inserts for 
the blades, door handles, knockers, 
knobs, escutcheons, key plates, locks, 
lever handles, sash lifts, drawer pulls 
and door closers.” 





An Excellent Program of Entertainment Was Provided 
During the Convention 


URING the convention week, 
D members and guests of the two 

associations enjoyed a_ full 
round of entertainment which embraced 
many different activities. Atlantic City 
is often known as “The World’s Play- 
ground.” This appelation was consid- 
ered most fitting, for enthusiastic com- 
ments were heard on all sides relative 
to the entertainment features accom- 
panying the regular business program. 
The Marlborough-Blenheim, convention 
headquarters, was as usual the center 
of entertainment. The famous board- 
walk provided many hours of pleasure 
due to splendid weather conditions, on 
all except one day. Members and 
guests were to be seen at all hours of 
the day on this well-known pedestrian 
highway, taking in the sights and ocean 
breezes. 


On the regular entertainment pro- 
gram sponsored by the committee for 
both associations, there was to be found 
a balanced and most interesting pres- 
entation of relaxation and recreation. 

Following the adjournment of the 
joint opening meeting on Monday eve- 
ning, an informal reception and dance 





was held in the Blenheim ballroom. 





From ten till after midnight, hundreds 
of couples danced to the strains of 
popular dance tunes, rendered by a fine 
band. 


Due to rain the boardwalk chair ride 
was postponed from Tuesday until the 
tollowing morning. The ladies were 
taken for an excursion lasting several 
hours and upon their return, expressed 
sincere appreciation for the pleasurable 
outing. That evening, the annual con- 
vention entertainment was staged in 
the Music Room. James B. Pond pre- 
sented Cornelia Otis Skinner, daugh- 
ter of the great actor, Otis Skinner, 
who presented a program of imper- 
sonations that was thoroughly enjoyed. 
Miss Skinner’s personal charm, re- 
flected in her work, caused her audience 
to acclaim her with rounds of applause 
upon the completion of her program. 

On Wednesday afternoon a bridge 
party was held for the ladies of the 
convention in the ballroom of the Blen- 
heim. Prizes were awarded to the for- 
tunate winners. 

The Blenheim ballroom was the scene 
of the annual formal reception and ball 
on Wednesday evening. As usual this 
was the high spot on the entertainment 





program and was very well attended. 

Apart from the regular program of 
entertainment, many pleasures were 
found in golf and tennis. The privi- 
leges of the golf course at the North- 
field Country Club and of the Inlet 
Tennis Courts were extended to the 
hardware men and their guests. 

The general entertainment commit- 
tee, to which a large share of credit 
must be given for the splendid manner 
in which its program was arranged, 
consisted of the following: George T. 
Bailey, Oliver Iron & Steel Co., Pitts- 
burgh, Pa.; George W. Eckhardt, 
Henry Disston & Sons, Inc., Philadel- 
phia, Pa.; W. A. Gordon, General 
Wheelbarrow Co., Cleveland, Ohio.; 
R. E. Greenwood, Simonds Saw & 
Steel Co., Fitchburg, Mass., and E. S. 
Mulford, Prentiss Vise Co., New York, 
oy ee 


The ladies’ reception committee in- 
cluded Mrs. Edward Durell, Columbus, 
Ohio; Mrs. Byron Badham, Los An- 
geles, Cal.; Mrs. F. A. Bond, Pitts- 
burgh, Pa.; Mrs. F. E. Harwi, Atchi- 
son, Kan., and Mrs. G. Sumner Wilson, 
Boston, Mass. Vas 
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A. H. Nichols Reelected Jobbers’ President— 
Vice-Presidents Will Also Serve Again 


H. NICHOLS, Buhl Sons Co., 
A Detroit, Mich., was reelected 
® as President of the National 


Hardware Association at the close of 
that body’s annual convention held at 
Atlantic City, N. J., Oct. 21 to 24, 
jointly with the American Hardware 
Manufacturer’s Association. First Vice- 
President Brace Hayden, Dunham, Car- 
rigan & Hayden Co., San Francisco, 
Cal., and Second Vice-President Paul 
A. Griffith, Shields & Brother, Philadel- 
phia, Pa., were also chosen to again 
serve in their respective capacities, as 
will Secretary-Treasurer George A. 
Fernley and Assistant Secretary-Trea- 
surer, Percy F. Hord. Messrs. Fernley 
and Hord maintain association offices 
at 505 Arch Street, Philadelphia, Pa. 

C. J. Whipple, Hibbard, Spencer, 
Bartlett & Co., Chicago, Ill; John T. 
Martindale, Van Camp Hardware & 
Iron Co., Indianapolis, Ind., and G. 
Sumner Wilson, Decatur & Hopkins 
Co., Boston, Mass., were reelected to 
serve another three years on the ex- 
ecutive committee. 

Members of the executive committee 
whose terms expire in 1930 are Charles 


H. Ireland, Odell Hardware Co., 
Greensboro, N. C.; D. M. Fulton, The 
Carlin & Fulton Co., Baltimore, Md., 
and Frank A. Bare, Tritch Hardware 





A. H. NICHOLS 
Buhl Sons Co. 
Reelected N. H. A. President 


Co., Denver, Colo. Members whose 
terms expire in 1931 are Charles H. 
Black, Seattle Hardware Co., Seattle, 
Wash.; Walker D. Stuart, Richmond 





Hardware Co., Richmond, Va., and J. 





A. Warner, Wyeth Hardware & Mfg. 
Co., St. Joseph, Mo. 

Past President W. H. Donlevy, Car- 
ter, Donlevy & Co., Philadelphia, Pa., 
was chairman of the nominating com- 
mittee and was assisted in this work 
by J. C. Bering, Bering & Cortes Hard- 
ware Co., Houston, Tex.; Byron J. 
Badham, Los Angeles, Cal.; A. J. 
Gaehr, The Geo. Worthington Co., 
Cleveland, Ohio; George B. Richards, 
Richards-Conover Hardware Co., Kan- 
sas City, Mo.; F. F. Thomson, Thom- 
son-Diggs Co., Sacramento, Cal., and 
G. E. Jennings, Wright & Wilhelmy 
Co., Omaha, Neb. 

George W. Huntley, Cutler Hardware 
Co., Waterloo, Iowa, was chairman of 
the resolutions committee. He was as- 
sisted by C. J. O'Neill, O’Neill-Mc- 


Namara Hardware Co., Vicksburg, 
Miss.; F. F. Flato, Corpus Christi 


Hardware Co., Corpus Christi, Tex.; 
A. C. Cade, Allen & Jemison, Tusca- 
loosa, Ala.; William C. Weaver, Mc- 
Whorter-Weaver & Co., Nashville, 
Tenn.; C. R. Watkins, Watkins-Cottrell 
Co., Richmond, Va., and Walter Schulz, 
Witte Hardware Co., St. Louis, Mo. 





J. E. Stone Heads Manufacturers’ Association— 
Succeeds Dennis A. Merriman As President 


E. STONE, vice-president of 
The Stanley Works, New Brit- 
e. : 
ain, Conn., was elected president 
of the American Hardware Manufac- 





DENNIS MERRIMAN 
Retiring A. H. M. A. President 


turers Association at the close of that 
body’s semi-annual convention held in 





Atlantic City, N. J., Oct. 21 to 24, 


jointly with the National Hardware 
Association. He succeeds Dennis A. 
Merriman, vice-president of the Amer- 
ican Steel & Wire Co., Chicago, IIl., 
who has headed the manufacturers’ or- 
ganization for three terms. Mr. Stone 
was at one time a vice-president of the 
association and for a time represented 
it as a member of The Hardware Coun- 
cil. He has been a prominent partici- 
pant in important hardware trade con- 
ventions for many years. Due to a 
business trip in Europe he was unable 
to attend the recent convention. 

Vice-presidents A. E, Alverson, 
Greenlee Tool Co., Rockford, Ill., and 
J. P. McKinney, McKinney Mfg. Co., 
Pittsburgh, Pa., were reelected and 
R. G. Thompson, Lufkin Rule Co., 
Saginaw, Mich., who served last year 
as chairman of the executive committee 
was chosen third vice-president. His 
position on that committee will be filled 
by J. F. Donahue, Foster Bolt & Nut 
Co., Cleveland, Ohio. 

Vacancies on the executive committee 





were filled by electing H. J. Strugnell, 


Remington Arms Co., Inc., New York 
City., W. R. Hill, Sargent & Greenleaf, 
Inc.,* Rochester, N. Y., and F. O. Lin- 
coln, Morse Twist Drill & Machine Co., 





J. E. STONE 
Newly elected A. H. M. A. President 


New Bedford, Mass. 
for three years. 
(Continued on page 203) 


They will serve 
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Pending Legislation and Its Relation to 
Business Discussed by Tilson 


RINGING to the manufacturers’ 
B Tuesday morning session a mes- 
sage which President Merriman | 
| the winter of 1927-28 there was little 


characterized as both generous and 
friendly, the Hon. John Q. Tilson 
talked about pending legislation, par- 
ticularly tariff revision and its relation 
to business. As Majority Leader in 
the House of Representatives and 
Member of Congress from Connecti- 
cut, the speaker was well qualified to 
handle the subject on which he spoke 
in part as follows: 

“In the convention bulletin sent out 
by your very efficient secretary, it is 
well stated in connection with my 
presence here that legislative enact- 
inents of the present special session of 
Congress (if any, might have well been 
added) will inevitably have far-reach- 
ing effect upon general business; and 
you have asked me to speak on Legis- 
lative Developments in the Special 
Session. I am very glad to do this 
because it is high time that not only 
business but the entire country at large 
should fully understand why that por- 
tion of the Special Session’s program 
concerned with tariff revision is being 
somewhat delayed. 


“In order that we may the better get 
the whole picture, let us for a moment 
go back to the genesis of the agitation 
for a revision of the tariff at this time. 
As is well known, world conditions, 
when the present tariff law of 1922 
were somewhat chaotic. 
nations of the world 
were just then emerging from the 
aftermath of the great war. Labor 
conditions especially were disturbed 
and uncertain, while the currencies of 
many countries were so depreciated, or 
depreciating, that actual labor costs 
were difficult or impossible to ascer- 
tain. As we now look back upon the 
situation then existing it seems almost 
marvelous that the tariff law enacted 
under such conditions proved to be so 
well bottomed upon facts and so satis- 
factory in its operation. Under it the 
country as a whole has prospered as 
never before. No fair-minded man 
will deny that with certain exceptions 
this country has been wonderfully 
prosperous from 1922 to 1929. There- 
fore, although it soon became apparent 
that there were a few weak spots in 
the tariff act that should be changed, 
and while changing conditions devel- 


was written, 
The distracted 








oped the need of further changes in 
rates, of duty, nevertheless, the law as 
a whole was so satisfactory that until 


talk of tariff revision. The’ question 
was first raised in connection with the 
farm relief discussion then uppermost 
at Washington. 

“In the Republican National Con- 
vention at Kansas City in 1928 the 
question of tariff revision was raised. 
In the party platform the adherence of 





HON. JOHN Q. TILSON 


the party to the policy of protection 
was reaffirmed and a plank was in- 
serted calling for a revision where 
changes in world competitive condi- 
tions called for changes in tariff rates. 

“On January 7 of this year, in the 
short session of the Seventieth Con- 
gress, the Committee on Ways and 
Means began hearings for the purpose 
of preparing a tariff bill, On April 
15, the new Congress met in extra ses- 
sion and the President submitted his 
message asking for a revision of the 
tariff along the lines laid down in the 
party platform. Less than seven weeks 
had elapsed when the House of Rep- 
resentatives passed by a very decisive 
vote, and with comparatively few 
amendments, the Hawley bill, and sent 
it on its way to the Senate. This was 
the end of May. What action on this 
bill that august body will take, and 
when, no one would now undertake to 
foretell. 

“From the very beginning of its ca- 
reer the Republican Party has stood 
firmly for a protective tariff, while its 
traditional opponent, the Democratic 
Party, has, with varying degrees of 





fervency, opposed protection. This one 
question, more than any other, has 
been at issue between the parties; 
hence, although in the 1928 presiden- 
tial campaign little was said on the 
subject by the traditional opponents of 
protection, and their candidate almost 
came out for protection, nevertheless, 
it was to be expected that whatever 
the Republicans might propose in the 
way of a tariff bill would be strenu- 
ously opposed by them. Nor have 
those expectations been disappointed. 

“When the tariff bill was reported 
from the Ways and Means Committee 
it appeared that not to exceed twenty 
per cent of the thousands of items con- 
tained in the present tariff law had 
been altered at all, and of these, many 
were changed only in description or 
classification in order to conform to 
the present state of the industry, while 
some rates were lowered. Of the pro- 
posed changes by which rates of duty 
are increased in the bill a close exam- 
ination of the several schedules will 
show that with very rare exceptions 
the proposed increases are very mod- 
erate, that they are fully justified by 
changes in world competitive condi- 
tions and that they are in full accord 
with both the tariff plank in the party 
piatform and the message of the Presi- 
dent submitted at the opening of the 
extra session. 

“Of course, it was to be expected 
that political exigency would cause our 
Democratic friends to take the field in 
opposition to any bill the Republicans 
might favor; but how anyone who 
believes in the policy of protection and 
believes our present tariff law to be a 
satisfactory one, can at the same time 
denounce the present bill as utterly bad 
is beyond my comprehension. If our 
present tariff law is good, the pending 
bill can’t be very bad, for four-fifths 
of it is the same as the present law, 
and to four-fifths of the proposed 
changes no one has ventured a specific 
objection. 

“During all the long debate in the 
Senate the administrative features of 
the bill have been discussed and for 
political effect the bill as a whole has 
been denounced in general terms, but 
little or nothing has been said as to 
the proposed changes in rates. Gen- 
eral denunciation has been made to 
serve the purpose instead of a fair 


and thorough consideration of rate 
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changes. True, the increases proposed 


in the rates on many agricultural prod- | 


ucts are very considerable, such as if 
suggested in connection with manufac- 
turing industries would cause a loud 
protest. It is well recognized, how- 
ever, that agriculture in many lines 
has been in a depressed condition, and 
as a consequence, quite a general will- 
ingness has been manifested to give 
the products of the American farm 
every possible advantage. It is ad- 
mitted that in some lines of agricul- 
ture tariff duties cannot be made to 
operate effectively, but wherever and 
whenever it is made to appear that 
tariff duties will be helpful very liberal 
increases in rates have been readily 
conceded. 

“Why has the tariff bill been so 


| discussion of the rate structure even 
| begins, and when and what final action 
will be taken, if any? Accurate 
answers to these questions would be of 
very great general interest. To the 
first question of why the delay, per- 
haps a sufficient answer is because it 
is the Senate, and being the Senate is 
perhaps a sufficient reason for not try- 
ing to answer the when and the what 
as to final action. 

“The tariff bill should pass the Sen- 
ate promptly, be agreed to in confer- 
ence without undue delay, and become 
a law. The business of the country is 
entitled to this consideration. The pro- 
ponents of the bill are ready to have 
it go into effect now so that it may 
demonstrate by actual operation 





long delayed in the Senate before a | 


whether the country will continue to 
| prosper under it, or whether all the 
| dire results prophesied by its opponents 
| and their propagandists will flow from 
it. If it might go into effect now 
there would be time sufficient to prove 
by its results who are right and who 
wrong in regard to it. A year of ac- 
tual operation will leave no place for 
falsehood or misrepresentation as to 
the effects of the law. I wonder if 
this has anything to do with the de- 
lay? 

“This consolation already resembles ° 
good law—short of perfect but far bet- 
ter than not any. <A just good God 
would do right. No tariff bill or any 
other bill is perfect and gradually be- 





comes less so and some time must -be 
changed when conditions are right.” 


Jobbers’ Executives Report Business Stable and 
Look for Steady Prices 


RESENT _ business conditions 
Paine up for discussion on Thurs- 

day. President Nichols of the Na- 
tional Hardware Association brought 
up the subject and called on E. R. Mas- 
back, president, Masback Hardware 
Co., New York, N. Y., for a few 
thoughts. Mr. Masback said, in part: 

“I don’t know how many manufac- 
turers are around, but it is my opinion 
prices in the future will depend a great 
deal on how anxious the jobbers are 
to make a legitimate profit. I do not 
see any particular reason to expect a 
big decline, but I do hope through the 
result of our meeting we will go home 
with the idea of maintaining retail 
prices that will give us a profit. Based 
upon that fact, we may be able to make 
a legitimate profit easier than we have 
done in the past.” 

W. F. Kennedy, Ott-Heiskell Co., 
Wheeling, W. Va., said: “In my opin- 
ion, things are pretty well stabilized. 
I do not look for any sudden change. 
I think the market will work a trifle 
lower, but not in a manner to injure 
our profit.” 

F. A. Heitman of F. W. Heitman 
Co., Houston, Tex., then said: “I do 
not see anything that would warrant 
anybody having an opinion that there 
are going to be higher prices, and I do 
not look for them to be very much 
lower. I do not think there will be 
very much change in my own prices. 
There may be some irregularities and 
changes on a few commodities, but as 
a general proposition I do not think 
we are to have a decline yet. I do not 


of deflation; it is coming, but I do not 
think it is coming now.” 

Mr. Nichols then asked what the 
general situation was in the South? 
“Ts cotton a little off in some places and 
all right in others?” 

Leslie M. Stratton, Stratton-Warren 
Hardware Co., Memphis, Tenn., an- 
swered saying: “I do not know, Mr. 
Chairman, whether all the people of the 
South agree with me or not, but I think 
we have a splendid situation down our 
way. I think there are better oppor- 
tunities in the South than ever before. 
There are a good many factors that 
enter into our situation now that have 
never been true before. I come frony 
a section where the dairy industry is 
making tremendous strides. Millions 
of dollars of money is everywhere be- 
ing invested in that industry. The 
largest woodworking plants in all this 
country, that is, those particularly al- 
lied with the automobile business, are 
centering their activities in and around 
my section. 

“The textile industry, as you know, 
has moved South. It has done it be- 
cause it is economically sound that it 
should move South. I think that if the 
people of the South would take advan- 
tage of the opportunity that is before 
us, and not be governed as they have 
often been in the past by conditions and 
prejudices that are against sound eco- 
nomical business reasoning, that we 
have an opportunity, as I say, not only 
te produce wealth—as you know we 
have always produced, but not accu- 
mulated, but it is accumulating, and it 


as well as producing. 1| do not think 
anything can stop the development of 
the section of the country that we come 
from.” 

A delegate made inquiry the 
chairman if it would be objectionable 
to the association, or against good trade 
practice, for individual members, or a 
group of members, to attempt, through 
a trade practice conference, to have 
certain unfair methods of marking 
goods taken up before the Federal 
Trade Commission for adjustment. 

Mr. Nichols replied, saying: “The 
National Hardware Association con- 
trols nothing. It is your association. 
You meet here to discuss your prob- 
lems, and the National Hardware As- 
sociation is simply the channel that 
they go through. As individuals, or 
as individual groups, they have no fear 
whatever of taking any steps that will 
in any way interfere with the National 
Hardware Association. On the con- 
trary, if the step that you wish to take 
is perfectly legal and legitimate in the 
opinion of our executive committee, 
and those who are in power, to look 
into the legality of anything, I want 
to assure you that the association will 
assist any group in bettering its con- 
dition, as long as it is legal and right. 
The better that any group can carry 
on its affairs, the better you succeed, 
the better the National Association will 
succeed as an association. All we aim 
to do is to bring the message from one 
member to another. We want to as- 
sist all members in bettering their 
condition, as long as what they are 
asking for is within the law of the 


of 








think we have yet reached the period 





is a fact that now we are accumulating 


country.” 
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Activities of Jobbers’ Association Covered in 
Secretary-T'reasurer Fernley’s Report 


UMEROUS activities of the 
N National Hardware Association 

were briefly covered in the an- 
nual report of the secretary-treasurer, 
George A. Fernley. The enrollment 
of twenty new members during the 
year was announced in the report, which 
then outlined the accomplishments of 
the association. In part, some of the 
highlights of the report continued as 
follows: 

“It is apparent that the future of the 
wholesaler and retailer is inseparably 
linked and that changed buying habits 
of retailers as well as the necessity for 
rapid stock turnover, make the whole- 
saler indispensable in the distribution 
of merchandise. Realizing this condi- 
tion, our members are broadening the 
scope of the service they render retail- 
ers and striving to make it increasingly 
efficient and economical. 

“One of their most important func- 


tions is the selection from the vast ar- | 


ray of manufacturers’ products those 
best suited to the retailers’ needs, thus 
enabling them to maintain their inven- 
tory at a profitable minimum through 
the purchase of salable products in 
quantities which insure rapid turnover. 

“Our members are also developing 
their salesmen into capable merchan- 
disers. They help their customers suc- 
ceed and prosper by giving them valu- 
able suggestions regarding improved 
store arrangement, window and table 
display, business control systems, the 
selection of goods to suit the require- 
ments of their particular store, intelli- 
gent pricing, etc. 

“During the war and since, mass pro- 
duction revolutionized the manufacture 
of many products and made possible 
a tremendous reduction in manufactur- 
ing costs. As a result, the possibility 
of similar economies through mass dis- 
tribution has engaged attention. 

“Were it possible to automatically sell 
the products of our factories by stand- 
ardized machinery, mass distribution 
might supplement mass production. 

“However, such is not the case. Dis- 
tribution, or merchandising, is and al- 
ways has been a function requiring 
intelligence and skill. It is a human 
service and is strongly influenced by 
the human element which involves many 
factors such as individual taste, prefer- 
ence, prejudice, etc. 

“Therefore, we must consider mass 
distribution with the thought in mind 





that it can apply only to a very few 
standardized items which can be sold 
automatically provided they are accept- 
able to the consuming public. On all 
others, where service, merchandising 
and salesmanship are important fac- 
tors, mass distribution cannot be suc- 
cessfully applied. 

“Although the growth of chain stores 
continues to attract attention, whole- 





GEORGE A. FERNLEY 
Secretary-Treasurer, N. H. A. 


salers and retailers adopting modern 
methods of merchandising and display 
find their competition can be met suc- 
cessfully. Chain stores have no special 
privilege nor a monopoly on good man- 
agement and up-to-date merchandising 
which others cannot utilize. 

“In fact, it has been evident for some 
time, that the chains are encountering 
serious problems. An official of one 
large chain, in addressing the recent 
convention of the National Chain Store 
Association in Chicago, complained 
bitterly about selling goods without 
profit, He declared hundreds of mil- 
lions of dollars are annually being dis- 
sipated by the practice. 

“Moreover, complex problems which 
have developed in the management and 
control of large chains are adversely 
affecting their profits. In fact, twenty- 
one chains showed declining net profits 
per store, according to data recently 
made public. Profits of three promi- 
nent grocery chains have declined near- 
ly 16 per cent per store in five years, 
and is widely believed such conditions 
will tend to retard their future growth. 

“The Federal Trade Commission is 
pursuing an investigation of chain 
stores in accordance with the Brook- 








hart resolution. The voluminous ques- 
tionnaires sent to all branches of the 
trade are possibly responsible for the 
delay on the part of the Commission in 
making its report to Congress, and 
there is no, indication as to how long 
it will take to complete the inquiry. 

“Our Overhead Expense Report 
shows that returned goods averaged 
2.62 per cent of sales in 1928. This is 
the highest percentage since 1921. 

“The necessity for accepting returns 
totaling $26,000 on every million dol- 
lar’s worth of business constitutes a 
substantial loss in profits for the whole- 
saler and also increases his overhead. 
It adds to cost of distribution by in- 
creasing handling charges, and inflates 
depreciation because of damage to 
goods in transit. Greater care on the 
salesman’s and buyer’s part in writing 
up orders, and a clear understanding 
with customers regarding the conditions 
under which returns will be accepted 
would undoubtedly be helpful in cor- 
recting this condition. 

“At the last meeting of the executive 
committee a resolution was adopted au- 
thorizing the appointment of a com- 
mittee to confer with committees from 
the American Hardware Manufac- 
turers’ Association and the National 
Retail Hardware Association to deter- 
mine the advisability of holding a 
Trade Practice Conference under the 
auspices of the Federal Trade Commis- 
sion. President Nichols appointed on 
this committee: Mr. A. J. Bihler, chair- 
man, James C. Lindsay Hardware Co.; 
Mr. C. J. Whipple, Hibbard, Spencer, 
Bartlett & Co.; Mr. John T. Martin- 
dale, Van Camp Hardware & Iron Co.; 
Mr. L. M. Stratton, Stratton-Warren 
Hardware Co., and Mr. Leo C. May, 
F. P. May Hardware Co. 

“An invitation was subsequently ex- 
tended to the American Hardware 
Manufacturers’ Association and the 
National Retail Hardware Association 
to appoint committees to confer with 
our committee and the plan was ap- 
proved by the officers of the respective 
associations. The joint committee will 
report at this meeting.” 

“Another important factor is the or- 
der composed of numerous small items 
which are likewise difficult and costly 
to handle. 

“It has been stated that the average 
order received by members is $19.65 

(Continued on page 156) 
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Left to right—1. W. S. Drowne, Silver Lake Co. 2. Sidney St. J. Eshelman, secretary, Southern Hardware Jobbers’ 
Association. 3. James Walker, James Walker Co., and Fred Everett, Columbian Rope Co. 4. J. A. Summers, Sum- 
mers Hardware Co.; Frank M. Hobbs, C. Leonard Hardware Co.; W. C. Weaver, McWhorter-Weaver & Co.; 
L. S. Keeler, Gilbert & Bennett Mfg. Co. 5. F. M. Cooper, Knight & Wall Co.; Hugh C. Foster, Continental 
Roofing Co.; Ed. W. Simon, C. A. Pound, Baird Hardware Co.; R. M. Miller. 6. Mrs. L. Q. Lewis. 7. Albert 
A. Baer, Mrs. B. S. Baer, Alfred B. Kastor, Mrs. Zust and Harry K. Zust, Camillus Cutlery Co. 8. S. A. 
Mitchell and G. M. Riley, Irwin Auger Bit Co. 9. Carl E. Schumacher and Sam P. Megahan, The F. E. 
Schumacher & Co. 10. W. G. Kennedy, Hinge Industry, and F. G. Wooster, F. G. Wooster Co. 11. Geo. Tolley 
and H. Lawrence, Underhill, Clinch & Co. 12. Mr. and Mrs. S. R. Fraim, E. T. Fraim Lock Co. 13. J. Louis 
Schrade, Schrade Cutlery Co. 14. R. P. Boyd, T. L. Hopkins, F. R. Phillips, W. D. Higgins and F. F. 
Hickey, all of Savage Arms Corp. 15. Joseph M. Hottel, Delta File Works. 
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Final Jobbers’ Session Considers Reports 
Covering Work of the Convention 


HE final session of the National | 
Hardware Association was called 


to order on Thursday morning by 
President Nichols. He announced that 
there were many important subjects 
scheduled for discussion. 

Talking on the topic, “Business Con- 
trol In Hardware Retailing and In 
What Manner the Wholesaler Can As- 
sist,” Rivers Peterson, editor Hardware 
Retailer, proceeded to describe to the 
hardware jobbers the business control 
methods advocated for use by hardware 
merchants. With the aid of work sheets 
and charts, he gave a practical demon- 
stration that was of interest to all. 

John R. Martindale, Van Camp 
Hardware & Iron Co., Indianapolis, 
Ind., then addressed the meeting, prais- 
ing the work of the National Retail 
Hardware Association. He was fol- 
lowed by Herbert P. Sheets, managing 
director of the National Retail Hard- 
ware Association, who said, in part: 

“The question, as it was presented 
here this morning, I think, has a tend- 
ency to magnify that perfectly selfish 
phase of the business, that by contribut- 
ing to the dealer in the way suggested, 
we are going to be compensated by in- 
creased business from that dealer. That 
is necessarily so. The dealer who owes 
considerable sums of money to one or 
more wholesalers is probably in a pret- 
ty bad way, as is the wholesaler to 
whom he owes an obligation of a siz- 
able amount. He is more or less in the 
retail business to the extent that his 
money is tied up in that particular 
business, and he has a right to go to 
that dealer and insist that he do some 
of those fundamental things necessary 
in the conduct of a successful busi- 
ness.” 

The next subject taken up was gen- 
eneral discussion on “How Can the 
Problems Concerning the Distribution 
of Hardware be Reduced to a Mini- 
mum through Wholesaler-Retailer Co- 
operation? 

The chairman asked Hobart A. 
Beatty, past-president of the National 
Retail Hardware Association, to open 
the discussion on the subject. 

Mr. Beatty related some of his ex- 
periences in cultivating friendly rela- 
tions between himself and competitors. 


He said he had gained much useful in- | 
formation by keeping on friendly terms | 
with his competitors. He expressed the | 





opinion that the Hardware Council had } 
had a great tendency to bring com- 
petitors closer together, and to elimi- 
nate those suspicions that often each of 
us had of the other; that it was the 
duty of the retailer to keep posted on 
the equities of merchandising, and those 
things. He recommended that associa- 
tions set up a department known as a 
merchandising department, whose duty 
and function it would be to keep posted 
on prices, a department which would 
work very closely with the other de- 
partment of the organization—a de- 
partment that would be able to give to 
your buyers, and say to your buyers, 
that it is necessary that you buy cer- 
tain articles that will retail at a certain 
price—necessary because we want to 
make a profit for our organization and 
the retailer must make a profit in his 
business; that your purchasing depart- 
ment would work closely with that de- 
partment, and the department would 
work along the line of proper merchan- 
dising. 

Mr. Nichols then called for a report 
of the committee on freight classifica- 
tion, C. J. Whipple, chairman. The text 
of the report, as made by Mr. Whipple, 
was as follows: 

“Your committee, appointed to con- 
sider revisions in the matter of freight 
classification, submits the following re- 
port: 

“A detailed statistical study has been 
made of some 700 actual shipments 
from three different jobbing houses. 
The orders so studied have been selected 
at random and comprise merchandise 
of every character and destined to 
points which come into the four differ- 
ent classification areas—Official, West- 
ern, Southern and Local. 

“The weight of each item was ascer- 
tained and then a calculation was made 
of the amount of freight that would be 
paid if the order was separated strictly 
according to classification without re- 
gard to weight or the practicability of 
packing in that manner. Next the fig- 
uration was made on the basis of pack- 
ing all merchandise in one box and ap- 
plying the present rule, which requires 


that the classification of the highest ar- 


ticle contained in the box be applied to 
the entire box. It was found that first 
class and higher goods represent about 





'5 per cent of the total tonnage. The 


committee then formulated the follow- 
ing rule: 

“*Packed cases or barrels containing 
a general assortment of housewares, 
sporting goods, cutlery, hardware and 
tools and in which may be included ar- 
ticles classified individually on a higher 
basis will be accepted as mixed hard- 
ware, carrying iron hardware rating, 
plus 10 per cent. Provided that the 
total weight of the higher class articles 
shall not exceed 30 Ib., or represent 
more than 25 per cent of the weight of 
the packed case.’ 

“Tt was found that in nearly every 
case it would be practicable to follow 
this rule and that the difficulty jobbers 
are experiencing would be largely elim- 
inated. The revenue to the railroad 
companies would be slightly higher than 
if separated strictly according to class, 
but lower if classified at the highest 
rate. It is estimated that from 50 to 66% 
per cent of the boxes could be elimi- 
nated if the Classification Committee 
will permit of this new rule. This would 
result in substantial saving to the car- 
riers.” 

The matter was then referred to 
R. C. Fyffe, chairman of the consoli- 
dated classification committee, who 
agreed to place the matter on the docket 
for hearing at the January meeting of 
the consolidated classification commit- 
tee, provided the proposed rule met with 
the approval of this organization. 

“Your committee recommend that 
necessary action be taken to permit the 
proposed rule to be so presented to the 
consolidated classification committee.” 

L. H. Bronson, Bronson & Townsend, 
made the following report on the distri- 
bution cost of individual lines, saying: 

“On Mr. Treman’s motion made at 
last year’s convention, a committee was 
appointed to gather all available ma- 
terials in regard to the cost of ‘distri- 
bution by commodities’ and to study 
how to best make all facts so gathered 
available for the practical use of this 
association and its members. 

“It was found that there was already 
in existence certain tentative studies 
which could be used as a basis for com- 
mittee discussion. 

“The committee felt, after examining 
again the tentative schedules already 
submitted, that it would recommend, 
subject to the approval of the executive 

(Continued on page 148) 
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Left to right—1. B. Morrison, Fones Bros. Hardware Co.; Arch L. Hager, Hager & Sons Hinge Mfg. Co., St. Louis, Mo., 
with P, M. Atkins, Monroe Hardware Co. 2. R. J. Southwell, Wickwire-Spencer Wire Corp.; Roy Webster, Sands Level and 
Tool Co., and Leslie M. Stratton, Stratton-Warren Hardware Co. 3. R. L. Bidez, McGowin-Lyons Hardware Co.; Col. 
Houston Dudley, Gray & Dudley Co., and J. C. Bervig, Bering-Cortes Hardware Co. 4. H. Kilborn, Kilborn & Bishop Co. 
5. Don S. Brisbin, Columbus-McKinnon Chain Co.; Frank D. Gibson, Hubbard & Co.; E. P. King, Hubbard & Co., and 
F. W. Shaw, Columbus-McKinnon Chain Co. 6. W. L. Diemer, The American National Co. 7. W.E. Muir and Mrs. Muir, 
Luthe Hardware Co., and Louis H. Turner, Kelly Axe & Tool Co. 8 W. G. Shelton, Remington Cutlery Works. 9. F. 
Herbert Smith, Nicholson File Co.; Mrs. Watkins and C. R. Watkins, Watkins-Cottrell Co. 10. W. G. Fisher, Mrs. Cal- 
houn and J. C. Calhoun, French Battery Co.; Frank Wolfe, Smith Bros. Hardware Co.; H. J. Funk, Albany Hardware & Iron 
Co.; Mrs. Longthon and B. E. Longthon, Badger Rubber Works. 11. E. A. McKenna, North Bros. Mfg. Co.; J. H. Walker 
and Fred S. Abel, Lee Hardware Co., and R. B. Jones, Clyde Cutlery Co. 12. Jos. Pollak, Pollak Tool & Stamping Co..; 
J. A. Mansergh and Ike Black, Russell & Irwin Mfg. Co., and E. E. Teegardin, Stollberg Hardware & Paint Co. 
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Compensation On Profit Sharing Basis 
Advocated By J. B. Rightmire 


[D) fee compe whether any plan 


for compensation depends more 

on the method of compensation 
than on the manner in which the plan 
is administerd, J. B. Rightmire, sales 
manager of Smith Brothers Hardware 
Co., Columbus, Ohio, in addressing the 
jobbers’ Tuesday afternoon session, 
favored a profit sharing plan of com- 
pensation. In his opinion, such a 
plan, capably administered, will secure 
best results and prove more satisfac- 
tory. He said in part: “The plan, or 
the administration of the plan? Which 
is the most important? At first glance 
one might decide that the plan of ad- 
ministration was far and away ahead, 
but given some thought, the plan takes 
on more importance than seems evi- 
dent at first. 

“It is my opinion that a poor plan 
of compensation would be very difficult 
of adminstration and likely not im- 
proved greatly by capable ‘administra- 
tion, as there must be satisfactory ma- 
terial at hand, if the finished product 
is to be first class. 

“The factor, fairness, enters into the 
administration and should be among 
the first of the considerations. Fair- 
ness to all concerned. This factor is 
largely dependent upon a number of 
things—the size of thé business, the 
policy of the business, its organiza- 





tion, its location, its standing with the 
trade and the general plan of opera- 
tion as a whole. 





J. B. RIGHTMIRE 
Smith Bros. Hardware Co. 


“In my opinion, a compensation plan 
on a profit sharing basis, built fairly 
and administered capably, will be found 
the most satisfactory. It permits of 
constructive work on the part of the 
sales manager. It is a great help in 
his development of the abilities of the 
salesmen. Its operation is simple and 
it holds out before the salesman a 





promise of financial reward to the ex- 
tent that he is able to produce results. 
It is easily understood and it is definite. 
It is controllable both by the salesmen 
and by the house. 

“We are facing, in my opinion, the 
greatest” five years in this industry. 
Five years of thrilling work—of im- 
provement in business behavior and 
conduct, of opportunity to do things 
not dreamed of five years back. Five 
years of courageous business building 
and accomplishment on the part of the 
wholesaler’ and retailer. Five years of 
education of both the wholesaler and 
the retailer, that I believe will result 
in much closer cooperation between 
them and a fuller realization of the 
importance of the necessity existing 
for this cooperation. 

“With this belief in our business and 
its future, with this confidence in our 
friends, the manufacturer and the re- 
tailer plus a satisfactory plan of com- 
pensation capably and efficiently ad- 
ministered, I feel that I can return to 
my job with more enthusiasm and 
more energy. I can transmit this to 
my salesmen and they in turn to their 
friends and customers, all of whom 
will be compensated to the extent that 
we work and produce satisfactory 
results.” 





Jobbers Discuss Internal Problems at 
Wednesday Afternoon Session 


RESIDENT A. H. NICHOLS 
| poe the Wednesday afternoon 

session of the National Hardware 
Association with a few well-chosen re- 
marks on current problems. The re- 
port of the secretary-treasurer, George 
A. Fernley was read and approved fol- 
lowing a short discussion. 

The first speaker of this session was 
A. L. Philbrick, the Congdon & Car- 
penter Co., Providence, R. I., who 
talked at some length on “Overhead 
Expenses.” Mr. Philbrick then acted 
as chairman of the meeting for a few 
moments and received remarks from 





the floor on various points brought out 
in his talk. : 

“To What Extent Does Quantity In- 
fluence Net Profits’ was then presented 
in a most interesting manner by C. J. 
Whipple, president, Hibbard, Spencer, 
Bartlett & Co., Chicago. The complete 
text of Mr. Whipple’s talk is presented 
elsewhere in this issue.- A. J. Bihler, 
James C. Lindsay Hardware Co., then 
brought a subject of interest before the 
jobbers. He said, in part: 

“T have been bothered a great deal 
and pestered by many manufacturers 
who come to us with offers of prizes 





for our traveling salesmen, but I in- 
variably turn them down. In many 
cases they are goods which we handle. 
I had as many as five propositions come 
to me in one week. All of them pro- 
vide for outside compensations to our 
salesmen who may sell a certain quan- 
tity of their line. 

“Some fifteen years ago our Asso- 
ciation adopted a resolution condemn- 
ing that practice as being unfair, and 
also that the Federal Trade Commis- 
sion referred to it as objectionable. Of 
course the fifteen years have gone by, 

(Continued on page 208) 
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FINAL JOBBERS’ SESSION HEARD MANY REPORTS 


committee, the appointment of a com- 
mittee to continue on with the work 
with the idea of making use of the so- 
called ‘trial and error’ method. In other 
words, that the tentative schedules of 
cost developed should be tested out 
through friendly conference with inter- 
ested manufacturers, such conferences 
to be carried on as follows: 


“A manufacturer would be chosen 
who was known to be seriously inter- 
ested in the cost of distributing his line. 
He would be invited to meet with the 
committee and also a member of the 
secretary’s staff. The tentative cost fig- 
ures would be presented and the manu- 
facturer would be asked to review them 
carefully, even to the extent of having 
them checked by his own accountants. 
It would, of course, be suggested that 
as a manufacturer, he recognized the 
necessity of developing 
policy, and the doing of this naturally 
would require that he know what it 
cost the wholesaler to do his part. 

“Tt seemed, therefore, obvious to the 
committee that, with a conference of 
this kind arranged, a manufacturer 
would almost be obliged to either dis- 





a sound sales | 





(Continued on page 146) 


prove the tentative figures presented, or 
else accept them as summed. As your 
committee understands it, your execu- 
tive committee has accepted the plan as 
now presented. Of course, a completed 
job can only result through the constant 
and continued support of the member- 
ship, and this means not only the turn- 
ing in of any and all facts, which any- 
one may have developed along this line, 
but just as important careful and 
thoughtful criticism of the tentative 
schedules as they are sent out from 
time to time. It would seem possible to 
eventually develop a schedule of ‘cost 
hy commodities’ for the whole hardware 
industry. Of course, it must be under- 
stood that no such schedule could be 
absolute. There would always be varia- 
tions, but such a list could and would 
serve as a guide, just as the present 
‘average cost of doing business report’ 
guide each one of us in our study of 
cur own overhead costs.” 


Secretary Fernley then read the fol- 
lowing report, which was adopted. 

“Resolved, That our committee on 
Cost Studies be continued, that the 
president be empowered to add to the 


Left to right—1—Miss M. B. Francis, American Hardware Associ- 
ation; 2—Mrs. George N. Groff and Mrs. L. Brewster Jackson; 3— 
Horatio S. Earle, North Wayne Tool Co.; James H. Oliver, Oliver 
Bros., Inc.; Hugh F. McKnight, Pittsburgh, Pa., 
J. N. Mackin, E. C. Atkins & Co., Inc.; G. F. Wright, G. F. Wright 
Steel & Wire Go; S.. R. Droescher, S. R. Droescher, Inc.; W. W. 
Brassier, Yale & Towne Mfg. Co., and H. M. Demarest; 4—N. R. 
Swift, Stanley Works; 5—John S. Donnan, W. S. Donnan Hardware 
Co.; 6—S. S. Vaughn and Alexander S. Vaughn, Vaughn & Bush- 
nell Mfg. Co.; 7—R. W. Shapleigh, Shapleigh Hardware Co. 





N. R.H. A. director; 


personnel of the committee, and the 
committee is authorized to secure in- 
formation, data and advice from all 
possible sources, including wholesalers, 
manufacturers, and research agencies, 
but with the understanding that the 
work of the committee is to be devoted 
entirely to cost educational work for 
the enlightenment of all interested.” 

President Nichols announced the next 
subject would be the expression of the 
sentiment of members on the next place 
of meeting. 


Mr. Geller, Geller, Ward & Hassner, 
and a member of the St. Louis Conven- 
tion Bureau, addressed the convention, 
and earnestly urged the Association 
hold its next meeting in St. Louis: The 
chairman asked for a show of hands 
to indicate the sentiment of the mem- 
bers as to whether they preferred to 
meet in St. Louis or Atlantic City. The 
vote indicated a decided preference for 
Atlantic City. 

Resolutions were then adopted thank- 
ing the press, city officials, guest speak- : 
ers and others who contributed to the 
success of the convention. The conven- 
tion then adjourned. 
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HERE is no easier alphabet to 

learn than this modern single 

stroke ITALIC, as the most 
natural swing for all beginners at 
lettering is on a slant of about 45 
degrees. 

The only difficult things in learn- 
ing to write show cards are to keep 
all letters plumb 
upright and to judge 
the proper space be- 
tween each letter. 
But these two things 
are really not as 
difficult as they seem 
at first, it is simply a 
matter of training 
the eye which prac- 
tice alone will over- 
come as there is no 
set rule governing 
the spaces between 
words and _ letters, 
the rule generally 





he SINGLE STROKIf 


By JOSEPH BERTRAM JOWITT 


observed is the width of a single 
brush stroke between each letter and 
three times this width between each 
word. 

The advantage the beginner has in 
learning the italic letters first, is that 
he learns all the elementary strokes 
used in every design of Roman let- 
ters, and having once acquired the 
natural swing of the brush it is not 
so difficult to acquire the knack of 
making straight upright Roman let- 
ters. 

The accompanying alphabet plate 
demonstrates the easiest way for the 
beginner to preserve a uniform de- 
gree of slant by ruling all lettering 
surface with accurate slanting lines, 





if done in lead pencil all lines may 
alterward- be erased with a piece of 
Art Gum. (Figure the space between 
the ruled line about the width of the 
brush stroke you are using.) The 
legibility of this type depends to a 
large extent on uniformity of slant. 

The beginner may draw light pencil 
guide lines on any desired degree of 
slant and make all downward strokes 
as nearly as possible conform to this 
degree. The brush should be held in 
precisely the same position you prac- 
ticed penmanship in the “Spencerian- 
Palmer’ days at school. In other 
words, use a free arm movement. 

The beginner should first practice 
the unfinished elements and practice 
strokes shown at the 
bottom of alphabet 
plate before attempt- 
ing to copy the let- 
ters. 

Slant or italics are 
not as legible as up- 
right letters, but 
where contrast or 
certain emphasis is 
required italics are 
generally used. The 
great speed _ that 
work may be turned 
out in this type is 
surprising and if the 
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letters are shaded in a light gray like 
the cards illustrated herewith the 
appearance of the show cards will be 
greatly improved. 

The writer wishes to impress upon 
the beginner the importance of con- 
tinually training the brush to work 
FLAT. The Red Sable hairs in the 
“Rigger” show card brush are fas- 
tened in round ferrules, so when the 
brush is dry it is round. But the 
points or ends of the hair may be 
trained into a flat shap by working 
the hairs backward and forward on 
a piece of paper or cardboard after 
dipping in ink, this process also dis- 
tributes the ink well into the “heel” 
of the brush. A brush dipped into 
the ink and applied to the card with- 
out going through the wiping out 
process will not make uniform 
strokes. 

An easy way to 
stripe a border is 
to draw a pencil 
line around the 
edge of card about 
two inches from 
outside edge, place 
a yard stick or any 
straight edge clos 
to the pencil line 
and proceed to 
stripe by holding 
brush between th 
thumb and index 
finger allowing the 
other finger tips t» 
rest against the 
edge of yard stick, 
as the hand is 
drawn along the 
border it is sure to 
be straight. 

The reader will 
observe that the 
letters are shaded 
with a very light 
gray tint, this shad- 
ing color is pro- 
duced by adding 
just a touch of 
black to say one 


ATALIC ALPHABET 


tablespoonful of white. This amount 
will do a lot of shading and border 
striping. By this method of shading 
even the plainest letters can be made 
to stand out as if raised. The effect 
is best if the shading is done at the 
left using the same size brush and 
keeping away about one-eighth of an 
inch from edge of letters. 

The correct position in which the 
brush should be held has much to do 
with the beginners success. First of 
all, do not grip the brush too tight- 
ly as this will cramp the hand and 
cause it to shake, also be sure that 
the thumb and first two fingers are 
placed well down on the handle just 
above the metal ferrule. Holding a 
brush in this position gives the writer 
complete control and enables him to 
acquire the natural “swing” so neces- 
sary in making sweeps and circles. 





In making all letters up to three 
inches in hehight the first joint of the 
little finger should rest upon the sur- 
face to be lettered. This will give 
the other fingers the necessary sup- 
port to make all straight up and 
down strokes, circles, and  semi- 
circles. 
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WHAT OUR VISITORS HAVE TO SAY 


By SAUNDERS NORVELL 


PROMINENT and well known stove manufacturer 
Aivne sells heating stoves, cooking stoves, ranges, 
etc., in all parts of the United States, has just paid 
us a visit. In discussing catalogue house competition, 
this manufacturer stated that he had just made an inves- 
tigation of the prices made on this line of goods by mail 
order houses, and when the statistics were received, he 
was surprised at the excellent profits they make. 

He said these goods were quoted by the mail order 
houses in their stores at two prices: a cash price and an 
instalment plan price. The instalment plan averaged 
about 10 per cent higher than the cash price. He stated 
it was necessary for the mail order houses in order to 
handle the instalment business on a profitable basis to 
place their cash price high, because if there happened 
to be too great a spread between the instalment price and 
the cash price, it would make a very bad impression upon 
the minds of the retail customers. The customer would 
think that they were making entirely too much profit 
on the goods. 

He said a heater offered for cash at about $75 would 
be offered on the instalment basis at about $85. He 
added that any retail merchant buying his goods at the 
right prices from a manufacturer or a jobber on these 
goods should be able to make a gross profit of from 
45 per cent to 75 per cent. He could not understand 
what the retailers had to worry about in competition such 


as this. 
* * * 


A LEADING hardware jobber in‘the country calls 
and shows us their plan of meeting instalment competi- 
tion. They supply their salesmen with copies in triplicate 
of contract forms to be used in sales made by them to 
their customers. Their service includes contracts made 
for the sale of the following lines: 


Circulating Heaters Stoves and Ranges 


Washing Machines Radios 
Pumping Outfits Refrigerators 
Vacuum Cleaners Furniture 


Guns ($50 and over) 


Their charges for financing the contract are as fol- 
lows: 

If 4 monthly payments are to be made, 3 per cent of 
unpaid bal. of contract. 

If 6 monthly payments are to be made, 4 per cent of 
unpaid bal. of contract. 

If 8 monthly payments are to be made, 5 per cent of 
unpaid bal. of contract. 

If 10 monthly payments are to be made, 6 per cent of 
unpaid bal. of contract. 

If 12 monthly payments are to be made, 7 per cent of 
unpaid bal. of contract. 

We quote from one of their circulars as follows: 


Harness 


“For example: A sale for $125 for which amount a 
contract has been properly filled out, and $25 cash re- 
ceived as a down payment, with the balance payable in 
ten monthly instalments, the remittance to you would be 
$100 less $6, or $94. The remittance to you would be 
made the day contract was approved, unless you desired 
your current account credited with the amount. 

“We suggest that you add from 6 to 10 per cent to 
your cash price to arrive at a fair time sales price, and 
that you always arrange to receive at least 20 per cent 
of the time sales price in cash. 

“In other words, the transactions contemplate: 


(a) Your receiving contract from customers ; 

(b) Assigning and transmitting originals to us and 

receiving almost their face in cash; 

(c) Assuming the responsibility of collection, and 

(d) Making payments to us when due. 

“A service to the independent retailers is primarily 
our object in presenting this Contract Sales plan. It 
must be admitted that too many sales of items mentioned 
above under the partial payment system are made by 
catalogue houses and manufacturers selling direct to con- 
sumers which rightfully belong to the retailer. 

“With our plan of financing, you are on an equal 
basis with this competition. 

“Catalogue house retail stores already established in 
several centers prominently display lines such as cir- 
culating heaters, stoves, ranges, washing machines, 
radios, pumping outfits, vacuum cleaners, refrigerators, 
furniture, etc. It is easy for them to sell from samples, 
so many suggest that you do likewise if you do not 
already have these items in stock? 

“We hope this service may enable you to make many 
additional sales.” 

Financial support of this kind on the part of the job- 
ber seems to us a very practical method of placing the 
retail merchant in a position to compete with all these 
forms of instalment competition. 

> * 


Many years ago we, personally, sold a very intelligent 
retail hardware merchant in the South. He has since. 
passed away. This concern has now developed into a 
very lively jobbing business. This week, the vice-pres- 
ident of this concern called and talked about their ex- 
periences. He told us that business was good with them 
and that they were making money. 

They conduct a large retail store in connection with 
their jobbing business, but travel about ten salesmen. 
At first they covered a wide territory, but they found it 
more and more difficult to obtain business in distant 
points from their headquarters. They found it neces- 
sary to cut prices to influence this business. They have 
now limited their sales efforts to their own natural ter- 
ritory, and by intensive work with their customers, they 
have found that both their.sales and their profits have 
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increased. There has been a marked reduction in their 
percentage of expense. 

This gentleman volunteered the information that while 
larger jobbers occasionally. invaded their territory and 
took some of the business, still, he said, this competition 
was not of a very serious nature. They are just closing 
one of the best years in their history, both in sales and 
profits. Their business for a period covering forty years 
has had its ups and downs, according to whether condi- 
tions were favorable or unfavorable in their territory, 
but the trend of their sales has always been upward. 

He said while some of their competitors were fol- 
lowing the policy of adding retail chain stores, or ac- 
quiring the controlling financial interest in retail stores, 
that they never adopted this plan, and that they had no 
desire to attempt to control the business in their ter- 
ritory by such a plan. He said that while of course the 
control of these’ retail stores might lead to a control of 
their purchases, he believed this advantage was more 
than offset because of the effect that owning and con- 
trolling these stores had upon the purchases of other in- 
dependent retail dealers in the country. 

This gentleman stated that they worked very closely 
with their retail customers—he personally handled their 
accounts, saw them frequently, they carried a very com- 
plete stock of the goods used in their territories and not 
only filled orders complete but filled them very promptly. 
He added that telephone orders were an important and 
increasing part of their sales. 


* * * 


A notuer jobber called who had been doing busi- 
ness for many years in a territory where there were too 
many jobbers for sales opportunities. The hardware 
business in this territory, so he stated, was overworked 
and overdone. The result was cutting in prices and small 
orders that were very expensive to fill. 

Having an opportunity to buy out the business of an- 
other jobber in another territory in a new and growing 
country, where jobbers were not quite so numerous, 
they have adopted one fundamental principle in conduct- 
ing this new business. They propose to carry a very 
complete line of staple goods used in that territory. They 
will buy these lines in sufficient quantity to always have 
a stock when the goods are called for. 

They have made a very careful analysis of their lines 
and have decided upon the principle of not attempting to 
duplicate lines, simply because there are occasional calls 
for certain brands. On the various classes of goods, they 
have decided to pick out the outstanding line, carry a 
complete stock of this line and not duplicate brands. 

This jobber has been brought up in the hardware busi- 
ness. His father was a hardware man before him. He 
states that in his opinion the fundamental thing for a 
local jobber to do is to see that his stock of staple items 
is kept complete at all times, so that the trade in that 
territory, while they should not expect him to have every- 
thing in the hardware line, still will be assured and know 
that their orders for everyday staple selling items will 
always be filled promptly and completely. It is his idea 
that if the trade in his section are led to realize this, if 
they know they can get their orders filled promptly and 
completely, with a low freight rate, a good deal of other 


business, of a more profitable character, will come along 
with the staple goods. “In any event,” remarked this 
hardware man, “our slogan in this new business is to 
be—we have the goods when they are wanted.”’ 

Another interesting idea of this jobber is that we are 
living in an age when everything must be done quickly. 
Salesmen are traveling in automobiles and moving quick- 
ly. Salesmen sell goods quickly. ‘“Therefore,” said this 
jobber, “we propose to get out a catalogue for our sales- 
men and customers at regular intervals with a list of 
goods that we carry, giving brands and sizes but omit- 
ting pictures.” 

Here is a new idea put forth by this jobber. He thinks 
the modern hardware catalogue has too many pictures. 
“Why,” he inquires, “should there be a picture of an 
ordinary axe or hatchet or hammer? Every man in the 
hardware business knows how these goods look. We 
are not selling a bunch of hardware morons who cannot 
buy a thing unless they see a picture of it.” 

His idea is to reduce the expense of getting out a 
catalogue by reducing the number of pictures, condens- 
ing the catalogue and cutting down the expense. Of 
course he is not fanatical in this idea. He realizes on 
certain new goods and other goods, because of their 
peculiar nature, it will be necessary to have pictures. In 
selling specialties, he expects to supply his salesmen with 
a separate folder with full description and photographs 
of these specialties. Pictures of staple and well known 
goods will be eliminated. 

* * * 


Competition is forcing all clear-thinking merchants to 
cut down waste as much as possible. This idea of too 
many pictures in catalogues is new to us. It would be 
curious if we more or less returned to selling goods by 
price lists, such as were used before the war. I have 
in my possession a number of these oldtime price lists. 
They are quite interesting. One of them is that of a 
well known wholesale drug house in St. Louis. This 
price list was published and used in 1852. 1 have an- 
other interesting price list of pre-Civil war days that was 
used by one of the: leading hardware jobbers in Pitts- 
burgh. ‘ 

In glancing over these price lists, it is surprising how 
well the goods are described. I can imagine one of the 
oldtime salesmen taking orders from these price lists 
much more quickly than from the modern enclyclopedia 
of hardware information that is too bulky and cumber- 
some by reason of the great number of pictures used. 


* * * 


A well known jobber calls and inquires why a chain 
of hardware jobbers working with manufacturers, such 
as the chain of drug jobbers in connection with one man- 
ufacturer developed by McKesson & Robbins, could not 
be worked out satisfactorily in the hardware business. 
This jobber seemed to be quite enthusiastic about the 
idea. Having had experience in both the hardware and 
the drug line, I called his attention to certain facts that 
would make it very much more difficult and complicated 
to work out such a plan in hardware than in drugs. 

The main reason is this: A well equipped drug factory 
can make almost all kinds of drugs in one building. 
The manufacture of drugs is simply the mixing of drugs 

(Continued on page 196) 
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COMING CONVENTIONS 


ARKANSAS RETAIL HARDWARE ASSOCIATION Con: 
VENTION, Marion Hotel, Little Rock, May, 1930. Exact 
date to be decided later. L. P. Biggs, secretary, 815 
Southern Trust Building, Little Rock. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT 
AssociaTION, San Francisco, Feb. 11, 12, 13, 1930. 
Headquarters, Hotel Whitcomb. LeRoy Smith, secre- 
tary, 112 Market St., San Francisco. 

CAROLINAS HARDWARE ASSOCIATION CONVENTION, 
June 10, 11, 12, 1930. Place of meeting to be decided 
later. Arthur R. Craig, secretary, 804-806 Commercial 
Bank Building, Charlotte, N. C. 

Itt1no1s Retail HARDWARE ASSOCIATION CONVEN- 
TION AND ExHIBITION, Hotel Sherman, Chicago, Feb. 11, 
12, 13, 1930. Paul M. Mulliken, managing director, Elgin. 

INDIANA RetTaiL HARDWARE ASSOCIATION CONVEN- 
TION, Manufacturers Building, Indiana State Fair 
Grounds, Indianapolis, Jan. 28, 29, 30, 31, 1930. G. F. 
Sheely, secretary, 911-913 Meyer Kiser Bank Building, 
Indianapolis. 

Iowa Retait HARDWARE ASSOCIATION CONVENTION 
AND ExuisiTion, Hotel Savery and Des Moines 
Coliseum, Des Moines, Feb. 11, 1Z, 13, 14, 1930. A. R. 
Sale, secretary, Mason City. 

KENTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
ConvenTION, Brown Hotel, Louisville, Jan. 14, 15, 16, 
17, 1930. J. M. Stone, secretary, 200 Republic Building, 
Louisville. 

LouIsIANA RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Hotel Roosevelt, New 
Orleans, June 9; 10, 11, 1930. Guy Nason, secretary, 
Starkville, Miss. 

MIcHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND Exursition, Grand Rapids, Feb. 18, 19, 20, 
21, 1930. Headquarters, Hotel Pantlind. Exhibition 
will be held at the Klingman Exhibition Building. A. J. 
Scott, secretary, Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis. 

Mississipp1 RETAIL HARDWARE AND IMPLEMENT 
AssociaTION CONVENTION, White House, Biloxi, June 
16, 17, 18, 1930. Guy Nason, secretary, Starkville. 

Missourr RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND Exursition, New Hotel Jefferson, St. Louis, 
Jan. 28, 29, 30, 1930. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

MounTAIN STATES HARDWARE AND IMPLEMENT 
AssoctaTION CoNnvENTION, Jan. 21, 22, 23, 1930. Place 
to be decided later. W. W. McAllister, secretary, 
Boulder, Colo. 

WeEsTERN Retail IMPLEMENT AND HarpwWare As- 
SOCIATION CONVENTION, Kansas City, Mo., Jan. 21, 22, 
23, 1930. H. J. Hodge, secretary, Abilene, Kan. West- 
ern hardware show in connection. L. W. Shouse, Kan- 
sas City, Mo., in charge. 

NaTIONAL RetTaiL HarpDWARE ASSOCIATION CON- 
cress, St. Louis, Mo., June. 1930. Herbert P. Sheets, 
Managing Director, 130 E. Washington St., Indian- 
apolis, Ind. 

Tuirp ANNUAL NaTIONAL House FurNISHING Ex- 
H1BIT, Chicago, Ill., Jan. 19 to 29, 1930. Headquarters, 


Palmer House. Warren Edwards, secretary, 105 West 
Adams St., Chicago, II. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Omaha, Feb. 4, 5, 6, 7, 1930. Headquarters, New 
Paxton Hotel. Exhibition at Municipal Auditorium. 
George H. Dietz, secretary, 414-19 Little Building, 
Lincoln. 

TERCENTENARY CONVENTION AND EXHIBIT OF THE 
New EncLanp Harpware Dea.ers AssociaTION, Me- 
chanics Building, Boston, Mass., Feb. 20, 21, 22, 1930. 
Headquarters, Hotel Statler. George A. Fiel, secretary, 
80 Federal St. Boston 9, Mass. 

New York State Retait HARDWARE ASSOCIATION 
ConvENTION, Rochester, Feb. 4, 5, 6, 7, 1930. Conven- 
tion sessions and exhibition will be at Edgerton Park. 
Headquarters, Seneca Hotel. John B. Foley, secretary. 
510 Hills Building, Syracuse. 

Nortiy Dakota RetatL HARDWARE ASSOCIATION 
CONVENTION AND ExursiTIon, Feb. 11, 12, 13, 1930. 
Place of meeting to be decided later. Charles N. Barnes. 
secretary, Grand Forks. 

Oulo HARDWARE ASSOCIATION CONVENTION ANI 
ExurBition, Columbus, Ohio, Feb. 4, 5, 6, 7, 1930 
James B. Carson, secretary, 315 Mutual Home Build- 
ing, Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIATION 
Convention, Oklahoma City, Jan. 28, 29, 30, 1930. 
Chas. L. Unger, secretary, 207-208 Bloomfield Building, 
Oklahoma City. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
AsSsocIATION, INc., CONVENTION AND EXHIBITION, At- 
lantic City Auditorium, Atlantic City, N. J., Feb. 11, 12. 
13, 14, 1930. Sharon E. Jones, secretary, 610 Wesley 
Building, Philadelphia. 

SoutH Dakota Retait HARDWARE ASSOCIATION 
ConvENTION, Sioux Falls, Feb. 4, 5, 6, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, February, 1930, exact date and place 
to be announced later. H. L. Boyd, secretary, Spring 
Arcade Building, 541 South Spring St., Los Angeles. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBIT, comprising 
the state associations of Alabama, Florida, Georgia and 
Tennessee, Atlanta, Ga., May 13, 14, 15, 1930. Walter 
Harlan, secretary, 701 Grand Theatre Building, Atlanta. 

Texas HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION AND ExuisiTIon, Houston, Jan. 21, 22, 23, 
1930. Dan Scoates, secretary, College Station. 

Vircinia Retatt Harpware ASSOCIATION CONVEN- 
TION, Richmond, Feb. 13, 14, 1930. Thos. B. Howell. 
secretary, Richmond. 

West VircintiA HarpWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Huntington, W. Va., Jan. 21. 
22, 23, 1930. James B. Carson, secretary, 315 Mutual 
Home Building, Dayton, Ohio. 

\Wisconsin Retait HarpwaRE ASSOCIATION CON- 
VENTION AND EXulBiTION, Auditorium, Milwaukee, Feb. 
4, 5, 6, 7, 1930. B. Christianson, secretary, Stevens 
Point. G. W. Kornely, exhibit manager, 1476 Green 
Bay Ave., Milwaukee. 
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Holiday Gifts that Bring Good Will 
and Largé Profits 


















HERE is no reason why the Hardware who sell them and for the individual giver 
Trade should be content to sell the 

moderately priced pocket knives and 

let the jewelers sell all the fine gold ones. 


With increased prosperity this country 







who selects them for Christmas gifts. 


Many progressive hardware dealers are 
selling large quantities of Remington 
is buying more and more valuable pocket knives with gold and pearl han- 
Christmas gifts — gifts that give dles for Christmas gifts and souvenir 


larger profits to dealer and jobber. purposes to manufacturers, bankers, 


insurance companies and other firms 
Remington Gold Handled Knives 
are the finest that can possibly be 
made. Each is custom built by a 
skilled cutler. Blades are hard- 
ened, tempered, and finished by 
the Remington process that 
gives a lasting edge and a mir- 


who wish to build good will among 
valued customers. 


These can be furnished with en- 
graved handles bearing trade 
marks or carrying a special mes- 
sage. Special discounts are 
offered on these quantity pur- 


ror-like brilliance. Handles . 
chases. * 


are 12 carat, solid gold sur- 
faced, that will retain their If you want your share of this 
beauty for a lifetime. The Remington Gold Knife good will write us direct for 
knife pictured here, RG- Se ieee inn 


7079/12, is one of many beautiful patterns and quantity discounts. Don’t delay, the 


complete information, prices 


that can be supplied. Holiday season will soon be here. 
They are builders of good will in more DA PCB ELE 
ways than one—for the dealers and jobbers President 


REMINGTON ARMS COMPANY, Inc. 


The Originators of Kleanbore Ammunition 


25 Broadway, New York City Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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ACTIVITIES OF JOBBERS ASSOCIATION COVERED IN 
SECRETARY-TREASURER FERNLEY’S REPORT 


and that more than 25 per cent of the 
individual items on each order have an 
extension value of less than one dollar. 
The subject of hand-to-mouth buying, 
small orders and broken packages has 
continued to receive our attention. In 
April an inquiry was forwarded to a 
representative group of the members 
for the purpose of ascertaining what 
methods for handling such orders were 
most satisfactory. Replies indicated 
that an extra charge for broken pack- 
ages is considered desirable on some 
lines, but not practical on all. The 
training of salesmen to suggest to re- 
tailers that they order full packages 
yas regarded as most helpful. 

“Demands for other services, the cost 
of which in many instances is out of 
proportion to the profit earned, tend to 
further inflate overhead. Among them 
are requests for rush deliveries, orders 
for special merchandise frequently 
wanted immediately, and the accept- 
ance of merchandise returns at full 
credit without a handling charge of 
any kind. 

“Tt is also pointed out that whole- 
salers have found it necessary to em- 
ploy more salesmen to obtain the same 
volume. Potential customers must be 
given increased attention and in many 
cases the small buyer intensively cul- 
tivated which adds to costs. 

“Higher delivery costs, largely at- 
tributed to the tremendous growth in 
the number of small orders is another 
factor engaging the attention of mem- 
bers. Buyers have been educated to 
expect improved service and the grow- 
ing demand for immediate delivery at 
times necessitates several shipments to 
the same place on the same date. Be- 
cause of increasing competition free 
service of this type has gradually ex- 
tended over larger and larger terri- 
tories, materially adding to the problem. 
The situation is further complicated by 
the practice on the part of many sales- 
men of making undue or unnecessary 
promises to obtain business. 

“Among the possible corrective meas- 
ures which have been suggested are the 
establishment of regular delivery sched- 
ules as well as the education of sales- 
men so that they will endeavor to 
obtain orders for quantities which are 
more profitable and which can be de- 
livered on the regularly established 


schedule instead of at once. 
“Realizing that they can do much to 
improve conditions, place the distribu- 
tion of their products on a basis that 
is more profitable and increasingly at- 
tractive to our members, and eradicate | 





(Continued from page 144) 


uneconomical practices, many manufac- 
turers are utilizing every opportunity 
to cooperate to the fullest extent. 

“Among the practices of manufac- 
turers to which our members most 
seriously object are direct competition, 
the use of too many specialty salesmen, 
failure to provide equitable margins, 
sales to persistent and notorious price 
cutters and sales through agents who 
operate on a commission basis and 
carry no stock. 

“Statements made by members re- 
veal that manufacturers’ competition is 
an important factor in practically every 
section of the country. However, it is 
becoming more generally realized that 
in assuming the wholesaler’s function, 
the manufacturer must also assume his 
costs and overhead. and as a result 
such competition is less pronounced 
than formerly. It is also our belief 
that as the problems of distribution are 
carefully studied by the Hardware 
Council, Government officials and mer- 
chandising experts, it will continue to 
decline in importance.” 

“In order to know how far our asso- 
ciation could go in urging manufac- 
turers to adopt fair policies, an opinion 
was obtained from Felix H. Levy, Esq., 
and distributed to members on Nov. 5 
Mr. Levy reiterated that members in- 
dividually have the legal right to refuse 
to purchase from manufacturers for 
any reason whatever, except as a result 
of concerted action or agreement on 
the part of two or more. 

“On Dec. 5 a copy of Mr. C. J. 
Whipple’s article on “The Inconsistency 
of Distribution’ was mailed to mem- 
bers and most favorably received. Mr. 
Whipple’s views as expressed before 
the manufacturers last October on the 
subject of distribution have been given 
wide publicity and issued in booklet 
form by Harpware AGE. 

“Methods by which manufacturers 
can extend such cooperation have been 
given close attention, especially in our 
industry. It is believed appropriate, 
therefore, to again emphasize the five 
things manufacturers should do in the 
interest of more efficient distribution as 
recommended by the Hardware Coun- 
cil. They are as follows: 

“1, Have a clear-cut distribution policy 
and live up to it. 

“2. Provide adequate compensation for 
the service of wholesalers. 

“3. Adjust package quantities to fit the 
retailers’ requirements, particularly 





incident to the handling of broken 
packages. 

“4, Reduce number of specialty sales- 
men and missionaries who solicit re- 
tailers for orders to be filled by or 
through wholesalers, and save the 
expense of such duplication of effort. 

“5. Discontinue antiquated methods of 
production, packing and office rou- 
tine, to the end that orders may be 
more intelligently and more promptly 
filled; and exercise greater care and 
economy in the preparation and dis- 
tribution of advertising and sales 
help. 


“It is an undisputed fact that per- 
sistent and unwarranted price cutting 
is an evil which materially reduces 
profits. Nevertheless, manufacturers 
unhesitatingly sell those who are no- 
torious and chronic price cutters with- 
out giving the matter serious thought. 
The demoralization that results from 
such practice could be substantially 
lessened if manufacturers more freely 
exercised their legal rights. Under de- 
cisions of our highest courts they may 
sell or refuse to sell anyone for reasons 
sufficient unto themselves. Their re- 
fusal to place their products in the 
hands of those who continuously use 
them as loss leaders would have a most 
beneficial influence, and at the same 
time increase the attractiveness of their 
lines to many who now decline to stock 
them. 

“A very interesting illustration of the 
effects of price cutting was recently 
reproduced in ‘Trends and Indications.’ 
As an example, a product with the total 
manufacturing and sales cost assumed 
at $100,000 was cited. The selling 
price of this article was $133,300, with 
a gross margin of $33,300. The gross 
margin on cost was 33% per cent and 
the gross margin on sales 25 per cent. 

“The fact was brought out that only 
a 5 per cent cut in selling prices meant 
a 20 per cent reduction in margin and 
required a 25 per cent increase in vol- 
ume to make up for the price cut. A 
20 per cent reduction in the selling price 
meant a reduction in margin of 80 per 
cent and required a 400 per cent in- 
crease in volume to make up for this 
lost profit. 

“There is little doubt but that whole- 
salers are at times meeting competition 
of a fictitious type. Rumors of low 
prices at which merchandise is said to 
be obtainable are frequently inaccurate 
and it would seem that our members 


as to the goods of less frequent sale, | could profitably give more careful study 


thus eliminating the extra expense | 


(Continued on page 192) 














HARDWARE AGE for OCTOBER 31, 1929 157 


THIS QUESTION OF PRICE 
as it applies to doorways: 


: AYBE you have wondered why price 
appears to be a secondary consideration 


with R-W engineers. 
The simple obvious answer is that Richards- 
Wilcox prefers not to compete for your favor on 
if the pee ee service and responsibility. 


































The building itself is stationary, but its doors 
must always be readily, easily movable. Their 
| efficient operation depends on both the doors - 
and the proper hardware. When final cost and 
_ correct equipment are the chief considerations, 
R-W doors and. hardware invariably win. 
This has been proved throughout twenty-five y 
years of making the right kind of =" 
for every type and size of doorway. 





Consult an R-W engineer and & 
discover what we mean by “‘“R-W 
Service and Responsibility.’’ 
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F. B. Coates Dies—Was Veteran 
Allith-Prouty Co. Salesman 


A lifetime spent in the hardware busi- 
ness, the last twenty-two years with the 
Allith-Prouty Co., Danville, IIL, was 
brought to a close October 17, when 


Floyd B. Coates of Indianapols, Ind., died 


at the Homelawn Sanitarium, Martinsville, | 


Ind. 


days. 


Mr. Coates had been ill only ten 
He is survived by the widow, Mrs. 





FLOYD B. COATES 


C. Illma Coates, and six children by a for- 
mer marriage. 

“Dad” Coates, as he was effectionately 
known to hundreds of friends and business 
associates, was born near Clifton Springs, 
Canandaigua County, New York, October 
6, 1861, and had just passed his sixty- 
eighth birthday. His childhood was spent 
in Canandaigua County, where he received 
an academic education. At cighteen he re- 


moved to Michigan, where his hardware | 
After a 


career soon started at Cassopolis. 
few years of retail experience he became 
traveling representative for Buhl Sons Co. 
in southern Michigan, and moved his family 
to Battle Creek, where he resided for 
nearly twenty years. 

Here he again engaged in the retail busi- 
ness, as a partner in the firm of Chas. F. 
Bock & Sons. Later he organized the 
Pittman-Coates Hardware Co., Battle 
Creek, which firm he headed until 1908, 
when he again resumed traveling, as a rep- 
resentative for the T. C. Prouty Co., Al- 
bion, Mich., afterward merged into the 
Allith-Prouty Co. 

With his frank, genial nature, Mr. Coates 
made friends readily; and because of his 
sincere interest in the welfare of others, 
and his good judgment and fairness in all 
matters, he held the respect and confidence 
of everyone. As a salesman of the highest 
ability, he was. always glad to impart to 
others unselfishly and with his character- 
istic energy and enthusiasm the knowledge 
that he so thoroughly possessed about the 
many phases of the hardware business. 
“To know him was to love him” sums up 
in a few words the many attributes of his 
character. Always a man and friend worth 
while, he was one whose passing is a loss 
to all. 

Mr. Coates was a member of Calvin 
Prather Lodge No. 717, F. & A. M.; the 
Scottish Rite Masonic bodies of Indian- 
Prather Chapter No. 157, R. A. M.; 


apolis ; 


| Prather Council, No. 100, R. S. M.; De 
| Molay Commandery; Nettie Ransford 
Chapter, Order of Eastern Star; and 


Murat Temple, A. A. O. N. M. S. 


| “Consumers’ Hardware Dollar’ 


Subject of Pittsburgh Talk 


“The Consumers’ Hardware Dollar” was 
the subject of an address by Gordon Grant 
} at the regular monthly meeting of the 
Pittsburgh Retail Hardware Association, 
held at the Roosevelt Hotel in that city 
}on Oct. 25. Mr. Grant brought the Pitts- 
burgh dealers experience gained in a de- 
| tailed study of merchandising in local de- 
partment stores and in Marshall Field & 
Co., Chicago. 


’ 


As Trap Shooter-Salesman 


On Oct. 1 Fred S. Tomlin joined the 
| sales staff of Remington Arms Co., New 
| York, N. Y. He is located in the eastern 
territory, under J. Leonard Clark, district 
sales manager. 

Mr. Tomlin is a nationally known trap 
| shooter and will serve Remington both as 
| a salesman and as a trap shooter. He has 





been shooting over the traps since 1906 and 
has won many championships. His aver- 
age for this year to date is 96.11 per cent, 
having shot at 4475 targets, breaking 4301. 





American Fork & Hoe Co. Buys 
Al Foss Pork Rind Baits 


The American Fork & Hoe Co., manu- 
facturer of “True Temper” fishing rods in 
Cleveland, Ohio, recently effected a merger 
whereby it has become the sole owner 
and proprietor of the well known Al Foss 
Pork Rind Baits, which have heretofore 


| been produced by Al Foss at 2891 E. 79th 


St., Cleveland. 

In a recent announcement the American 
Fork & Hoe Co. states that the Al Foss 
Pork Rind Bait business will be continued 
under the management of its sporting goods 
division, the headquarters of which are in 
Geneva, Ohio. 

All correspondence relative to the baits 
should be addressed to the American Fork 
& Hoe Co., either at the general offices in 
Cleveland or at its sporting goods division 
in Geneva. 





M. J. Lacey Resigns from 
Corning Glass Works 


M. J. Lacey, who began selling Pyrex 
| ovenware almost from its beginning, four- 
| teen years ago, then became assistant sales 
| manager and for the last four years was 
sales manager for the ware, has severed 
his connection with the Corning Glass 
Works, Corning, N. Y. 

Mr. and Mrs. Lacey sailed on the S. S. 





M. J. LACEY 


Berengaria on Tuesday, Oct. 29, for a so- 
journ in Europe. 

M. J., better known as “Jack” Lacey, 
has enjoyed an acquaintance among the 
hardware jobbing, retail and - department 
store trade throughout the land for twenty- 
five years. Before his marketing work 
for Pyrex ovenware he represented the 
American Steel & Wire Co. He was born 
in Wisconsin and always resided there until 
moving to Corning, N. Y., four years ago. 
His plans after this European rest have 
not been announced. 


W. H. Parke Dead—He Was 
Logan-Gregg Vice-President 


W. H. Parke, vice-president of the 
Logan-Gregg Hardware Co., wholesale 
distributor in Pittsburgh, died on Oct. 11 
at his home in that city. 

He was the son of Thomas A. Parke, 
who was one of the partners of George 
B. Logan. When the company was in- 
corporated in 1896 under its present name, 
the younger Mr. Parke became its first 


secretary. After serving in this capacity 
for several years he was made _ vice- 
president. 


Ernest F. Harder Is Dead 


Ernest F. Harder, assistant to the vice- 
president of the Westinghouse Electric & 
Mfg. Co., East Pittsburgh, Pa., passed 
away at his home in East Orange, N. J., 
on Oct. 13, 1929. His death was due to 
pneumonia. Mr. Harder was 71 years of 
age. 

Mr. Harder was one of the first West- 
inghouse employees and remained with the 
organization all the rest of his life. He 
had been assistant to the vice-president 
since 1926. 





Reading matter continued on page 160 
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SIMONDS “Red Streak” Offers 


The First and Only Decided . >) 


Change in Hack Saw Selling ; 




















HEN your customer wants a hack 

saw that will give the most satis- 

faction, sell him the BLADE 
WITH THE RED END—the new “RED 
STREAK” hack saw _ backed by 
SIMONDS nearly a century of experi- 
ence as edge-tool manufacturers. It has 
the advantage of being a new, improved 
blade of the finest steel—SIMONDS 
OWN STEEL—a controlled quality 
product from its foundation to finish. 
This blade is being distributed to deal- 
ers where it dominates the hack saw 
field for quality, customer acceptance 
and satisfactory performance. Backed 
by extensive publicity, new and distinc- 
tive features in merchandising and rapid 
turnover, the “RED STREAK” HACK 
SAW IS THE BLADE on which any 
dealer should concentrate his sales 
efforts for greater hack saw profits. 


It’s DISTINCTIVE—Easy to RECOG- 
NIZE—STRONGLY ADVERTISED. 
. . « The blade with the Red End. 


Ask your jobber or his salesmen 


Simonds Saw and Steel Co. 
“The Hack Saw Makers” Established 1832 


Fitchburg, Mass. 





2) SIMONDS 
“RED STREAK Hack Saw 
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Peden Iron & Steel Co. Changes | 


Name to Peden Company 

At a recent stockholders’ meeting it was 
decided that the Peden Iron & Steel Co., 
wholesale distributors, with headquarters 
in Houston, Tex., would henceforth be 
known as Peden Co. 

The change of name was brought about 
by the greatly increased activities of the 
company. Its officers did not feel that 
the name, Peden Iron & Steel Co., was 
broad enough to denote all phases of the 
business, and so the short, easily remem- 
bered, but not a confusing name was 
selected. 

Announcement has also been made that 
E. G. Edson, former president of E. L. 
Wilson Hardware Co., Beaumont, Tex., 
and Virgil L. Keith, vice-president of 
that company before it was purchased by 
the Peden organization, had been elected 
to the board of directors of Peden Co. 

An increase of $800,000 in capital stock 
was authorized at the recent stockholders’ 
meeting to care for a program of expan- 
sion. 

E. A. Peden is president of Peden Co.; 
D. D. Peden, vice-president and treasurer, 
and FE. D. Peden, secretary and assistant 
treasurer. The company maintains ware- 
houses in San Antonio, Beaumont, and 
Shreveport, La., in addition to the head- 
quarters in Houston. 


Richmond Hardware Co. Will 
Distribute Mansfield Tires 


The Mansfield Tire & Rubber Co., Mans- 
field Ohio, announces the appointment of 
the Richmond Hardware Co., wholesale dis- 
tributor in Richmond, Va., as a new job- 
bing distributor. 

The Richmond Hardware Co. covers 
Virginia and the Carolinas. It is one of 
the largest hardware jobbers operating in 
the middle section of the Atlantic sea- 
board. 


William M. Bunting Dead 


William Miller Bunting, vice-president 
of the Bunting Hardware Co., retail dis- 
tributor in Kansas City, Mo., passed away 
on Oct. 24 at his home in that city. He 
was 63 years of age and had been a resi- 
dent of Kansas City for 25 years. 

Mr. Bunting was active in the social and 
civic life of the city. He is survived by 
his widow, two sons, three brothers and 
a sister. 


Westinghouse Electric Plans 
Weekly Radio Broadcasting 


Inaugurating a good-will series of radio 
programs dedicated to industry, the West- 
inghouse Electric & Mfg. Co., East Pitts- 
burgh, Pa., will endeavor to popularize 
America’s great industries in elaborate pro- 
grams weekly on a coast-to-coast broad- 
casting hook-up. 

A series of presentations, beginning 
Wednesday night, Nov. 6, at 7.30 o'clock 
Eastern Standard time, will be known as 
“The Westinghouse Salutes to Industry.” 





They will be broadcast every Wednesday 
night on the blue chain of broadcasting 
stations, with supplementary networks, of 
the National Broadcasting Co., heading up 
through WJZ, New York City. 

The first of these salutes to industry 
will be a tribute to the iron and steel in- 
dustry at 7.30 o’clock Wednesday evening, 
Nov. 6. 

A 50-piece symphony orchestra, a choir 
of 40 voices, a cast of 20 veteran actors, 
and a production staff utilizing the best 
talent in radio are to be combined, to pro- 
duce what is expected to be one of the 
most pretentious and elaborate radio pres- 
entations ever to go on the air. 

The new productions will be the most 
costly radio presentations ever to be broad- 
cast regularly. They will employ the 
largest cast of musicians and actors of 
any regular program. 

The orchestra will be under the direc- 
tion of Cesare Sodero, maestro of the 
National Grand Opera Co. and nationally 
known conductor. Assisting him will be 
a permanent staff which includes a dra- 
matic director, choir master, a musical 
director, three arrangers and two copyists. 

Dramatic episodes inspired by the his- 
tory, romance, achievements and progress 
of each industry will be introduced in the 
productions. A cast of 20 actors and 
actresses will interpret these episodes. 

Another departure in the productions will 
be that the customary announcer will be 
eliminated. Instead, listeners will hear the 
voice of Pedro de Cordoba, one of Amer- 
ica’s greatest actors. His voice will link 
together the various parts of the program. 


McTammany Heads Sales Staff 
of the B. F. Goodrich Company 


Robert McTammany is now general sales 
manager of The B. F. Goodrich Co., 
Akron, Ohio. He succeeds L. A. Mc- 
Queen, recently resigned. 

Mr. McTammany has been with the 
Goodrich organization for the last 24 years, 
having been at one time central district 
manager of tire sales. Until recently he 
has been on the company’s merchandising 
staff. 


Wagner Electric Corp. Moves 
Two Branch Sales Offices 


Wagner Electric Corp., 6400 Plymouth 
Ave., St. Louis, Mo., announces the re- 
moval of two branch sales offices. 

The Milwaukee sales office has been 
moved from 501 Broadway to 525 Broad- 
way. The St. Louis.sales office is now at 
909-9 Plaza Olive Building, having been 
moved from 505 Shell Building. 

These removals were made necessary by 
increased business requiring more office 
space. 


D. H. Smith Managing Chicago 


Office of Clark Bros. Bolt Co. 


D. H. Smith has been placed in charge 
of the Chicago office, at 221 East Twen- 
tieth St., of Clark Brothers Bolt Co., Mill- 
dale, Conn. 





Frank E. Hopkins President 
Decatur & Hopkins Co., Boston 


At a recent meeting of directors of the 
Decatur & Hopkins Co., shelf hardware 
jobbers in Boston, Mass., Frank E. Hop- 
kins was elected to the presidency of the 
company, succeeding his father, the late 
William A. Hopkins, who was president 
and treasurer. 

George S. Wilson was elected vice- 
president and clerk, Arthur W. Briggs is 
the new treasurer, and Harold H. Snow, 
assistant treasurer. Directors consist of 
the officers and Amos L. Taylor. 

The new president is by no means new 
to the hardware trade. He traveled for 
the company fer a score of years. His 
election to the presidency came on his com- 
pletion of 26 years with the firm. 

The interests of the late William A. 
Hopkins will remain in the business for 
a number of years as a trust estate. The 
trustees are Frank E. Hopkins and Amos 
L. Taylor, of the Boston law firm of 
Adams & Blinn. 


Chester C. Stanley Joins 
Flintkote Co. Sales Staff 


Chester C. Stanley has succeeded Harry 
W. Brooks as Maine sales representative 
of The Flintkote Co., manufacturer of 
asphalt shingles and prepared roofings at 
88 Pearl St., Boston, Mass. 

Mr. Stanley has until recently been em- 
ployed by the Keystone Varnish Co., 
Brooklyn, N. Y., selling its products 
throughout the State of Maine. 

Mr. Brooks has become .New England 
sales manager in Boston for the Richard- 
son Roofing Co. 





A. L. Buckley Passes Away 


Arthur Leo Buckley, part owner of the 
Buckley Hardware Co., retail dealer in the 
Hillyard community of Spokane, Wash., 
passed away recently in a hospital of that 
city. He was 50 years of age at the time 
of his death, which was caused by pneu- 
monia. 

Mr. Buckley was born in Rochester, 
Minn. In 1904 he came to Spokane with 
his father and mother. The three Buck- 
leys bought a hardware store, and from 
that beginning has grown the large furni- 
ture and hardware business of the Buck- 
ley Hardware Co. The father passed away 
last January. Mr. Buckley’s brother takes 
charge of one department of the business, 
while the deceased managed the hardware 
and furniture department. 

Mr. Buckley is survived by his widow 
and four children. 





Sterling Grinding Wheel Co. 
Builds New Factory in Tiffin 


A program of expansion, said to involve 
more than $100,000, is now under way in 
the plant of the Sterling Grinding Wheel 
Co, Tiffin, Ohio, a subsidiary of the Cleve- 
land Stone Co. 

A new factory building, providing 18,000 
sq. ft. of floor space, is now in the course 
of construction, and plans have been drawn 
for another structure of similar size. 


(Reading matter continued on page 162) 
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Let it Rain! 


Waterproofed — Weatherproofed — 
a rope that recognizes no season—a 
rope that’s just as flexible wet or dry. 
That is what you sell your customers 
when you handle the Guaranteed Co- 
lumbian Tape-Marked Rope. It will 
actually absorb less water which 
renders it practically rot-proof. 


For strength, durability, waterproof- 
ing and flexibility, order Columbian. 
There is a Columbian jobber near 
you. We will give you his name, 
upon request. 


Columbian Rope Company 
352-80 Genesee Street 


Auburn, “The Cordage City,’ N. Y. 


Branches: New York Chicago Boston 
New Orleans Philadelphia 


BIAN iwisROPE 
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Improved Doo-Klip Grass Shear 


The Alliance Mfg Co., Alliance, Ohio, 
is distributing through regular hardware 
channels an improved “Doo-Klip” grass 
shear. 

The new item has stream-lined, triple- 
ribbed handles, which the manufacturer 





says cannot be sprung ‘out of alignment. 
The handles are finished in jade-green 
enamel. The blades, made from hardened 
tool steel, .are » constructed to be _ self- 
tensioning. 

The hand, arm-and wrist of the user are 
always in natural and comfortable position. 
This tettds to eliminate strain and blisters. 
A patented ‘toggle action forces the upper 
and lower blades into perfect alignment, 
says the manufacturer, who also states that 
the improved Doo-Klip grass shear will 
clip fine or coarse grass with equal ease; 
that ‘the blades ‘will not spread and slip 
over’ tough grass and that there are no 
mechanical bearings to get out of order. 





Nemco Screw Driver Sets 


Nemco Engineering Co., 524 Butter- 
worth St., S. W. Grand Rapids, Mich., has 





placed before the trade two ratchet screw 
driver sets. 

The Nemco heavy-duty ratchet screw 
driver set consists of a solid wood handle, 
four blades and an awl. The blades are 
made of tool steel and can be quickly 
changed and locked into position in the 
handle. 

This handle has a solid metal core and 
ferrule, part of which is in the shape of 
athexagon nut. The ratchet handle can be 
slipped over the blade, onto this nut, and 
gives added leverage in driving a screw 
deep into the wood. 

The Junior Nemco is smaller and has 
been designed for use in difficult places. 
It can be used with its three blades or 
with blades from the senior tool. 

. The company has walnut display stands 
and gift boxes which aid in stimulating 
sales. 


Dixie Cracker Ice Crusher 
S. Haggett is in charge of the New 
York, N. -Y., sales office of the Novelty 


Mfg. Co., Gastonia, N. C, which is mar- 
keting a household ice-crushing set. 





This company’s “Dixie Cracker” consists 
of a 9-0z. polished hardwood mallet with 
a beaded head and an 11-oz. automobile 
tire fabric bag. Both are put up in an 
attractive carton. 

The Dixie Cracker is said to make more 
pleasant and easy the task of crushing ice 
for iced tea, ice packs and various other 
purposes. 





Standard cases hold 50 and 100 sets each, 
weighing about 85 lb per hundred sets. 





Three New Chain Items 


The Bead Chain Mfg Co., Bridgeport, 
Conn., recently announced the appointment 
of the Bridgeport Chain & Mfg. Co. as 
distributors to the hardware jobbing trade 
of three new items which it manufactures. 

The three items are: an electric light 
pull-socket bead chain, a combination lava- 
tory and bath stopper and chain, and a key 
chain of nickel silver bead chain. 

Full details can be secured from the 
Bridgeport Chain & Mfg. Co., Bridgeport. 





Display Rack for Handles 


A new all-metal display rack for the 
proper showing of replacemert handles for 
forks, hoes, rakes and shovels has been 
placed before the trade by Columbus 
Handle & Tool Corp., Columbus, Ind. 

This “SturdE” display rack is 31% in. 
high, occupies a floor space of 27 by 15 in., 
and has a capacity of five dozen handles. 








The rack is finished in brilliant red and 
black. 

The manufacturer has incorporated dis- 
play signs into this rack, which aid in 
convincing the prospective customer to re- 
place a broken handle. This display rack 
is free to dealers with a quantity order 
of replacement handles. 








| 
| 


New Tire Pressure Tester 


A new accurate pressure tester for auto- 
mobile tires has been announced by the 
Dill Mfg. Co, 684 East Eighty-second St., 
Cleveland, Ohio. 

The construction of this tester is such 
that all working parts are on the inside 
of the barrel, thus permitting a firm hold, 
regardless of the position in- which it is 
held, without in any way interfering with 
its register. 

Instead of having the piston come out 
of the barrel, pressure is indicated by 
means of a red sleeve operating inside 
the barrel. The reading is like that of 
a thermometer. A movable band on the 





outside of the barrel is used to push the 
indicator back to normal. 

This pressure tester measures about 334 
in. in length, is neatly finished and care- 
fully calibrated. 


New Red Devil Glass Cutter 


A new glass cutter, known as the Red 
Devil No. 555 stick pin wheel cutter, has 
been. placed on the market by Landon P. 
Smith, Inc., 1082 Springfield Ave., Irving- 
ton, N. J. 

It is said to be an entirely .new style 
of Red Devil glass cutter, accomplishing 
what has been an aim for many years— 
a practical cutter of quickly replaceable 
wheel type with a head entirely devoid 





of clips, screws, grooves, or projections. 
These are apt to mar, scratch or interfere 
with the proper working of the tool when 
used with a straight edge. 

In general appearance, this new cutter 
resembles the Red Devil No. 024, the dif- 
ference being that the No. 555 has a re- 


placeable wheel. These wheels are fur- 
nished, mounted on tempered stick-pin 
axles. The new wheel is inserted by thrust- 
ing the stick pin into the head of the cut- 
ter, where it wedges solidly. 





An Adjustable Closet Bar 


An adjustable closet bar has been de- 
veloped by The Stanley Works, New Brit- 
ain, Conn. It has been designed for hang- 
ing clothes on hangers. 

This closet bar consists of two pieces 
of steel tubing, one of which telescopes 
within the other. Rosettes are securely 
fastened to one end of each tube. 

In addition to the improved appearance, 
the closet bar is said to offer a stronger 
and more rigid support than bars or rods 


_——_ ——-— | 


commonly in use. To apply this product, 
it is only necessary to drive six screws. 
The bar is adjustable to almost any length. 
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SPRING HINGES 








New York Central 
Building 
New York 





“Triplex” Double Acting 
Spring Hinge 


This Imposing 
Building 
Cost $13,000,000 


There must be a reason why Chicago Spring 
Hinges have been selected for so many of the 


World’s finest buildings. 


Is it not because the Owners, Architects and 
Contractors, who strive to build with credit to 
their name or profession, have found Chicago 
Spring Hinges best suited for the buildings which 
they plan and erect? 


these 


The 
coupled with their efficiency and durability has 


~-(CHICAGO)— 


SPRING HINGES 


Look for the Trade Mark 


outstanding quality of hinges 





CHICAGO 








Chicago Spring Hinge Compans. 


U. S. A. 


Covers Two 
Entire 
City Blocks 





“Triplex” Lavatory Door 
Spring Hinge 


It Stands 40 Stories 
to the top of 
the Lantern 


Courtesy New York Central Lines 


Selected for the Finest Buildings in the World 


won for them a place on such well known build- 
ings as: 

New York Central Building, New York. 

Ritz Carlton Hotel, New York. 

Fidelity-Philadelphia Trust Building, Philadel- 

phia. 

New Civic Opera Building, Chicago. 

Union Station, Chicago. 

Russ Building, San Francisco. 


and many others. 


Is not the use of Chicago Spring Hinges on 
such monumental buildings an assurance of their 
satisfactory performance? 


Send for catalog K-42 





~«(CHICAGO)~— 
SPRING HINGES 


Look for the Trade Mark 





NEW YORK 
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‘WASHINGTON LET TER 


Regarding the current lobby investigation by the Senate Committee—August ship- 
ments of enameled sheet-metal ware announced—Prison-made goods bring market- 


(Washington Bureau of HARDWARE AGE) 

The present lobby investigation by 
the Senate Committee has perhaps 
stirred up more active interest in the 
subject than any of the numerous like 
inquiries of the past whose construc- 
tive results have been practically nil. 
The belief exists that the outcome of 
the present inquiry will be the passage 
of the Caraway bill, which will compel 
“lobbyists” to register and state their 
connections, ete., before they will be 
permitted to urge passage of legislation. 
The term “lobbyist” has taken on an odi- 
ous significance not because of the fact 
that legislation is sought but rather be- 
cause of the secret means so often adopt- 
edtobring about legislation. Connections 
are often concealed and ways of get- 
ting legislation are frequently anything 
but open and above board. It is a curi- 
ous fact, too, that legislation legiti- 
mate in every sense of the word many 
times is sought through roundabout, 
quiet, pussyfooting ways, when in real- 
ity infinitely more could be accom- 
plished if those supporting such legis- 
lation would figuratively shout their 
purposes, their connections, and other 
details from the housetops. It probably 
is true that much of the pussyfooting 
is done by agents who want to impress 
their bosses with their so-called influ- 
ence and cleverness«and the necessity 
of adopting mysterious movements to 
gain their object. 

Despite the revelations at the pres- 
ent inquiry, it is plain that business is 
being aroused to the fact that the most 
desirable way to present its case is to 
place it openly on the board, concealing 
nothing. That is being done to a grow- 





ing extent through the organization of | 


trade associations, business groups, 
chambers of commerce, etc., whose ac- 
tivities are often very properly accom- 
panied by widespread publicity of their 
own preparation. To frankly urge 
legislation is as much the right of the 
business man as it is of the farmer, and 
vice versa. And the business man has 
such a right precisely as much as has 
a member of Congress the right to urge 
any kind of legislation for his district, 
and often infinitely greater right. Lobby- 
ists are by no means absent from the 
membership in Congress. It is a common 
practice for members of Congress to 
trade votes among themselves, each to 
advance pet legislation. It is a per- 
nicious habit of the supremest kind. 
The exporter has a right to seek 
higher tariff rates. The importer has 
a right to seek lower rates. Both at- 
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ing problems 
By L. W. MOFFETT 


tempts, however, should be open and 
above board and the sooner this fact is 
perceived the better it will be for all, 
except the pussyfooting professional 
lobbyist who should not be on the pay- 
roll at all and does not accomplish 
nearly so much as he pretends and who 
often does vastly more harm than good. 

It is conceivable that the lobby inves- 
tigation may mean blocking the tariff 
legislation altogether, yet it is probable 
that the great bulk of requests made 
for tariff changes, either higher or 
lower, were frankly submitted and that 
since tariff revision was taken up that 
they should have been given careful 
consideration and legislation enacted. 
It is a fact, however, that even political 
Washington appears to share the view 
of the country at large and does not 
care whether there is any tariff legis- 
lation or not. It is certain that the 
powerful Democratic-irregular Republi- 
can coalition in the Senate has given 
the administration forces a most un- 
comfortable time and that the latter 
likely would be glad to see the entire 
program ditched rather than to have 
to constantly yield whenever attacked 
by the coalition. The latter even was 
able to tack the debenture plan to the 
tariff bill, despite the fact that it was 
rejected with a bang in the farm bill 
after the President assailed the plan 
with a great deal of vigor. It-shows 
the strength of the coalition and there 
is serious doubt that it can be over- 
come, indicating that, despite its being 
made up of minorities it is able to dic- 
tate the kind of tariff law that is to 
be passed or to block the legislation al- 
together. 





The idea of doing things secretly 
rather than openly does not reach back 
to the motive only as it affects legisla- 
tion, but it is a general principle. It 
has just been given further recognition 
by the Federal Trade Commission in 
connection with rules governing trade 
practice conferences. Formerly the 
giving of rebates, refunds, credits, etc., 
to certain purchasers or employees of 
customers was accepted as a group two 
rule, or expressions of the trade, in 
declaring the practice to be unfair. 
Now the term “secret” has been in- 
serted in the rule, so as to cover secret 
rebates, etc., and made a group one 
rule, meaning that the practice is plain- 
ly illegal. 





August shipments of enameled sheet- 
metal ware were 385,162 doz., valued at 





$1,371,354, as compared with 290,532 
doz., valued at $1,097,956 in July and 
358,811 doz., valued. at $1,354,316 in 
August, 1928, according to reports re- 
ceived by the Department of Commerce 
from 18 manufacturers, comprising ap- 
proximately 80 per cent of the industry. 
August shipments of galvanized sheet- 
metal ware were 163,321 doz., valued at 
$673,665, as against 153,958 doz., valued 
at $628,545 in July and 186,864 doz., 
valued at $746,580 in August of last 
year, according to reports received 
from 15 concerns, comprising a large 
proportion of the industry. 





Solution of problems connected with 
the marketing of prison-made goods, 
which include some hardware lines, such 
as hoes arid rakes, must be found but 
in view of the fact that it is essentially 
a state matter because most of the out- 
put comes from state prisons, there is 
little that the Federal government can 
do beyond upholding the States in the 
efforts they may make toward remedy- 
ing the situation. Conclusion to this 
effect is made in a report recently sub- 
mitted to Secretary of Commerce R. P. 
Lamont by a committee of penologists, 
manufacturers and labor representa- 
tives which acted as an advisory body 
to the Department of Commerce in a 
study of prison industries. Tagging of 
prison-made products to distinctly iden- 
tify them from the products of “free” 
labor, one reeommendation held, will 
serve to eliminate one of the chief ob- 
jections raised in connection with the 
marketing of prison goods. According 
to the committee the “differentiation ob- 
vious to the buyer would make it pos- 
sible to sell similar goods even in the 
same retail store with different prices 
for the prison products and the ‘free’ 
products.” The only alternative to this 
tagging method, in the opinion of the 
committee, would be removal of prison- 
made products entirely from the open 
market and this was held to be imprac- 
ticable. 

The nation-wide survey of prison in- 
dustries was undertaken by the De- 
partment as the result of urgent pleas 
by various groups of manufacturers 
who claimed that their respective in- 
terests were being seriously affected by 
the competition of prison goods. The 
study was begun at the request of Her- 
bert Hoover as Secretary of Commerce. 
The Department made it clear that it 
was presenting the facts only as they 
were developed. 
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UNION 


IDEAL 
DRILL CASE 


This 


Reminder 


UNION 


PRODUCTS 
INCLUDE 


Drill Cases 

Twist Drills 

Milling & Gear 
Cutters | 

Hobs 

Reamers 

Taps 

Dies 

Screw Plates 


etc. 
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Size about 
14° 2:92" = 82". 
Weight 38 Ibs. 
Holds wire drills 
from No. 1 to 80. 
Jobbers drills from 


eB 1/32” to 4” by 64ths. 
Bit stock drills may be 
~ Ss ial & kept in top of case. 


List Price, $22 


It gets instant attention. Revolves on base, enabling customers to find 
readily each size drill wanted. Sizes are marked on each drawer. 


Each drawer swings out, but cannot drop and spill contents. When out, 
all drills are easily seen and quickly accessible. Makes inventory simple 
—a glance shows stock. 


Entire case and drawers beautifully finished in olive green lacquer. 
Made of sheet steel, will last a lifetime. Produced in large quantities 
and sold at a price every dealer will appreciate. 







You can sell one or more of these cases to every machine shop. 


Save time—mail coupon NOW. No obligation. 


Union Twist Drill Co. Athol, Mass. 








Gentlemen: Please send prices and full details on your 


Ideal Drill Case. 


Dealer’s Name 


Street 

City State 
Mansfield, Mass. 121 Second Street, San Francisco 
Derby Line, Vermont 11 So. Clinton Street, Chicago 


Rock Island, Quebec G2 Reade Street, New York 
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GENERAL MARKET NEWS 








Hardware Shows 


Increased Activity, 


Especially in Holiday Goods 


NEW YorRK, Oct. 30.—Indicati 
mand, as the holiday season appr 


ve of a growing country-wide de- 
oaches, reports from leading hard- 


ware markets, denote increased activity in Christmas merchandise. 
The customary “rush” season for hardware wholesalers is expected 


to materialize, as usual, early in November. 


excellent for a brisk holiday tr 


Prospects are declared 


ade. Fall and winter, as well as 


staple items continue to move in normally good volume. 
While some factors in the general business situation are not as 
favorable as they might be, conditions as a whole, have shown im- 


provement over the same period 


of last year. 


Recent price revisions, for the most part, have been minor in 


character, although a firmer tre 
lines. The credit situation retai 


Bank Debits Are 7% Lower Than 
in Preceding Week 


Debits to individual accounts, as reported 
to the Federal Reserve Board by banks in 
leading cities for the week ended Oct. 16, 
which included but five business days in 
many of the reporting cities, aggregated 
$18,587,000,000, or 7 per cent below the 
total reported for the preceding week and 
14 per cent above the total reported for 
the corresponding week of last year. 

Aggregate debits for 141 centers for 
which figures have been published weekly 


since January, 1919, amounted to $17,644,- | 


000,000, as compared with $18,939,000,000 
for the preceding week and $15,442,000,000 
for the weeek ended Oct 17 of last year. 


Revenue Freight Loadings De- 
cline 11,733 Cars on Year 


Loading of revenue freight for the week 
ended Oct. 12 totaled 1,179,008 cars, the 
car service division of the American Rail- 
way Association announced on Oct. 22. 

Compared with the corresponding week 


last year, the total for the week of Oct. 12 | 


was a reduction of 11,733 cars, but an in- 
crease of 59,001 cars over the correspond- 
ing week in 1927. The total for the week 
of Oct. 12 was a reduction of 39 cars un- 
der the preceding week this year, with 
reductions being reported in the loading 
of all commodities except coal, coke and 
forest products. 


Canadian Hardware Production 


Established Record in 1928 


Production the 
industry in Canada during 1928 reached a 
new high value for all time at $25131,821, 
according to a statement published by the 


in hardware and _ tools 


nd is apparent in some particular 
ns a satisfactory status. 


Dominion Bureau of Statistics. In 1927, 
the next best year, production was valued 
at $24,470,656, in 1926 at $22,829,695, and 


in 1920 at $22,556,316. 


Corporation and Income Taxes 
Show Material Gains 


Both corporation and individual income 
taxes showed material gains for the quar- 
ter ended Sept. 30, the corporations on the 
basis of a 12 instead of 13% per cent rate, 
as in most of the preceding year, and indi- 
| viduals at the same rates. 

Total income taxes, the Internal Reve- 
nue Bureau announced recently, were $609,- 
466,000, an increase of $98,458,000. Cor- 
poration taxes made up $316,730,000 of the 
| total, a gain of $19,720,000, and individual 
| taxes $292,735,000, an increase of $78,- 
738,000. As to corporations, experts said 
the gain was attributable to excellent busi- 
| ness conditions, stimulated possibly by the 
| reduced tax rate; as to individuals, the in- 
| crease probably was due to the huge profits 
on the stock market in 1928. 


| 
| 
| ae 





Bank Clearings Show Gain of 
20.3% Over Last Year 
Bank clearings in the United States for 
| the week ended Oct. 17, a holiday. week, 
| as reported to Bradstreet’s Journal, aggre- 
gated $14,511,880,000, as against $14,602,- 
264,000 last week, a full week, and $12,- 
062,900,000 in this week last vear, also a 
There is here shown a de- 
per cent 


five-day week. 
crease of six-tenths of 1 





Fewer Business Failures Are 
Reported Than Year Ago 


Business failures for the week ended 
Oct. 17, as reported by Bradstreet’s Jour- 
nal, number 334, which compare with 325 
last week, 407 in the like week of 1928, 
373 in 1927, 353 in 1926, and 327 in 1925. 

The insolvency record compiled by R. G. 
Dun & Co. shows a decided improvement 
for the same week over the returns for 
a year ago. Thus, failures numbering 359 
compare with 480 in the corresponding 
week of 1928, reductions occurring in all 
geographical sections. The decreases range 
from 12 in the West to 62 in the East. 
With the smaller aggregate of defaults, 


| those involving more than $5,000 of lia- 


bilities in each case fell to 212 this week, 
from a year ago. 

Numbering 35, Canadian  insolvencies 
this week compare with 51 reported to 
R. G. Dun & Co. a year ago. 





Landers,-Frary & Clark Lower 
Prices on Two Toasters 


Landers, Frary & Clark, New Britain, 
Conn., announce a reduction in the prices 
of ‘two of its automatic electric toasters. 
The No. E9422 Empire Pattern, in nickle 
plate, will now retail at $10.95, and the 
No. E7222 Lafayette Pattern, in chromium 
plate, will retail at $12.50. 

Dealers’ discounts from these prices will 
as usual apply. 


Store Location Survey Shows 
Trend for Mid-block Sites 


That corner locations are not always the 
most desirable chain-store sites is the con- 
clusion of a survey in the downtown sec- 
tion of an Eastern city, according to the 
Department of Commerce. In one zone, 
in which 264 chain stores are said to rep- 
resent one-third of the entire number of 
business locations, most of them were in 
mid-block locations The greater avail- 
ability and generally lower rents of mid- 
block locations, and the fact that some cor- 
ners are congested to the point of retard- 
ing business, are cited in explanation. 


General Electric Reports 29 Per 


| Cent Sales Gain in Third Quarter 


from | 


| last week, but a gain of 20.3 per cent over | 


the like week a year ago. Canadian clear- 
ings aggregated $408,661,000, against $414,- 


334,000 last week and $433,961,000 in this | 


week last year. 


Orders received by the General Electric 

| Company for the three months ended Sept. 
30 amounted to $116,688,014, compared 
with $90,328,666 for the corresponding 


quarter of 1928, an increase of 29 per cent, 

President Gerard Swope has announced. 
For the nine months ended Sept 30, 

orders received amounted to $337,404,470, 


| compared with $260,686,463 for the first 


nine months of last year, also an increase 


| of 29 per cent. 
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A World of Concise, Helpful Information 
Arranged Scientifically in ThisNew Brush Catalog 


Lines of special information = 
for the hardware trade 















Hundreds of items’ in 
brushes. Brushes for trade 
rf after trade. 

Hi The various uses of different 
i types. 

Divided into  sectionalized 
groups. 

Numerical index. 

Nominal index. 


All arranged in this wonderfully 
complete 96 page new catalog— 
YOURS FOR THE ASKING— 


if not already received. 


A catalog a buyer sure appreciates”—Writes a Cincinnati house 


“No man can be an expert on everything, and the Do you want a number for re-order—the numeri- 
way you have arranged this book tells me just cal index refers you to the page instantly. 

what I want to know, because it is arranged for : 

my needs.” Do you want to extend your brush business—here 
: ; : is a section detailing the many lines of business 
So write for this book. We spent twenty WEOTS: tenis. tetndhion are veed, . 
in building up the knowledge necessary for this 
book’s preparation. We spent months in laying 
it out, classifying the information and _ building 
it for the buyers’ needs. 


Here are sectionalized groups—display pages of 
best sellers—here is a line from one dependable 
house where you can concentrate Your purchases 
a house centrally located, eager to serve and 





Do you want wire brushes, creamery brushes, 
enamel brushes, wire wheel brushes, or any one whose twenty-year growth has been due to three 
of the hundreds of serviceable types we make? things—quality—service—price. 


Write for catalog today if a copy has not already reached you. 


THE MILWAUKEE BRUSH MANUFACTURING Co. 


MAKERS OF 


BRUSHES & BROOMS 


Wire -Siris Tt tLe - Fier ee 


MILWAU 4 


WwIiSsSCONs 



























CLEVELAND: 


HARDWARE 
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(Cleveland office of HARDWARE AGE) 


CLEVELAND, Oct. 29.—Hardware business has improved since the 
first of the month and jobbers’ sales are now better than they were 


at this time last year. 


Sales of winter merchandise have increased. 


This is probably largely due to the fact that many retailers did 
not place orders for their winter lines earlier in the buying season. 
Jobbers are selling considerable‘spring merchandise, particularly 


wire cloth and poultry netting and lawn mowers. 


Steel goods are 


also fairly active for spring delivery. A very heavy demand has 
developed for coal heating stoves of the new fancy circulating types 


and the supply is far below the requirements. 


These stoves did not 


move any too well when they were first brought out, but according 
to jobbers’ reports, their popularity has been established. Electrical 


heating appliances are selling well for the holiday trade. 


There is 


also considerable activity in Christmas tree lighting outfits. 


AUTOMOBILE TIRES AND ACCES- 
SORIES.—While several tire manufac- 
turers have already announced price 
advances around 10 per cent, no an- 
nouncement has as yet been made of an 
Tires 


advance on the Mansfield line. 
are quiet. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B, CLEVELAND: 
Tires and Tubes.—Mansfield tires, 
4-ply balloon, 29 x 4.40, $7.40; tubes, 
$1.50; 30 x 4.50, $8.25; tubes, $1.60; 
29 x 5.00, $9.90; tubes, $1.75; 30 x 5.00, 
$10.20; tubes, $1.80; 30 x 5.25, $11.90; 
$2.00; 31 x 5.25, $12.25; tubes, 
$2.05; heavy duty, 6-ply, 29 x 4.40, 
$9.50; 30 x 4.50, $11.05; 30 x 5.25, 
14.30; 31 x 5.25, $14.70; 33 x 6.00, 
17.55 servic 6-ply, 29 x 
$13.25; 30 x 








J s "e, 
$12.90; 29 x 4.50, 
$13.95; 29 x 5.00, $16.85; 30 x 
of 30 x 5.25, $19.70; 31 x 
5, .35; Liberty, 4-ply, 29 x 4.40, 
5.65; 30 x 4.50, $6.30; 29 x 5.00, $7.95; 
0 x 5.00, $8.20; 31 x 5.25, $9.85; 32 x 
00, 85; high pressure cords, 30 
x 3, $4.40; 30 x 314, $4.75; 31 x 4, 
$8.45; 32 x 4, $9.05. 


AXES.—Orders are still fair. 


JOBBERS’ gh oe Mh RE- 
TAILERS, F.O.B. CLEV 

First grade single pitted, a 
black finished handled axes, $19.50, 
base, per doz.; unhandled, $15.50 per 
doz.; double bitted, handled, $24.50 
per doz.: double bitted, unhandled, 
$20 per doz.; 60c. increase for dozen 
lots weighing 42 to 48 lb. and smaller 
advance for each 6 Ib. additional 
weight increase. 


BATTERIES.—B batteries for radio 
Others are 


sets are in good demand. 
moving fairly well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
B and C Radio Batteries: 


Cc 
No. 7 $1.22 
No. 1.40 
No. 7 2.06 
No. 48: 2.53 
No. 3.00 
No. 3.20 





Dry Cell A _ batteries, No. 7111, 
3514c. in standard packages, 40c. in 
broken lots; Columbia igniter dry cell 
batteries, 32%c. in standard pack- 
ages, 36c. in broken lots. 


BOLTS AND NUTS—Orders are fair 


and steady. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 

Machine and carriage bolts, cut 
thread, hot pressed and cold punched 
nuts and lag screws, less than case 
lots, 60 per cent off list; bolts with 
rolled thread, % in. x 6 in. and 
smaller, 60 and 10 per cent off list; 


additional discount of 10 per cent is 
allowed for full case lots of one size, 


stove bolts, 75 and 10 per cent off 
list; semi-finished nuts in bulk, 60 
per cent off list; 54 per cent for 


packages. 


| BUILDERS’ HARDWARE.—With the 
| seasonal slowing down in building the 








demand is light. 


Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B, CLEVELAND: 

In case lots, lock sets, $5 per doz.; 
heavy strap hinges, 6 in., $1.55 per 
doz.; 8 in., . ~ per doz.; extra heavy 
T hinges, 6 in., $1.80 per doz.; 8 in., 
$2.70 per p Mags "10 in., $4.25 per doz. 
Butts, case lots, 3 in. and 3% in., 
l6c. per pair; 4 in., 2le. per pair; 
for less than case lots, all sizes are 
2c. per pair higher. Butts with sand 
blasted finish are 4c. per pair higher. 
Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.20 per 
doz.; sand blast finish, $1.15 per doz. 


CELL-O-GLASS.—There is a fair sea- 
sonal demand for this product. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Cell-O-Glass in 100 ft. rolls, 12c. 
per sq. ft.; glass cloth in 100 yd. 
rolls, 24c. per sq. yd. 


CHAINS.—Sales are falling off, the 
seasonal demand being about over. 


JOBBERS’ QUOTATIONS TO — 
TAILERS, F.0O.B, CLEVELAND 

Coil ae 3-16 in., $11.85 per ony 
Ib.; % i $10.75 per 100 Ib.; 5-16 i 
$9.25 Jovy “100 Ib.; 3% in., $7. 85 per 106 
Ib. Cow ties, No. 14, $2.75 per doz.; 
No. 15, $2.50 per doz. Tie-out chain, 
60 per cent off list. 


CORRUGATED ROOFING.—Business 
in this line is fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 

28 gage corrugated roofing, 26 in. 
wide, $3.97 for 14% in., and $3.92 for 
214 in., for 10 squares or more. 


| GAME TRAPS.—The demand for game 
traps, which has been unusually heavy 
this season, 
well. 


is still holding up fairly 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Victor traps, No. 0, $1.10 per doz.; 
No. 1, $1.38 per doz.; No. 1%, $2.40 
per doz.; No. 2, $3.36 per doz.; double 
grip, No. 91, $2.44 per doz.; Oneida, 
jump traps, No. 0, $1.59 per doz.: No. 
1, $1.83 per doz.; No. 1%, $2.81 per 
doz.; No. 2, $4.39 per doz. 


GLASS BAKING WARE.—Stimulated 





Jobbers Sales Are Better Than Year Ago. 
Heaters Are Active. Prices Remain Steady. 


by orders for the holidays, this is in 
exceptionally good demand. 
JOBBERS’ Se eL RUELAND: RE- 


TAILERS, F.O.B,. CLEV N 
Casseroles.—Round or oval, 1 qt., 
$1; 11% qt., $1.17; 2 qt., $1.33; square, 
$1.17; casseroles with fancy covers, 
35c. higher. 
Pie Plates.—8 in., 50c.; 9 in., 60c.; 
10 in., 67c. 


Bread Pans.—No. 212, 60c.; No. 214, 


Utility Dishes.—No. 231, 67c.; No. 
232, $1.17. 

Teapots. —2 cups, $1.67; 4 cups, $2; 
6 cups, $2.3 


ICE SKATES.— While business is 
rather slow, skate orders show some 
improvement. 


JOBBERS’ ee A ena. ba RE- 
TAILERS, F.O.B. CLEV 

Union Hardware ay — “1624 
men’s screw clamp skates, polished, 
84c. per pair; No. 162414, same nickel 
plated, $1.19 per pair; No. 524%, 
screw clamp hockey, $1.27 per pair; 


No. 424%, same nickel plated, $1.60 
per pair; women’s skates, No. 5624, 
$1.12 per pair; No. 5624%, same 


plated, $1.44 per pair. Shoe 


$5.25 per pair. 


nickel 
skates, 


NAILS AND WIRE.—The market ap- 
pears to have been stabilized at the re- 
cent decline. Business is rather light. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Nails.—Factory shipment, car 
$2.55 per keg; less than car lots for 
factory and stock shipment, $2.65 per 
keg; other products for stock ship- 
ment, No. 9 galvanized wire, $3.10 per 
No. 9 annealed wire, $2.65 per 
polished fence staples, $3.10 
galvanized fence ata te 
«2.00 


lots, 


100 Ib.; 
100 Ib.: 
per 100 1b.; 
$3.35 per 100 Ib.; 
per keg. 

Barbed Wire. — Lyman, 4-paint 
cattle wire, $2.97 per 80-rod spool; 
hog wire, $3.20 per 80-rod spool. 


POULTRY NETTING AND WIRE 
CLOTH.—Jobbers have booked quite a 
satisfactory amount of business in these 
products for next season following the 
recent announcement of prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B, CLEVELAND: 

Poultry netting, galvanized after 
weaving, 50, 10 and 5 per cent off 
list. Galvanized before weaving, 50, 
10, 10 and 5 per cent off list. Wire 
cloth per 100 sq. ft., 12-mesh, black, 
$1.75; galvanized 14 mesh, $2.25; a. 
mesh, $2.50; bronze, 14- mesh, $5.75; 
16-mesh, $6.50. 


PAINTS AND VARNISHES.—With the 
high price of linseed oil there is talk 
of another advance on mixed paints in 
which linseed oil is used. Demand is 
rather slow. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Mixed paints, first quality, $2.90 to 


coated nails, 


$3 per gal. for colors and $3.05 to 
$3.10 for white. 

sane in drums, 66%c. per 
gal. 


Linseed oil in drums, $1.24 per gal. 
White lead in 100 lb. kegs, 13%c. 
per Ib.; in 50 and 25 lb. kegs, 13%c. 
per Ib.; in 12% Ib. kegs, 14%c. per 
lb. Quantity discount, 500 Ib. to 1 
ton, 10 per cent. One ton or more, 
10 per cent and 4 per cent. 
Enameling lacquers, $1.20 to $1.65 
per qt. 
PREPARED ROOFING.—This is still 
moving fairly well. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B, CLEVELAND: 
Popular grades, light, 83c. per roll; 
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Now! Hardware Dealers 
have 8Profits from every Sale 


ed 


Ge How? Because every man who enters = 
as Me your store to buy one or two drills can be > 
easily sold one of these new handy and attrac- a) 

ret Cleveland Drill Sets containing eight 
rills. 
















































When you sell 
drills this way, 
you sell one or 
two at a_ time. 
When you sell 
“Cleveland” Drill 
Sets, you sell 8 
drills at a_ time 
—with 8 times 
the profit. 


aed 





When these new Cleveland Drill Sets were 
first introduced, hardware dealers everywhere 
realized that a revolution in the method of selling 
small drills had taken place. 

And they were more than justified, because wher- 
ever Cleveland Drill Sets, in their attention-drawing 
display carton, have been properly displayed, the novel 
package, the convenient container has made sales fast 
enough to take the breath away. 

Stock a carton or two of these Drill Sets. They are 
available either in Carbon or High Speed Steel. Put them 
in a place where your trade can see them—and we confidently 
predict you'll sell more drills in a week than you’ve normally 
sold in six months! 











Ask your jobber for Cleveland Drill Sets. If he is un- 
able to supply you, write us and we will gladly put you 


in touch with the Cleveland jobber nearest you. 
There are 8 
drills to the set, 
and 6 sets to the 
carton. Supplied 
in Carbon Steel, 
Set No. 26; Car- 
ton No. 260. In 
Cle-Forge High 
Speed Steel, Set 
No. 57; Carton 
No. 570. 


TWIST DRILL 
COMPAN Y 
CLEVELAND 
NEW YORK-CHICAGO-LONDON 
TRADE MARK REG. U. S. PAT. OFF. AND FOREIGN COUNTRIES SAN FRANCISCO 


The 
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$1.19 
$1.99 


$1.02 
slate 


heavy, 
roofing, 


per roll; 
surface 


medium, 
per roll; 
per roll. 


RADIO EQUIPMENT.—There is brisk 
demand for tubes, but receiving sets are 
moving rather slowly. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B, CLEVELAND: 

Tubes, CX No, 112A, $2.50; CX No. 
326, $2; CX No. 327, $3; CX No. 380, 
$3.50; CX No. 371A, $2.50. Dealers’ 
discount from these prices, 35 per 
cent. 


ROLLER SKATES.—Some buying has 
developed for the holiday trade. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Union Hardware Co. roller skates, 
Nos, 4 and 5, $1.36 per pair for case 
lots and $1.42 per pair for less than 
case lots.. No. 6, $1.45 per pair for 
full case lots and $1.55 per pair for 
less than case lots. 


ROPE.—Jobbers are getting a fair 





: for OCTOBER 31, 


amount of orders for spring shipment. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 


Best grade manila rope at 22%c. 
per lb. for. factory shipment and 23c. 
per lb. for stock shipment; sisal rope, 
l6c. per lb. for factory shipment and 
16%c. for shipment from stock. 


SASH WEIGHTS.—tThese are inactive. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CLEVELAND: 

Sash weichts, $36 per ton, for mill 
shipment, $34 per ton. 


SHEETS.—Galvanized sheets are mov- 
ing fairly well for this time of the year. 
Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CLEVELAND: 
24-gage galvanized sheets, $4.60 per 
100 Ib. 


STOVE PIPE AND ELBOWS.—Late 


1929 








buying has stimulated orders, which are 
more plentiful than recently. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B, CLEVELAND 

6 in., 20 gage stove pipe per crate 
of 25 joints, $3.28 for factory ship- 
ment and $3.55 for stock shipment. 
Same, 26 gage, $3.90 for factory ship- 
ment and $4.25 for stock shipment; 
6 in. corrugated elbows, $1.30 per 
crate for factory shipment and $1.40 
for stock shipment. 


VENTILATORS.—Cooler weather has 
helped to bring out ventilator business, 
which is fairly good. 
VJOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B,. CLEVELAND: 
Continental wood cloth 
ventilators, 9 x 37, f 9 x 49, 
$3.60; 15 x 37, $3.35; 15 x 49, $5; Dia- 
mond E or Liberty ventilators, metal 


frame. cloth covered, 8 x 39, $4.50; 
8 x 47, $5.60; 11 x 39, $4.50; 11 x 47, 
$6.40; 16 x 39, $7.60. All metal Louvre 
type, 7% 33, $3.20; 8 x 33, $4; 8 x 
37, $5. Above prices are net per doz. 





BOSTON: 


New England Wholesale 
Weather uals Are 


(Boston office of HARDWARE AGE) 


BosTON, Oct. 29.—While New England shelf hardware jobbing 
sales continue in good volume, they are not as heavy as they were 


a month ago, nor as large as a year ago. 


Various theories for the 


falling off in retail buying are advanced, the most common being 


weather conditions. 


There have been long periods during the past 


fortnight or so when almost summer temperatures prevailed. Then, 
too, there has been a big deficit in New England rain during the 


past three months. 


A lot of work, especially on farms, has been 


held up because of the drought and retail hardware business has 


been influenced as a result. 


With unseasonably high temperatures 


retailers during the past week naturally have thought little about 


sleds, skates, snowshoes, Christmas goods and the like. 


A year ago 


jobbers .were shipping automobile tires to retailers on spring dat- 


ing. Such shipments materially 


sales, both as regards quantities and value. 


helped to swell jobbers’ weekly 
No spring datings have 


been made thus far in October, another contributing factor to the 


current falling off in business. 


By some of the hardware trade the recent drastic shrinkage in 
stock niarket values is held responsible for at least part of the back- 


wardness of business. 


It is argued that a large number of people 


have been heavy cash losers in stocks, consequently they are not 
spending money as freely as heretofore in the hardware and other 
retail stores.. The big fellows, however, maintain weather conditions 
alone are accountable for the slackening in buying and that just so 
soon as it turns colder and stays so, business will again assume large 


proportions. 


Wire nails have again been reduced 10c. per cwt., making a total 


cut of 20c. for October. 


Poultry netting staples also have been re- 


duced 10c. per cwt. Copper and tin wash boiler prices have been 
revised. Some numbers are up rather sharply and others down as 
much. Bordeaux mixture can be purchased, in case lots, for a little 
less than heretofore, and another Universal toaster has been re- 


duced 10 per cent in cost. 





AUTOMOBILE ACCESSORIES.—Lit- 
tle is doing in tires and tubes. Retail 
stocks are generally limited, but the 
trade is waiting to see if it is to be al- 


lowed to have goods on spring datings. 
Business in tire chains has fallen off. 
In fact, all accessories are in limited de- 
mand. 





Sales Show Decline— 
Declared Responsible 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. BOSTON 
Tires.—Mansfield line, heavy duty, 

straight side, clincher cord, 30 x 31 


in., $5 each; 31 x 4 in., 45; 32 x 4 
in., HE 05; 33 x 4 in., $9.50; 32 x 4% 
in., 15.55; 33 x 5 in., $21. 15; 35 x 


in., $22.70. Discount 10 per cent. 

Tires.—Mansfield lines, balloons, 29 
x 4.40-21, $5.65; 29 x 4.50-21, $6.30; 
29 x 4.75-20, $7.50; 29 x 4.75-21, $7.80; 
29 x 5.00-22. $9.70; 29 x 5.25-20, $9.55; 
29 x 5.25-21, $9.85. Discount 10 per 
cent, 

Tires.—Mansfield line, balloon, six 
ply, 30 x 4.50-21, $11.05 each list; 30 
x 5.25-20, $14.30; 30 x 5.50-20, $16.15; 
35 x 6.00-23, $19. Discount 7% per 
cent. 

Tubes.—Mansfield line, 12 to the 
earton, 27 x 4.40-19, $15.00 per car- 
ton list; 30 x 4.50-21, $18. Discount 
10 per cent. In less than carton lots, 
10c. per tube should be added to the 
costs. 

Tubes.—Mansfield line, six to the 
carton, 30 x 4.75-21, $9.90 per carton 
list; 31 x 5.00-21, $10.50; 30 x 5.25- 
20, $11.40; 29 x 5.50, $12.90; 30 x 
5.50-20, $13.50;.30 x 6.00-18, $12.90; 31 


x 6.00-19, $13.20; 32 x 6.00-20, $13.80; 
33 x 6.50-21, $16.50. Discount 10 per 
cent. In less than carton lots, 10c. 


per tube should be added to the cost. 
Tire Chains.—30 x 3%, $4.50 a pair 
list, 31 x 4, $5.50; 32 x 4, $5.50; 33 x 
; 32 x , he $6.25; 33 x 4%, 

» $6.75; 33 x 5, 
Balloon, 27 


28 x 5.25, $6.75; 29 x " 5.25, $6. 75; 30 x 
5.25, $6.75; 31 x 5.25, $7. One to nine 
pair, discount 30 per cent; 10 to 49 
pair in one shipment, 35 per cent 
discount; 50 pair in one shipment, 40 
per cent discount. 


BORDEAUX MIXTURE. — Jobbers 
have issued new prices on Bordeaux 
mixture, and it is now possible for the 
retailer to buy in case lots for a little 
less than heretofore. 


JOBBERS’ ae Leave TO RE- 
TAILERS, F.O.B. BOS 

Bordeaux ae ty ay :¥ lb. con- 
tainers, 24 Ib. to the case, in less than 
case lots, 26c. a Ib. net; 24 to 500 
lb. lots, 24c. In 4 Ib. containers, 24 
lb. to the case, in less than case lots, 
17c., 24 to 500 Ib. lots, 15c. 


BUILDERS’ HARDWARE.—Builders’ 
hardware is selling better than it has 
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ANNOUNCEMENT 


3 New Items for the Hardware Trade 





THE BEAD CHAIN MANUFACTURING 
COMPANY is pleased to announce the ap- 


pointment of 


BRIDGEPORT CHAIN and MANUFACTUR- 
ING CO. as distributors to the hardware 
jobbing trade of the following articles of 
proven merit. 


ELECTRIC Light Pull Socket Bead Chain—F oi lengthening or replac- 
ing present fixture chain. A simple utility which sells itself. 
Furnished complete with coupling and pendant. A child can 
instantly attach it. No more unsightly strings or ribbons. 
Attractively finished, conveniently packed. 


COMBINATION Lavatory and Bath Stopper and Chain—Adds a touch 
of newness to the bathroom or kitchen sinks and laundry tubs. 
Complete with stopper for quick attaching. Made of nickel 
silver it is sanitary and holds its finish and color for many years. 
Adaptable to varying sized drains. Priced surprisingly low. 


KEY Chain—of nickel silver Bead Chain.» Flexible. Strong. Non- 
kinking. Neat. Enduring finish. Will not tarnish. Quickly 
unfastened. Inexpensive. 


These items are in the class of popular conveniences—almost neces- 
sities—they are articles of daily use in every home, office, factory and 
farm. No need for them has to be created in the public mind. It 
already exists. With the new hardware outlet, a very logical source 
of supply is now available to the consumer which cannot fail to attract 
increased business to hardware stores. 


Full details, with prices and terms may be obtained from the Bridgeport 
Chain and Manufacturing Ce., Bridgeport, Connecticut. 


The BEAD CHAIN MANUFACTURING COMPANY 





BRIDGEPORT, CONN. 
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in some time, according to jobbers. 
Weather conditions have been perfect 
for home construction. 


JOBBERS’ QUOTATIONS TO RE- 

periay F.0.B. BOSTON: 
ock Sets. — Haven design, No. 
11240182, $7.20 each net; No. 11248%- 

2, ‘50; No. 0389H1, $2.20; No. 
0122H2, $3.12; No. 7122B2, $1.75; No. 
731B1, $7.20; No. 0122% H4, $3; No. 
712214 B4, $1.50. 

Butts.—Steel, loose pin, 2 x 2 in., 
$18.15 per 100 pair net, 2% x 2% in., 
$13. 30; 3 x 3 in., $18. 50; 34% x 3% in., 

18.75; 4 x 4 in., $24.75; 44% x 4% in., 
In case ‘lots, one size and one 


$52.15. 
l6éc. 


finish, 3 x 3 in. and 3% 
per pair net. 


CARVERS.—With Thanksgiving about 
a month away, some retailers are evinc- 
ing interest in carving sets. The bulk 
of the retail trade is still indifferent 
to such merchandise. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON: 

Carvers, Beef.—Three-piece, stain- 
yo steel, stag handles, No. 02410, 

, $3.50 a set, net; No. 01430, $5.50; 
Fag “04300, $4; No. 04310, $6; No. 0710, 
$4.50; No. V7020, 8 in., $3; No. V7430, 
$5. With pyrohorn handles, No 
V5130, $5; No. V5250, $7; No. V5410, 
8. Three- piece, in display case, No. 
063, $2.60 a set, net; No. 024, 8 in., 
$2.85; No. 01136, $4. Two- piece sets, 
ebony handles, ‘No. 3943, $1.10 a pair. 

Carvers, Game.—Two-piece, stag 
handles, No. 011%, $4.75 a pair, net; 
No. 025, $2.35; No. 02411, $2; No. 
044111%4, $3.85. Stainless steel, stag 
handles, No. 04300, $2.75 a pair, net; 
No. 04310, $4.25; No. 01410, $5.50. 
Ivory handles, No. V7430, $3.50. Pyro- 
horn — No. V5130, $3.75; No. 
V5250, $4.75. 

Carvers, Bird.—Stainless steel, two- 
piece, stag handles, No. $3.75; 
No. 04310, $3.25. Ivory handles, No. 
V7430, $2.50. 


IRONING BOARDS.—There is a steady 
flow of ironing boards out of jobbers’ 
stocks, but the average order received 
involves a small amount of stock. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. BOSTON: 

Ironing Boards.—Standard, 4% ft., 
ee $24 per doz., net; Town Talk, 


x 3% in., 


LANTERNS.—All things considered, 
October sales of lanterns have been re- 
markably good. A new lantern, the 
Delta Buddy, similar to the regular 
Delta except that it is smaller and takes 
two No. 950 unit cells, which retails at 
$1.50 and costs the dealer 90c., is meet- 
ing with ready sale. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Lanterns.—Hy-lo, $7.50 a doz., net; 
Monarch, $8; with ruby Sten, ‘$9.75: 
Blizzard, $13; with large fount, $14. 25; 
D- Lite, $13; with large fount, $14.25; 
Little | Wizard, $8.50; Underwriters 
mill, $27. In lots of three dozen lamps 
deduct 25c. per doz. from the fore- 
going prices. 

Lanterns. — Miscellaneous, Wall, 
$38.20 a doz., net; roadster, en hand, 
$17.25; driving, left hand, $19.50 

Globes.—Junior Blizzard, in lots of 
less than 5 doz., $1.20 per doz., net; in 
lots of 5 doz., $1.05; Blizzard Fitsall, 
with lock knob, less than 5 doz.. 
$1.25; 5 doz., $1.10; lock know 
ruby — less than 5 doz., $3.20; 

, $3; De-Lite, less than 5 doz., 
"5 doz., $3.15; Little Wizzard, 
less than 5 doz., $1.15; 5 doz. lots, $1. 





Lanterns.—Electric, Utra, 90c. each, 
net; Delta, No. 10, two-cell, $1.65 
each, net; Supreme, No. 200, $12 per 


doz., net; No. 100, $12. 


NAILS.—A still further cut of 10c. a 
keg has been made in wire nails, mak- 
ing a total cut of 20c. during October. 
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Prices for other kinds of nails remain 
as heretofore. Buying is of a hand-to- 
mouth nature. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. BOSTON 

Nails. —Wire, from store, "$3. 20 per 
keg base; from mill, in car lots, $2.45 
per keg base, f.o.b. Pittsburgh; in 
less than car lots, $2.70. Cement 
coated nails, in car lots, $2.75 per 
keg base, f.0.b. Pittsburgh; in less 
than car lots, $3. Cut nails, from 
store, $4.25 per keg base; galvanized 
cut nails, from stock, 8d, and smaller, 
$6.25 per 100 Ib. base; larger sizes, 


$6.85. Mill shipments, 8d, and smaller, 
$5.75 base; larger 'sizes, $6.35. 
Hardened steel floor, direct hip- 


f.o.b. Wareham, Mass.; 
from store, $8.10. Western cut nails, 
direct shipments, in less than car 
lots, $3.50. Tremont cut nails, direct 
a $3.95 per keg, f.o.b. Ware- 
am. 


PISTOLS.—The Daisy air rifle inter- 
ests have just placed with Boston job- 
bers a liquid pistol, No. 6, which retails 
for 10c. each and costs the retailer 80c. 
a dozen. 


ments, $7.60 


POULTRY SUPPLIES.—Jobbers have 
reduced poultry netting staples 10c. per 
ewt. The season in poultry supplies in 
general so far has been highly satisfac- 
tory, and indications are that jobbers 
this year will top 1928 sales. 


JOBBERS’ ayoTATiens TO RE- 
TAILERS, F.O.B. BOSTON 

Incubators.—No. 40, .: 75 each net; 
style E, No. 14, $11.50; No. 16, $19.25; 
No. 17, $25.73; No. 1, $16.25; No. 2, 
$31.15; No. 3, $40.48; No. 4, $47; No. 
5, $74.90. 

Brooders.—Oil burners, No. 27A, 
200 chicken capacity, $12.25 each net; 
No. 28A, 350 chicken capacity, $14; 
No. 80, 350 chicken capacity, $13.20; 
No. 81, 500 chicken capacity, $15.05; 
No. 101, 500 chicken capacity, $18.50; 
No. 102, 1000 chicken capacity, $22.05. 
Coal burners, No. 117, 350 chicken 
capacity, $11.55; No. 118, 500 chicken 
capacity, $15. 05: No, 119, 1000 chicken 
capacity, $18.55. Blectric burners, No. 
90, 50 chicken capacity, $10.15; No. 
91, 100 chicken capacity, $13.83; No. 
92° 200 chicken capacity, $17.33; No. 
93, 300 chicken capacity, $20.65. 

Poultry Netting.—From stock, hex- 
agon, galvanized after weaving, 50 
and 10 per cent discount. Direct mill 
shipments, galvanized after weaving, 
50 and 60 per cent discount. 

Staples.—Galvanized, in 100 Ib. 
kegs, $6.05 per cwt.; in 10 lb. cartons, 
$7.30; in 1 Ib. papers, $8.30; in % Ib. 
papers, $9.05; in %4 lb. papers, $10.80. 
Direct shipments, in car lots, $4.30 
per cwt.; in less than car lots, $4.55. 


THERMOMETERS. — Sales of ther- 
mometers have been somewhat back- 
ward owing to recent weather condi- 
tions, but during the past day or two 
business has picked up materially. Re- 
tail stocks are badly broken. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Thermometers.—Outdoor, plate 
glass to read less than 50 deg., 8 in., 
$8 per doz. net; 10 in., $10. White 


enamel on steel, three point test, 
complete with bracket, $7.20. Storm 
glass and thermometer, 8 in., $7.20. 
Tin. 7 in., $1.20; 8 in., $1.35, $2 and 
$13.20; 10 in., $14.40. Wood framed 
barometer, $6.65 each net. Taylor 
Stormguide, Jr., 4 in. in diameter, $7. 

Indoor. —Standard 


$7.20 per doz. net; 5 in., $3.90; bath 
$10.80; dairy, 8 in., $1. 80; candy 
$14.40: oven, $14.40; fat fry, $1.20 
each. 


TOASTERS.—Universal toaster, No. 
E9422, has been reduced about 10 per 
cent in cost. It is now $7.30 each net 


JOBBERS’ ge ss od TO RE- 
TAILERS, F.0.B. BOSTON 


Toasters.—Electric, Universal, No. 


| number of retail dealers. 





7812, $6.65 each net; No, 9412, $4.35; 
No. 9947, $3; No. E9422, $7.30. 


TOYS.—Toys are selling very well. One 
of the local jobbers had an opening re- 
cently, which was attended by a large 
A sizable 
amount of business was booked. 


WASH BOILERS.—Jobbers have read- 
justed their prices on wash boilers. In 
some instances boilers cost considerably 
less than heretofore and in others quite 
a. little more. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. BOSTON 
Wash Boilers, Copper—_No. 148, 
$45.60 per doz., net; No. 149, $42.90; 
No. 8, $40.20; No. 9, $42.60. 
Wash Boilers, Tin.—No. 81X, $23 
per doz., net; No. 91X, $24.50; No. 
81XX, $30; No. 91XX, $32 fF 


VENTILATORS.—Ventilators are sell- 
ing well, although business is not near- 
ly as brisk as it was a short time back. 
The average retailer is carrying a good 
assortment of stock. 


JOBBERS’ ae TAL RE.- 
TAILERS, F.0.B. BOSTON bs 
Continental ventilators, 
Air (metal center), No. 63, $2.53; No 
+ $2.80; No. 88, $4.00, and No. 117, 
— prices are NET PER 


De-Flek kt- 


A 9 
$4.00; No. 959, $4.65; 
No. 1537, $8: 65, and No. 1549, $5.35 
These prices are NET PER DOZ 

Continental metal frame, 
ventilators, 
$3.00; 

- 1145, $4.65; No. 1437, $5 
No. $6.00. 


“— te DOZE 
urldsbest hee ventilators, No. 
2, $1.75; No. _ 3 $2.00; No. 4, 


dealer’s p Menace of 33% per cent. 

Diamond E cloth window ventila- 
tors, adjustable, No. 01B, $3.60; No. 
01, $4.40; No. 02, $4.80; No. 08, $5.60; 
No. 1B, $4.40; No. 1, $5.20; No. 2, 
$5.60; No. 3, $6.40; No. 3L, $7.20; No. 
4, $7.60, and No. 5, $8.40. 

These prices are NET PER DOZEN. 

Diamond E, adjustable cloth louver 
ventilators, metal frame, No. 6, 
$6.80; No. 7, $8.00, and No. 8, $10.00. 
Same with bronze wire louver venti- 
lators, all metal, No. 9, $10.00, and 
No. 10, $12.00. These prices are NET 
PER DOZEN. 

Liberty Louver ventilators, all 
metal, No. 33S, $3.20; No. 33L, $4.00, 
and No. 37L, $4.80. These prices are 
NET PER DOZEN. 


WEATHER STRIP.—Despite the warm 
weather of late there has been a re- 
markably good demand for weather 
strip. It is quite evident that retail- 
ers carried over very little stock last 
season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Weather Strip.—Wood and felt, No 
60, full bundles, 12 ft., $1.60 per 100 
ft., net; No. 61, 7 ft., $1.60; No. 61%, 
7 ft., $2.28; No. 62, 7 ft., $2.50; No. 63, 
7 ft., $3.06; No. 64, 12 ft., $3.06; No. 
65, 7 ft., $3.66. Clincher double con- 
tact, No. 70, $1.76 per 100 ft.; No. 71, 
$1.76; No. 71%, $2.48; No. 74, $3.52; 
No. 75, $4.18. Coppered steel and 
felt, No. 70, $1.81; No. 071, $1.96; No. 
071%, $2.56; No. 074, $3.62. 

Reels, 100 ft. to reel, maroon, $3.33 
per reel, net; Victor, flexible felt, 
No. 2, % in., $2.40 per 100 ft.; No. 4, 
% in., $3.20. Door bottoms, brass and 
felt, 36 in., $2.73 a doz., net; 42 in., 
$3.18; bronze, in 100 ft. reels, with 
nails, $3.05 per reel. 
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Socket Wrenches 


A glance at the margin 
of this display shows the 
capacity of each wrench— 
and makes selection for 
the mechanic positive and 
easy. 


One of the standard For complete line of American Swiss 
American Swiss Tool Displays ools write for Tool Catalog 
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* American Swiss 
Mechanics’ Hand Tools and Knurls 


are manufactured with the same quality workmanship and careful ad- 
herence to the standard that for over 30 years has made the “American 
Swiss File of Precision” famous in its field. 

Owing to our very large and assorted finished stock, prompt 
shipments are assured. 

Send for catalog of complete tool line. 





AMERICAN SWISS FILE & TOOL CO. 
400 Trumbull St. EST. 1899 Elizabeth, N. J. 


ALSO MANUFACTURERS OF | 
American Swiss Files of Precision yon og 
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TWIN CITIES: 


(Minneapolis Office of HarpwWwARE AGE) 


MINNEAPOLIS, MINN., Oct. 29.—According to information col- 
lected by one of the large metropolitan dailies in this trade center, 
revenue from agriculture will have advanced in the Northwest 
States at the end of 1930 so that it will be double what it was ten 


years ago. 


Diversification is going forward rapidly with the result 


that the territory is becoming more productive every year. 
Immediate prospects for business are encouraging, if not san- 


guine. 


Indications point to an average year in total business. 


The 


mild weather of the past few weeks has been detrimental to some 
lines of business, but farmers have gone far in their work, which 


will mean better crops next year. 


Fall and winter hardware lines 


are well represented in retail stores, with displays of seasonal items 


in windows and on sales floors. 


Hunting equipment, and radio are 
demanding considerable attention. 


Prices for items shown in this letter are steady, no changes hav- 


ing been made this week. 





AXES.—Demand is steadily improving, 
with stocks well filled. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Sing!e bit, base weight, unhan- 
dled axes, $15 to $16.50; double bit, 
$20.00 to $21.50; single bit, handled, 
$19.25; double bit, handled, $24.25 
doz., net. 


BOLTS.—Call for bolts is steady, with 
stocks ample. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and 
lag screws, 60 per cent from stand- 
ard lists. 


BALE TIES.—Sales are good, with 
prices firm. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. TWIN CITIES: 
Single loop, 9% x 14, $1.51; 9% x 15, 
$1.36; 9% x 14, $1.53 per bundle. 


BRADS.—Deliveries are fair, 
show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wire brads, in 25-lb. box, at 75 per 
cent from lists. 


BUILDING PAPER.—Call for building 
paper continues fair, though there is a 
grading down of the demand. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Red rosin sized building paper, 
$2.60, and tarred felt, $2.80 cwt., net. 


CHAIN.—Sales show a steady market. 
Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Log chain, coppered, 4 
5/6 x 14, $16.75; 3% x 14, 
chain, self colored, % f 
5/16 x 14, $15.25; 34 x 14, $13. 50: proof 
coil chain, y% in., $14. 00; 32 in., $11.25; 
% in., $10.50; 5 in., $10.25 cwt., 
CHURNS.—Call for this line is slightly 
lower. Prices are firm. 
JOBBERS’ og tag tee TO RE- 
TAILERS, F.O.B. TW CITIES: 
Barrel type Sivan. a3. -5 per cent 
from lists. 
COAL HODS.—Demand is on the in- 
crease in the retail stores. Stocks are 
well filled and prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Prices 





Coal hods, japanned, open, 17-in., 
$3.25 18-in., $3.85; funnel, 17-in., 
$4.30; 18-in., $4.90; galvanized, open, 
17-in., $4.70; 18-in., $5.10; funnel, 
17-in., $5.80; 18-in. '36. 30 doz., net. 


EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Call for this 
line is still good. Prices show no 
changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Eaves trough, 5-in., slip joint, sin- 
gle head, galvanized, in crates, $5.25: 
6-in., $6.40; conductor pipe, 3-in., in 
cartes, not nested, $4.90; 4-in., $6.85 
per hundred feet; conductor elbows, 
3-in., $1.73; 4-in., $2.88 doz., net. 


FIELD FENCE.—Sales are tapering 
off for the year. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Field fence, 9 ga., top and bottom, 
11 ga., intermediate, 26 in. high, 





$36.69 per 100 rods net, with other 

heights in proportion. | 
FILES.—Demand is good, with stocks 
well filled. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
and 


Nicholson files, 50 per cent, 
jobbers’ brands, 60-10 per cent from 
list. 

GALVANIZED WARE. — Sales are 
steady, with good volume. Prices are 


firm as quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN-CITIES: 


Standard, galvanized pails, 10-qt. 
$2.70; 12-qt., $2.85; 14-qt., $4.70; stoch 
pails, 16-qt., $4.70; 18-qt., 5.50, 
standard tubs, No. 1, $7.15; No. 2, 
$8.00: No. 3, $9.85: heavy, No. 1, 
$13.20; No. 2, $14.40; No. 3, $15.60 
doz., net. 


GLASS AND PUTTY.—Demand is very 
good, and dealers are keeping their 
stocks well filled. Prices have not 
changed. 

JOBBERS’ oe eter TO RE- 

TAILERS, F.O.B. TWIN CITIES: 

Single and double strength A grade 
glass Minnesota prices, 83 per cent 

from lists: strictly pure putty, in 50- 

Ib. steel drums, $5.35 cwt., net. 
NAILS.— Deliveries are fair, with 
stocks being graded down for the end of 
the season, Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 





TAILERS, F.0.B. TWIN CITIES: 
Reading matter continued on page 176 


Immediate Prospects Are Very Encout- 
aging—Prices Remain Steady 


Standard wire nails and cement 
coated wire nails, $3.00 per 100-Ib. 
keg, base. 


PYREX OVENWARE.—This line is be- 
coming more interesting as cooler 
weather approaches. Stocks are well 
filled and prices are firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 6238, casseroles, $1.00; No. 643 
casseroles, $1.17; No. 634 casseroles, 
$1.31; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 

24 tea pots, $2.00; No. 26 tea pots, 
$2.33; No. 953 percolator tops, 7c. 
each, net. 
REGISTERS.—Deliveries are showing 
a good volume, with prices unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 

ROPE.—Demand is steady, with fair 
volume. Prices have not changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade manila rope, 24c., base; 
best grade sisal, 17%4c. Ib., base. 

SANDPAPER.—Abrasives are stil] sell- 
ing well. Stocks are ample and prices 
steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 78c. per box of 75 sheets; gar- 
net No. 1, $15.68 per ream, net. 

SASH CORDS AND WEIGHTS.—De- 
mand is tapering off on this line, as 
building is being finished for the year. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. TWIN CITIES: 


Sash cord, best grade, 65c. lb. base; 
second grade, 38c. Ib.; third grade, 
27c. lb., base. net, and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS.—Sales are fair, with stocks 
ample. Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent: round head blued, 40 per cent: 
flat head brass, 37% per cent: round 
head brass, 321% per cent from lists. 


SIDEWALK SCRAPERS.—Retail sales 
have not yet started, but dealers have 
their stocks in readiness. Prices show 


no changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Sidewalk cleaners. True Temper, 
x 5-in. blade, $7.20; Rough and 
Re ady, same size, $5.35 per doz., net. 


SKATES.—Roller skates are still pop- 
ular with the kiddies, and sales are fair. 
Prices on ice and roller skates are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Ice skates, Nestor Johnson North 
Star, Aluminum, $6.75; nicke! plated, 
$5.75; Union, No. 590 and 590L, $5.25: 
No. 595 and 595L, $5.25; No. 550, $6.00 


pair, net. 

No. 5 bas 
No. 6, $1.65; No. 4, $1.45; No. 130, 
$1.80; No. 130L, $2.00. 

Winchester, Boys’, No. W1B, $1.30; 
Girls’, No. W1G, $1. 40. 

Chieftain, $1. 46 pair, net. 

SNOW SHOVELS.—Stocks are in read- 
iness for retail demand. Prices are 


firm. 


Union roller skates, 
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JOBBERS’ QUOTATIONS TO RE- JOBBERS’ QUOTATIONS TO RE- $4.80; No. 03, $5.60; No. 1B, $4.40; 
TAILERS, F.O.B. TWIN CITIES: TAILERS, F.O.B. TWIN CITIES: No. 1, $5.20; No. 2, $5.60; No. 3, 
Snow shovels, steel blade, straight Crystallized stove boards, 28 x 28, $6.40; No. 3L, $7.20; No. 4, $7. 0 Oy } : 
handle, $4.15; D handle, $4.65; gal- $16.65; 30 x 30, $19.35; 36 x 36, $27.00 SS oe ae a Wurldsbest, No. | 
vanized steel blade, D handle, 15% x doz., net. 7 15; No. 3, $2.00; No. 4, $2.50; No 
17-in., $10.00; same, 16 x 21-in., $10.65 Stove pipe, uniform, blued, 28-ga., 5) ‘$3.00; No. 6A, $4.00; No. 6B, 
doz., net. knocked down, 6-in., $12.00 per 100 $4.50; No. 6C, $5.00 BACH LIST, with 
dealers’ discount of 33% per cent. 


SOLDER.—Call for solder is still good. 
Prices show no changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Warranted haif and half solder, 
30c. lb., and strictly half and half 
solder, 31c. lb., in 100-Ib. boxes, net. 


STEEL SHEETS.—Deliveries are show- 
ing a fair volume, with prices un- 


changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized steel sheets, 24-ga. 
(base) $5.00; black steel sheets, 24- 
ga. (base), $4.15; Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 
net. 


STEEL TRAPS.—Sales are increasing, 
with stocks well filled. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Victor steel traps, No. 0, $1.10; No. 
1, $1.38; No. 1%, $2.44; No. 2, $3.36; 
Oneida jump traps, No. 0, $1. 59: No. 
1, $1.83; No. 1%, $2.81 doz., net. 


STOVE BOARDS, PIPE, DAMPER 
AND ELBOWS.—Sales are increasing 
steadily, with stocks ready for the de- 
mand. Prices have not changed. 





lengths; elbows, 6-in., common iron, 
corrugated, $1.35; adjustable, char- 
coal iron, $2.00; dampers, cast iron, 
wood handle, 6-in., $1.15; wire handle, 
$1.15 doz., net. 


TIN.—Demand is steady, with fair vol- 
ume. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
8 lb. coating, IC, $14.75 box, nef. 


WHEELBARROWS. — Sales are still 
fair. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Wheelbarrows, barrel type tray, 
best grade, $41.30; second grade, 
$34.70 doz., net; tubular, steel tray, 
$7.20; Gopher garden, $3.75; Ameri- 
can garden, $6.25 each, net. 


WINDOW VENTILATORS.—Sales are 
steadily increasing in this line, with 
stocks well filled. Prices are firm as 
quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Window ventilators; Continental, 
No. 837, $2.80; No. 1137, $3.45; No. 
1145, $4.40; No. 1437, $5.00; De-Flekt- 


Air, No. 63, $2.20; No. 87, $2.60; No. 
88, $3.75; No. 117, $3.75; Diamond E, 
No. 01B, $3.60; No. O01, $4.40; No. 2, 





KANSAS CITY: 


(Kansas City office of HARDWARE AGE) 


KANSAS CiTy, Oct, 29.--The gun and ammunition trade in this 
locality is speeding up as the hunting season progresses and dealers 


are looking for an exceptionally good year in this line. 


An abun- 


dant supply of game in the surrounding territory is undoubtedly a 
factor in the increasing sale of shotguns and shells, and hardware 
merchants are stocking their shelves to meet the demand. 

There is quite a call for children’s vehicles at this time, owing 
largely to an extensive advertising campaign put on by the manu- 


facturers. 


the Christmas trade, and are expecting to do a good business. 


Dealers are placing their orders to meet the wants of 


Such 


things as wagons, velocipedes, bicycles, scooters, etc., are being 
pushed the year around now, although they have for a long time 
been considered only as Christmas merchandise. 

Electrical appliances, which are steadily gaining favor as the 
manufacturers are making them better, are going to be featured as 


Holiday gifts. 
appliances. 


are expected to make a special appeal to the Christmas trade. 


There are quite a few orders being placed for such 
Curling irons, toasters, waffle irons and similar items 


Deal- 


ers seem to realize the advantage of carrying as near a complete line 
as they can, in order to direct Christmas shoppers to the hardware 


store for their purchases. 


Pyrex ware is being stocked by almost every hardware man in 
the territory. Housewives are quick to see and appreciate the 
economy in buying pyrex, and the merchant who handles it is cash- 
ing in on a good part of the women’s trade. 


Sales on stoves, especially of the cir- 
culating heater type, are moving along 
so briskly that wholesalers are pushed 
to fill all orders. Despite the fact that 
the stove manufacturers are working 
to full capacity, there are plenty of 
back orders waiting. Jobbers say this 





is a circulating heater year. Heaters 
are being sold both to farmers and to 
city home owners. Those which use 
coal as fuel are more suitable for the 
country, while the gas-burners are just 
the thing for city use. Seven carloads 
have already been shipped out from one 








WIRE.—Call for wire is fair, with am- 
ple stocks on hand. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized barbed cattle wire, $2.97 
per 80-rod spool; galvanized barbed 
hog wire, $3.18 per 80-rod spool; No. 


9 (base), smooth, galvanized wire, 
$3.45 cwt., and No. 9, smooth, black 
wire, $3.00. 


WRENCHES.—Sales are very good and 
stocks are well filled. Prices show no 
changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Agricultural wrenches, 60-10 per 
cent; key model wrenches, 54 per 
cent; engineer wrenches, 50-50 per 
cent, and Trimo pipe wrenches, | 
per cent from list. Bemis & Call 
long sleeve nut, 10 in., $1.70; 12 in., 
$2.60; 15 in., $2. 75 each, net. 

Snap-on "Wrenches. -— Radio and 
electric sets in metal cases, $2.75; 
No. 101, Master Service Sets, $13. — 
No. 202, Heavy Duty Sets, $3.80; 
404 Flexible Socket Set, $8; No. 608, 
ankones Drain Plug Sockets, $3. 20; 

90, Square Socket Set, $3.70; No. 

1017: Giant Snap-on with extra heavy 


duty ratchet, $27.35 list, less 33% 
per cent discount. 

Crescent, 6 in., $5.64; 8 in., $6.96; 
and 10 in., $8.64 doz., net 


ites of Seasonable Lines Is Feature— 


Prospects Are Good—Prices Are Revised 


jobbing firm here. The prices on these 
heaters are a little less than last year 
and the quality is somewhat better. 

A substantial increase in furnace 
trade is also reported. 

The season on water coolers is over 
now, and jobbers say four times as 
many have been sold this year than 
were marketed during the same period 
last year. 

There is still quite an amount of 
building going-on in the rural sections 
and in Kansas City, which keeps the 
builders’ hardware trade firm. Linseed 
oil is doing well. Business in wagon 
and carriage paint is reported good. 
Dealers are enjoying a nice volume in 
the builders’ line. 

Athletic goods are steady movers. 
The ever-increasing interest in national 
sports is having its effect. Hardware 
dealers are planning on giving this 
equipment an energetic push around 
Christmas, and will try to clean up all 
out-of-season athletic stock that has 
been carried over. 

Prospects for fall and winter are, on 
the whole, pretty promising. Live- 
wire dealers believe that they can make 
this an exceptionally fine year. 

BALE TIES.—tThere is very little call 
for bale ties now as the season is prac- 
tically over. No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS 

Bale ties, 8% ft., 14 ga., $1.39 per 
bundle; 9 o- ne ga, $1.46; 7% ft., ane 


R., $1.08; 8 es: ea. $1.14; $4 
Teen $121; 9 tte ga. 138" 
ft., 15% ga., $1. 00; "sie Bas 1243 iy 


Reading matter continued on page 178 
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The Carborundum Brand 


U.S. PAT. OFF. 


No. 198 
General Purpose Stone 


ERE is a popular stone made to meet a 
H popular demand—a general purpose 
sharpening stone that can be used to put an 
edge on almost any tool— 

Farmers can use it for scythes, grass 
hooks, general knives— mechanics for gen- 
eral edge tools—the handy man for a dozen 
and one sharpening jobs—the householder 
for keeping keen all carving or kitchen 
knives. e 

It’s designed to meet the demand for an 
all around sharpening stone—right grit, 
grade, shape 
how it does sell! 





fast cutting, durable. And 


Retails for Thirty Cents 


Order a Trial Dozen and you will be back for more— 
P From Your Jobber or Direct 


The CARBORUNDUM Company 
NIAGARA FALLS, N.Y. 


Canadian Carborundum Co., Ltd., Niagara Falls, Ont. 
SALES OFFICES AND WAREHOUSES IN New York, Chicago, Boston, Philadelphia, 
’ : Cleveland, Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids 
The Carborundum Co., Ltd., Manchester, England 
Deutsche Carborundum Werke, Dusseldorf, Germany 


(Carborundum is the Registered Trade Mark of The Carborundum Company for its Products ) 
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$1.06; 9 ft., 15% ga., $1.13; 7% ft., 

16 ga., $0.88; 8 ft., 16 ga., $0.92; 8% 

ft., 16 ga., $0.97. 
BUILDERS’ HARDWARE.—Busicess 
is still good owing to building activity 
in Kansas City and in the rural dis- 
tricts. Celoglass, which is in season at 
this time, is moving along nicely. Prices 
are steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Case lots of 2% x 2% steel butts, 
old copper and dull ‘brass finish, 
$16.75 a hundred pair; 3% x 3%, $17 
a hundred pair; 4 x 4 $22 a hundred 
pair; heavy steel bevel inside sets, 
case lots, $5.00 per doz.; steel bit- 
keyed front Coor sets, $17.00 per doz. 
set; wrought bronze metal, $2.90 per 
set; cylinder front door sets, wrought 
bronze metal, $6.00 per set. 

CARRIAGE AND MACHINE BOLTS. 
—These are staple articles for which 
there is always more or less demand. 
At present there seems to be no henee | 
in prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 


Small carriage, rolled thread, 50- 
10-10-5 off list; small. carriage cut 
thread, 50-10-5 off list; large carriage 
cut thread, 50-10-5 off list: small 


machine rolled thread, 50-10-10-5 off 
list; small machine cut, 50-10-5 off 
from list as of April 1, 1927. 


“Light up” 





EAVES TROUGH AND CONDUCTOR | 


PIPE.—Every new house requires eaves 
troughs, etc., and there are plenty of 
new houses being built. An increase 
in this line is noted, as in the case of 


other building supplies. Not much | 


change in prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 


28 ga., 5 in. lap joint eaves 
trough, $4.75 per 100 ft.; 28 gage, 3 
in. conductor pipe, $5.00 per 100 ft. 


GRAIN SCOOPS.—After a brisk period 
of selling activity, the season is about 
closed on this item. A good grain crop 
this year has meant many sales of 
scoops for dealers. No changes seen in 
prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O0.B. MISSOURI RIVER 
CROSSINGS: 

Grain scoops, split handle, corru- 
gated bottom, light weight; No. 6, 
$11.50 per doz.; No. 8, $12.50; No. 10, 
$13.50; No. 12, $14.50. 


} 
! 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Embury Mfg. Co. line No. 150, $9.00 
a doz.; No. 151, $11.00; No. 210, $8.25; 
No. 211, $10.00; No. 240, $12.60; No. 
162, $14.00; No. 160, $12.60; No. 156, 
$18.75. 


LAWN SPRINKLERS.—Aside from a 
few orders for future delivery, there is 
little activity now that hot days are 
over. A few minor changes in price 
are noted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Nelson line: Circle, weight per doz., 
12 Ilb., brass top with brass or cad- 
mium plated bottom, $7.25 per doz.; 
Crescent, weight per doz., 12 Ib., 
brass top with brass or cadmium 
plated bottom, $5.90 per doz.; Whir- 
ling Fairy, swivel brass hose con- 
nection, malleable base, I in. high, 
$14 per doz.; Can’t Beat ’Em sprink- 
ler, diameter 3% in., height 1% in. 
weight per doz., 15 ib., $3.05 per doz. 


MILD STEEL BARS. — Construction 
work in Kansas City and elsewhere has 
favorably affected business in this line. | 
Prices remain the same. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Bars, shapes and small angles, 
$3.56 per cwt. base; structural sizes 
and shapes, $3.66 per cwt.; mild steel 
bands, 3-16 and lighter, $4.21 per 
ewt.; steel hoops, $4.66 per cwt.; re- 
inforcing bars, $3.40 per cwt.; cold 
rolled round shafting, $4.16 per cwt.; 
cold roller square bars, $4.66 per cwt. 


| MOPS..—Good business reported. A fac- 





| 
| 
| 
| 


tory campaign sponsoring Betty Bright 
Mop Week has helped dealers a great 
deal. Prices are about the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Betty Bright self-wring mop, 
No. 10, $8.00 per doz.; Betty Bright 
mop cloth, No. 20, $4.00 per doz. 


NAILS.—Building activity has created 
a demand for nails, as well as in other 
builders’ hardware. Slight reduction in 
prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. MISSOURI RIVER 
CROSSINGS: 

Common wire nails, $3.15 per keg, 
base (see new extras). 


| 
| 


| 


campaign on light bulbs | indicates good activity in oils. Carriage 
seems to be extending to the lantern |-and wagon paint is selling well, too. 
line. Prices are the same. 


Frices are just about like they were. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Raw linseed oil in steel-drum lots, 
$1.30 per gal.; boiled linseed oil in 
steel-drum lots, $1.33 per gal. Tur- 
pentine, pure gum spirits, in steel- 
drum lots, 68%c. per gal. 


POULTRY NETTING.—Season is over 
on this item, but a recent reduction in 
prices is an inducement to dealers to 
place orders for spring delivery. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Poultry netting, galvanized before 
weaving, 60-5 off list; galvanized 
after weaving, 55-71% off list. 


| ROPE.—Orders indicate a pretty fair 


demand for rope. Although not so good 


| as it was a month ago, business is still 


: 


| 
| 


| 


| 
| 
| 
| 
| 


being done where farmers need rope for 
fall farming. There has been no change 
in prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Highest quality manila rope, stand- 
ard brands, 24c. per lb., base; No. 2 
manila, standard brands, 22c. per lb. 
base; No. 1 sisal rope, highest qual- 
ity, standard brands, 17c. per Ib.; 
No. 2 sisal rope, standard brands, 
1544c, to 17e. per Ib., base. 


SASH WEIGHTS.—Good business in 
sash weights as a natural result of the 
large amount of building both in the 
city and in the country. Prices have 
remained steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 

In one-ton lots or more, $1.70 per 
ewt.; less than ton lots, $1.80 per 
cwt. 


SCREWS.—Nothing startling to report, 
but there is good trade in screws and 
it will probably continue: as long as 
there is building going on. Same prices 
as before. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Flat head bright screws, 45-20 
per cent off list; round head, blued 
screws, 40-15 per cent off list; flat 
head brass screws, 37%4-15 per cent 
off list; round head brass screws, 
32%4-15 per cent off list. 


LANTERNS.—These are still selling | OILS.—Good trade in oils and paint. | SHEETS.—Business is good and prices 


well in the farming territory. The 


CHICAG 


| Good paint business almost invariably | 


are pretty firm. 


Current Sil oiesauis ‘ai Prospects Continue Ex- 


’ cellent—Toy Shortage May Develop 


(Chicago office of HARDWARE AGE) 


CHICAGO, Oct. 29.—Current movement and prospects continue 
excellent. Not in a number of years has the hardware picture been 
brighter. Urban trade is still somewhat behind country business, 
but the difference is only relative; both fields are prospering. Deal- 
ers in nearly every direction report a healthy demand. 

Holiday goods, most of them, have begun to move in heavy volume, 
especially toys. Observers declare there is sure to be a toy shortage, 
since many factories are already far behind on orders. 

A steady volume of nails and wire is going out to the territory 


in the face of a low, weak market. 


likely to gain concessions. 


Large orders, it is said, are 


Futures for poultry netting at the | fair rate. Prepared roofing is still a 
new 1930 prices are being booked at a | 


brisk item. 


An excellent demand has just devel- 


| oped for specially packed hammers, 
| hatchets and scout axes as hardware of- 


ferings in the coming holiday trade. 
Hunting supplies are backward because 
of the mild weather. 

Early interest in ice skates indicates 
a good movement in that line later. 
Skate manufacturers say skating seems 
likely to prove unusually popular dur- 
ing the winter, providing there is plenty 
of freezing weather. Fall sporting 
goods are moving at a normal rate. 

Retail interest in clocks, now regis- 
tering, forecasts a better sale in that 
line through hardware channels. Elec- 


| trical appliances have not yet got un- 
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dream which 
came true 


“Here’s Heller’s recommendation for your new store, 
Mr. Snyder,” said Mr. Van Hyning, the New York representative 
of W. C. Heller & Company to Snyder & Robbins, Inc., of Asbury 


Park, N. J., several months ago. 


“During the past twenty years,” he continued, “we have proven 
hundreds of times that proper layout, proper equipment, proper 
arrangement of the stock, and proper display of merchandise invari- 
ably increases business and profits.” 


“Well your house ought to know what's what,” agreed Mr. Snyder. 


“We haven't missed it yet, and we have helped a lot of hardware mer- 





Sel 
Sek 


chants breast the tide of competition. Proper merchandise display is 
our whole objective. It never fails to get results.” 

“It’s my objective too from now on,” said Mr. Snyder, “and I’m going 
ahead with your proposition —Let’s take it back to the desk and make 
final arrangements.” 

But you know the rest of the story of this wonderful success if you read 
the October lOth issue of Hardware Age. The dream came true, 
The new Snyder store is Heller equipped throughout. Here’s another 
store that has outstripped competition by acting on the recommenda- 
tion of the hardware merchandising specialists in the Heller field 
organization. 


Tell us your problems. Perhaps we can offer suggestions which will help you. 

There's no obligation—or simply pin this ad to your letterhead, stating size of store 

This will bring you catalog No. 75A, brimful of valuable ideas for the hardware 
merchant who wants more business. 


IE ILILIE IR 


BUSINESS BUILDING STORE EQUIPMENT 
W. C. HELLER & CO., 700 Bryant St., Montpelier, Ohio. N. Y. Office, 20 Vesey St. 
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der full swing, but the feeling of those 
engaged in their manufacture is op- 
timistic. 

Bolts and nuts continue to show a 
good volume. Some betterment is noted 
in the demand for builders’ hardware. 

Chain for nearly every purpose is still 
gathering headway in a strong market. 
Copper rivets and burrs are moving in 
lively fashion, although manufacturers 
are offering slight concessions to hasten 
movement. 


ALARM CLOCKS.—Because of in- 
creasing retail display hardware deal- 
ers are getting a greater share of the 
clock business than ever. Prices steady. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO 

Big Ben, plain dial, $27.48 per doz.; 
Big Ben, luminous ‘dial, $37.92 per 
doz.; Big Ben, De Luxe Nickel, $31.68 
per doz.; Big Ben, De Luxe Nickel, 
luminous dial, $42.24 per dozen; Big 
Ben De Luxe colored, plain dial, 
$31.68 per doz.; Big Ben, colored, 
luminous dial, $42.24 per doz.; Baby 
Ben, plain dial, $27.48 sits doz.; Baby 
Ben, luminous dial, 92 per doz.; 
Baby Ben De Luxe, ceed plain dial, 
$31.68 per doz.; Baby Ben De Luxe, 
nickel, luminous dial, $42.24 per doz.; 
Baby Ben De Luxe, colored plain dial, 
$31.68 per doz.; Baby Ben De Luxe, 
colored luminous dial, $42.24 per doz.; 
American, plain dial, $12.60 per doz.; 
American, luminous dial, $18.96 per 
doz.; American Colored Clocks, $12.60 
per doz.; Sleepmeter, plain dial, $16.80 
per doz.; Sleepmeter, luminous dial, 
$25.20 per doz.; Ben Hur plain dial, 
$21.12 per doz.; Ben Hur, luminous 
dial, nickel, $29.52 per doz.; Ben Hur, 
plain dial, colored, $21. 12° per doz.; 
Ben Hur, luminous dial, colored, 
$29.52 per doz.; Tiny Tim, nickel or 
colored finish, $18.00 per doz. New 
Model Pocket Ben Watches, $12.60 
per doz.; New Model Pocket Ben 
Watches, luminous dial, $18.96 per 
doz. Lots of 2 dozen or more, all one 
kind or assorted, are subject to an 
extra discount of 2% per cent. In 
lots of 6 dozen or more, all one kind 
or assorted, are subject to an extra 
discount of 5 per cent. Westclox and 
Watches, plain and luminous dials, 
may be assorted to obtain quantity 
discounts. 


AUTOMOBILE ACCESSORIES.—Con- 
tinued mild weather is postponing the 
demand for anti - freeze _ solutions. 
Equipment is also slow. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

Spark Plugs. —Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 


pion X, 45c. each; Champion Blue 
Box line, 58c. each; A. C., 58c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 


Chains.—Nonskid, prem pair lots, 
35 per cent discou 
Jacks.—National Rasen, No. 21, 
$1.30 each. 
1% 


Pumps.—Rose, 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3%, Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50; Lib- 
erty, 32 x 4 ; Mansfield heavy 
duty, 32 x 4, vi 50; Mansfield double 
service, 29 x 4.50, ay 8 32 x 6.50, 
$27.60. Tubes, 30 x 3%, Ma nsfield. 
$1.30 each; 29 x 4.40, Mansfield, $1.50 
each; 30 x 3%, Liberty, $1.05 each; 
20 x 4.40, Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 

Less 10 per cent on casings and 
12% per cent on tubes. 

Anti-Freeze Solutions. — Prestone, 
$3.80 per gal. in less than full case 
lots; in full case lots, $3.60 per gal. 


AXES.—Current volume is excellent. 
Former prices hold. 


JOBBERS’ a elon TO RE.- 
TAILERS, F.O.B. CHICAGO 

First quality axes, single bit, han- 
dled, 3 to 4 Ib., $18.75 to $20.00 per 
dozen; double bit, $23.75 to $25.00 per 
doz. Competition grade, single bit. 


in., cylinder, 


BICYCLES.—Movement is 
somewhat. No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Double Bar Motor-Bike Model, 
$26.26; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, $22.60. 


BOLTS AND NUTS.—Volume con- 
tinues satisfactory. Retail interest is 
about the same as that of last year. 
Prices steady. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

Carriage bolts cut thread, 60 per 
cent discount; machine bolts, cut 
thread, 60 per cent discount; all 
stove bolts, 75-10 per cent diScount; 
lag screws, 60 per cent discount. 
All discounts are quoted from ‘“‘full 
case”’ lists. 

BOTTLING SUPPLIES.—Bung tubes 
are about the only active item in this 
line. Prices unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single bottle washer, $4.75 each; 
double bottle washer, $2.75 -each; 
adapter for bottle washer, $1.60 each; 
sugar spacer, $4.25 each; improved 
steel bottle capper, $8.00 doz.; ; crown 
caps, double lacquered in 50 gross 
lots, 1544c. per gross; syphon hose 
sets, $5.00 doz.; 16 oz. clear bottles, 


$5.00 gross. 
BUILDERS’ HARDWARE. — Current 


demand shows some betterment. Prices 
are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

3% x 3% steel butts, old copper or 
dull brass finish, $2.16 per doz. pair 
in case lots; less than case lots, $2.34 
per doz. pair; 4 x 4 steel butts, old 
copper or dull brass finish, $3.00 per 
doz. pair in case lots; less than case 
lots, $3.12 per doz. pair. Heavy steel, 
bevel, inside sets, $6.00 per doz. sets 
in case lots. Steel, bit-keyed front 
door sets, $1.55 per set. Wrought 
brass, bit-keyed front door sets, $2.60 


per set. Cylinder, front door sets, 
$6.00 per set. 
CARPET SWEEPERS. — Business is 
still climbing steadily. No _ price 
changes. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. CHICAGO: 
Bissel’s Standard, $36.00 doz.; Uni- 

versal Japanned, $42.00 doz.; Univer- 


sal, nickeled, $46.00 doz.; Grand 
Rapids, Japanned and colors, $44.00 
doz.; Grand Rapids, nickeled, $48.00 


doz.; American Queen, $54.00; Parlor 
Queen, $56.00. 
CHAIN.—A stronger market continues 
to develop as competitive conditions im- 
prove. Demand is heavy. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

%-in. proof coil chain, $11.00 cwt., 


base; trade-marked coil chains, 40- 10 
per cent list. 


COAL HODS.—Sales are seasonally 
heavy. Prices remain unchanged. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CHICAGO 
Galvanized, 16 in., open $4 doz.; 
17 in., $4.30 doz.; 18 in., $4.70 doz.; 
Japanned, open, in., $2.95 doz.; 
17 in., $3.25 doz.; 18 in., $3.65 doz.; 
Galvanized, funnel, 17 in., $5.35 doz.; 


18 in., $5.80 doz.; 
17 in., $4.10 doz. 


COPPER RIVETS AND BURRS.—No 
reductions in the resale market have 
developed; manufacturers, however, are 
offering small concessions to stimulate 
business. Wholesale movement is brisk. 


JOBBERS’ a bh ey: 4 TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Copper rivets ae burrs, 30 and 5 
per cent discount. 


ELECTRICAL GOODS AND RADIO 
EQUIPMENT.—Feeling in the appli- 
ance trade is excellent; business is ex- 


Japanned, funnel, 





handled, 3 to 4 Ib., $15.60 per doz. 


improving | month. 


The radio demand somewhat 
exceeds that of last October. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Electrical Merchandise. — No. 14 
rubber covered wire, $6.50 per 1000 
ft.; in less than 1000 ft. lots, $6.75; 
No. 18 lamp cords, $11.25 per 1000 ft.; 
in 1000 ft. lots, $10.50; %-in. brush 
brass key socket, 13c. each; 
25, 124%c. each; two-way (Hemco) 
plugs, 30c. each; in lots of 10, 20c. 
each; two-piece attachment plugs, 5c. 
each; dry cells, boxes of 55, 32%c. 
each; less than case lots, 36c. 7. 

Electrical Appliances.—Irons, ot 
Point, $4.20; in lots of six, $3.3 90; 
Sunbeam, $5; in lots of six, 4-75; 
Percolator, Universal 9169, $16.65. 

Radio Seocy™ ~~ B batteries, 
D 779 E, $1.40 each; case lots of 5, 
30; No. 770, each; packages of 

$2.80; No. 771, $2.06 each; packages 
of 5, $1. 92; No. ‘486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2. 06 each. 

Radio Tubes.—UX-201A, T5c.; UX- 
199, $1.20; WxX-227, $1. 50: UG-1714, 
$1. 35; UX- 250, $6.60 each; — 245, 
$2.10 each: UX-224, $2.40 each 


FLINT PAPER.—Trade continues sat- 
isfactory, with no change in the market 
figures. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CHICAGO: 

9 x 11 sheets, in bundles, No. 9, 
$4.05 per ream; same No. 1, $4.85 per 
ream; 8% x 10% sheets, in bundles, 
No. 0, $3.65 per ream; same, No. 1, 
$4.40 per ream; x 11 sheets, in 
boxes, No. 0, 100 sheets per box, 84c.; 
9 x 11 sheets, in boxes, No. 1, 7 
sheets per box, 76c.; 8% x 10% 
sheets, No. 0, 101 sheets per box, 76c.; 
8% x 10% sheets, No. 1, 75 sheets 
per box, 67c. 


FOOTBALL AND BASKETBALL 
SUPPLIES.—Current movement is nor- 
mal for the season. Prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Goldsmith official stemless water- 
proof footballs, $9.35 each; Confer- 
ence footballs, $8.00 each; Scholastic 
footballs, $5.85 each; Amateur foot- 
balls, $1.70 each; boys’ footballs, 
genuine cowhide, $7.75 per doz.; Spe- 
cial basketballs, $14.95 per doz.; Gold- 
smith official basketballs, laceless 
with rubber valve, $14.00 each. 


FURNACE SCOOPS.—An' excellent 
outflow of business continues. No price 
changes. 


JOBBERS’ a gioth oe TO RE- 
TAILERS, F.O.B. CHICA 

D-handle, ..competitive els, $5.50 
per doz.; good grade, hollow-back, 
$9.00 to $10.00 per doz. 


GLASS AND PUTTY.—Though the 
market seems a bit stronger, some con- 
cessions are being made. Trade is 
hardly up to that of last year at this 
time. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount; 
putty, pure grade, $3.90 per 100 Ibs.; 
commercial, $3.15 per 100 Ibs. 


GOLF GOODS.—Trade as yet is not 
showing much volume. Prices un- 
changed. 


JOBBERS’ eb Hed TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Hillerich & Erediey Matched Wood 
Clubs, No. 3A, $30.00 set; Grand Slam 
Irons, chromium heads, $4.00 each; 
Lo-Skore Wood Clubs, rustless shafts 
$3.65 each; Lo-Skore Irons, hickory 
shafts, $2.35 each; Competition Clubs, 
nickel plated heads, aluminum cap 
grip, $1.25 each; Community Clubs, 
Woods and Irons, 80c. each; Craw- 
ford-McGregor Uni-Sets, McGregor 
Duralite Matched Irons (6 in set), 
$36.00 set; Silver King Golf Balls, 








pected to gather greater volume next 
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$7.50 doz.; Royal Golf Balls, $6.50 doz 
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ALUMINUM x beffield GOLD 


Ensemble Packages of 


BRONZE PAINTS 


New in size... the largest package on the market 








for the money. Each package is a complete en- 
semble of a carton of bronze, a separate can of 
bronzing liquid, and a separate mixing dish. 











Approximate covering capacity of contents 
printed on each package. Profits on this item 
come quick and regular . . . begin getting your 
share NOW. Order from your jobber. 











Dealers Make 
on Each Size 


()% 


(Right) Showing the complete 
ensemble in each package, and 
rich, colorful Display Counter 
Cartons. FREE Display Cards 
given with each order. 





"DIE-CUT 
) DECORATIVE 
STENCILS 





Sheffield KLEEN-A-BRUSH Sheffield BRONZE POWDERS Sheffield PATCHING WOOD Sheffield DECORATIVE STENCILS 


| Every item in the Sheffield line is a big profitmaker. The fastest selling line ! 
e al e rs e of profitmakers on the market. Don’t postpone your share of profits. Order oO ers. 


today. And write us for complete catalog. (If dealer, mention jobber’s name.) 
THE SHEFFIELD BRONZE POWDER & STENCIL CO. 
Sheffield Bldg., 5817 Kinsman Road, Cleveland, Ohio 


IF YOU’RE A HIGH GRADE EXPERIENCED SALESMAN with awholesale following, interested in substantially increasing your in- 
come, Sheffield has a limited number of territories that offer better-than -average earnings and complete protection. Write or wire. 
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GRAIN SCOOPS.—Despite the ad- 
vancement of the season, demand is not 
falling off to any considerable extent. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

No. 8, $14 per doz.; No. 10, $15 
per doz.; No. 12, $16 per doz.; No. 
14, $17 per doz. 


HAMMERS. — Specially finished and 
packed hammers, hatchets and scout 
axes are ready sellers in the pre-holiday 
trade. Current volume amounts to a 
real fall boom. Prices steady. 


JOBBERS’ QUOTATIONS is RE.- 
TAILERS, F.O.B. CHICAGO 





Hammers.—First quality, “10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 

Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first | 
quality hatchets, No. 2 broad, $16.40 | 
doz.; medium quality hatchet, No. 2 
shingling, $8 doz.; medium quality 


hatchets, No. 2 broad, $12.50. 
HUNTERS’ SUPPLIES.—The weather 
is considered too mild for heavy volume, 
although initial orders have been good. 
Market firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Drybak waterproof coats, $58.65 per 
doz.; Drybak waterproof paints, $40.00 





per doz.; Red Head brand coats, 
$61.35 per doz.; hip rubber’ boots, 
$5.00 per pair; mackintosh wading 
pants, $16.00 per pair. 


ICE SKATES.—Interest in skating is | 
expected to increase during the winter. | 
Early orders align with that forecast. | 
No price changes. 


JOBBERS’ ac Agpteta yee TO RE.- 
TAILERS, F.0O.B. CHICAGO: 

Union Hardw: ire skates, 
7ée. per pair; No. 524%, 
pair; No. 624, $1.00 per 
dren’s extension bob skates, 
pair; Nestor Johnson Flyer 
$5.25 per pair. 


NAILS, WIRE AND STAPLES.— 
Prices remain fairly steady, although 
concessions are obtainable for large or- 
ders. Volume is good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

L.c.1. quantities, common wire and 
cement coated nails, $2.95 base: car- 
loads, on application; steel cut nails, 
$4 base. 

No. 9 black annealed wire, $3.30 
per cwt.; No. 9 galvanized, plain 
wire, $3.75 per cwt.; catchweight 
spools, galvanized cattle or hog wire, 
$3.85 per ewt.; polished fence staples, 
$3.65 per cwt. 


PAINTS AND OILS.—Volume is light, 


1624, 
$1.15 per 
pair. Chil- 
35e. per 
skates, 


No. 





| continue heavy. 


in keeping with the season. Linseed is 


still uppish. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Linseed Oil, Raw.—Barrel lots, $1.36 
$1.33 per gal. 


per gal.; 5 barrel lots, 

Linseed Oil, Boiled. — Barrel lots, 
$1.39 per gal.; 5 barrel lots, $1.36 per 
gal. 

Denatured Alcohol. — Barrel lots, 


63c. per gal.; steel drums, extra, $10; 


returnable. 


Turpentine.—Drum lots, 70c. per 
gal., net. 

White Lead.—100 lb. kegs, $13.75 
per cwt.; 50 lb. kegs, $14 per cwt.; 
25 ib. kegs, $14 per cwt.; 12% Ib. 
kegs, $14.25 per cwt. 

Shellac (4 Ib. cuts).—White, $2.48 
per gal. in barrels lots; orange, $2.08 
per gal. in barrel lots; second, grade 
white, $2.17; second grade orange, 
$1.82. 

English Venetian Red—lIn barrels, 
5\4c. per lb.; in 100-lb. lots, 6%c. per 
Ib. 

lots, 74sec. per 


Dry Paste.—Barrel 
b 


POULTRY NETTING.—Advance book- 
ings show a fair volume at the newly 
established prices for the 1930 spring 
season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Galvanized before, 61% per cent off 
list; galvanized after, 561% per cent 
off. 


PREPARED ROOFING. — Fall sales 
No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best grade, selected surfaced, 
pared roofing, $2.16 per square; me- 
dium grade, slate surfaced, $1.99 
per square; best grade: tale surfaced, 
$2.10 per square; medium grade talc 
surfaced, $1.43 per square; light 
grade tale surfaced, $1.00 per square; 
red rosin sheathing, $50 per ton. 


PYREX WARE.—Pre-holiday demand is 
beginning to show improvement. Prices 
steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


pre- 


Round casseroles, 1 qt., $12 per 
doz.; 1% qt., $14 per doz.: 2 qt., $16 
per doz.; Oval casseroles, same 
prices as round; 8-in. pie plates, $6 
per doz.; 9-in. pie plates, $7.20 per 
doz.; small utility dishes, $8 per 
doz.; large utility dishes, $14 per 
doz. 


ROLLER SKATES.—A considerable 
advance volume is being booked in the 
form of orders from dealers for spring 
shipments. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

Union line, No. 3, Toc. per pair; 
Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.45 per pair. 





Chicago line, No. 101, $1.30 per pair: 
Nos. 103 and 105, $1.40 per pair; No 
181, $2.65 per pair; Nos. 183 and 185, 
$2.75 per pair. 

Winchester line, No. 3831 (boys’), 
$1.35 per pair; No. 3832 (girls’), $1. 45 
per pair. 

ROPE.—Wholesale demand is normal 
for this time of the year. The sisal 
shortage has resulted in no _ price 
changes. 


JOBBERS'’ pitts 4 TO RE- 
TAILERS, F.O.B. CHICAGO: 
Best manila, wtnadand brands, base, 


22c. per lb.; No. 2 manila, 20c. per 
lb.; finest sisal, 15c. per lb.; No. 2 
sisal, 1444c. per Ib. 


SASH CORD.—Volume is falling off 
slowly. Prices remain unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Standard grade, No. 7, $7.94 per 
doz.; No. 9 per doz.; competitive 
grades, No. 7, $7.45 per doz.; No. 8, 


$8.55 per doz. 
SCREWS.—Sales are satisfactory and 
the market, which has been on an even 
keel for several months, is still steady. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Flat bright screws, 45 per cent; 
round head, blued, 40 per cent; flat 
head, brass, 374% per cent; round 
head, brass, 32% per cent. Larger 
orders 10 per cent less. 

STEEL SHEETS, FLAT OR CORRU- 
GATED.—Mill production is overtaking 
demand. Prices at this market remain 
firm. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

24-gage, galvanized sheets, $4.90 
per 100 ‘b.; 24-gage black sheets, 
$4.05 per 100 Ib. 

TOYS.—Pre-holiday demand has been 
so heavy that many factories are 
swamped with orders. It seems inevi- 
table that shortages will develop. 

JOBBERS'’ at 7 TO RE- 

CHICAGO: 


TAILERS, F.O.B. 
Electric trains, from $4.15 to $30.00 


per set; Structor trucks, $8.00 per 
doz.; Erector sets, No. 1, 67c. each; 
No. 2, $3.33 each; Spirit of Saint 
Louis construction sets, $8.00. per 
doz.; Lincoln Logs, 65c. per set; 
double sets, $1.35 each. 


WIRE CLOTH.—Early orders at the 
new 1930 prices are light. Some con- 
cessions are being made on large mill 
shipments. 
JOBBERS’ QUOTATIONS TO RE- 
‘ CAGO: 


TAILERS, 0.B. CHI 
Black, 12- mesh, $1.80; galvanized, 
14-mesh, $2.40; galvanized, 16-mesh, 


$2.75. Quantity orders command a 
suitable discount from these figures. 





PIT | SBURGRH: 


PITTSBURGH, Oct. 29.—October is turning out to be one of the 
best months of the year with the local hardware trade, and activity | 
in many lines promises to extend well into November. 


holiday items will begin to move 


loaded shells are still very active with retailers, and as this is the 
last week before the opening of the hunting season in Pennsylvania, 
business is expected to be heavier than usual. 
bers are now confined largely to small lots to fill out stocks. 
ators and radiator and register shields have responded well to sales 
stimulation by jobbers and the line is now very active. 


(Pittsburgh office of HARDWARE AGE) 


By that time 
Firearms and 


in large volume. 


Shipments by job- | 
Ventil- | 


Paints and | 


builders’ hardware have tapered off with the colder weather, and 


| cent. 


October Business Is Very Promising— 
Prices Are Generally Steady 


| the season of pronounced activity is 
| nearly over. 


Builders’ hardware has 
remained rather quiet all year, but 
paint business has been very good. 
Prices are essentially unchanged. Lo- 
cal jobbers have not announced higher 
prices on automobile tires and tubes, al- 
though some manufacturers have an- 


| nounced higher quotations. Jobbers’ dis- 


count to retailers on tires is now 12% 
per cent, while on tubes it is 15 per 
Collections in the district are 
moderately good on the average, but 
exceedingly slow in some localities. 


Reading matter continued on page 184 
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INLESS 






Pocket and table cut- 
lery, Scissors, Razor 
Blades, Hammers, 
Squares, Rules, 
Tapes, Golf Clubs, 
Builders’ Hardware, 
Kit Tools, Screws, 
Nails, Skates, Bolts 
and Nuts are ideal 
in Stainless Steel. 











TAINLESS STEEL is many times tougher 

than ordinary steel. It gives us hardware 
that really stands hard wear. 
**Stainless”’ cutlery, brilliant and beautiful 
in its lustre and thoroughly efficient in its 
cutting qualities, is rapidly filling homes, 
hospitals and shops... Nickless golf clubs 
that never need polishing . . . Gun barrels of 
marvelous accuracy that will not pit ...Tapes 
and rules that defy rust and wear... Auto 
accessories . . . Household utensils . . . Every 
item of hardware gains in attractiveness 
when it is made of Stainless Steel. There 


are many reasons why profits follow the 
‘**Stainless”’ items in your stock. 


Rust, tarnish and corrosion . . . those three 
demons of destruction and .their hand- 
maidens . . . stock depreciation, returned 
goods and customer dissatisfaction ... were 
given a “‘set back’? when ‘‘Stainless”’ entered 
the hardware field. 


Stainless Steel is available in Brinell 150 to 
600 and tensile strength 60,000 to 250,000 
pounds per square inch . . . There is a type 
for every need. 


STAINLESS STEEL 


Genuine Stainless Steel is manufactured only under the patents of the 


AMERICAN STAINLESS STEEL COMPANY, COMMONWEALTH BUILDING, PITTSBURGH. PENNA. 

















a a 
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The Pittsburgh steel industry contin- 
ues rather quiet, although conditions at 
the close of the month are better in 
some respects than at the beginning. 
Reduced prices on many lines have 
clarified the uncertainty which formerly 
existed and in some cases have stim- 
ulated the entering of orders which had 
been held in abeyance. Demand from 
the automotive industry promises to 
improve slightly in November as some 
makers are beginning to place specifi- 
cations for future shipment. Placing of 
heavy rail orders will enable production 
to be stepped up in that department in 
the near future. The 1930 price on tin 
plate will be announced in the next two 
weeks and, as this ordinarily leads to 
the placing of most of the 1930 tonnage 
by leading consumers, operations will 
begin to improve in the tin mills. Sheet 
and strip operations average about 75 
and 60 per cent respectively and are 
lower than those on any other product 
except possibly nails and wire. Nail 
prices have again been adjusted down- 
ward and leading makers are now quot- 
ing $2.50 per keg to carload lot buyers 
and $2.40 to larger purchasers. 


ARMS AND AMMUNITION.—This line 
is one of the most active with retailers, 
but sales by jobbers are confined almost 
entirely to small orders to fill in de- 
pleted stocks. The major part of the 
hunting season begins on Nov. 1, and 
the entire month is expected to be a 
busy one for sellers of all hunting sup- 
plies. 


AUTOMOBILE TIRES AND TUBES. 
—tTalk of increased prices persists, but 
leading jobbers have not yet received 
notice of advances from manufacturers. 
Business is very quiet. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Mansfield tires, 4 ply balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 


$8.25; tubes, $1.60; 29 x 4.75, $9.55; 
tubes, $1.70; 29 x 5.00, $9.90; tubes, 
$1.75; 30 x 5.00, $10.20; tubes, $1.80; 
31 x 5.00, $10.65; tubes, $1.85; 32 x 
5.00, $11.75; tubes, $1. 90; 28 x 5.25, 
$11.10; tubes, $1.85; 30 x 5.25, $11.90; 
tubes, $2.00; 31 x 5.25, $12.50; tubes, 
$2.05; 29 x 5.50, $12.65; tubes, $2.25. 

Same, 6 ply, 31x 5.25, $14.70; tubes, 
$2.05; 30 x 5.50, $16.05; tubes. $2.35; 
30 x 6.00, $16.65 tubes, “ 25; 31 x 
6.00, $16.65; tubes, $2.30; 32 x 6.00, 
$16.95; tubes, $2.40; 33 x 6.00, $17. 5D: 
tubes, $2.55. 

Prices in all instances are each, 


and are subject to discounts of 12% 
per cent on tires and 15 per cent on 
tubes. 


BATTERIES. — Flashlight batteries 
continue rather active, and radio dry 
cell units are selling somewhat better 
than usual, probably on account of ex- 
tensive broadcasting of football games. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O0.B. PITTSBURGH: 


Broken Unit 
Packages Packages 
SD Vo ausws ses pans $2.22 $2.06 
SY SS see eee 3.20 2.97 
oy ee 2.06 1.92 
OR I vats lois aio wie eras 2.00 2.80 
SL re ee 1.32 1.14 
es | Serer wre 42 .39 
Pet: ED os osicexSayesee 1.05 97 
Ss Wn cin Wite mm aene 1.40 1.30 
MO: AED ccs cunbeaesee 1.40 1.30 
WL UE nde Ssschan seen 2.06 1.92 
er 1.93 1.79 
No. 6 dry cells, ignition type, unit 
packages, 36c. each. 
Flashlights.—No. 935, 6%4c. each; 
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No. 950, 614c.; No. 790, 13c.; No. 705, 
19%%c.; ‘No. 0, 13 Y%c.; No. 791, 13c. 
ssinet Shot.—No. 1461, $1. 67; No. 1661, 


BUILDERS’ HARDWARE.—Sales are 
continuing to taper off and activity is 
confined almost entirely to indoor 
building operations. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots in 3 x 3 in., $18.50 per 100 pairs; 
3% x 3% in., $19; 4 x 4 in., $30. 
Hinges.—Heavy strap, 6 $1. 85 
per doz.; 8 in., $2.85; 
extra heavy As 
8 in., $3.40; 10 in., $5.40; 
with screws packed one pair 


_in., 


light, strap, 
in a 


box, 3 in., $9.60 per 100 pair; 4 in., 
ig hee Teh 2, 3 in., $11 per pair; 
in., i 


Hasps.—Hinges without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 
97c. per doz.; 4% in., $1.14; in., 
$1.60. 

Garage Sets.—Swinging hinges, 10 
n., $3 per set. 

Lock Sets.—Heavy beveled, brass 
inside, $17 per doz.; front door, $2.50 
per set; steel inside, $5.25 per doz.; 
front door, $1.65. 


COAL HODS AND SHOVELS.—This 
line is not as active as it was, but sales 
are still fairly heavy. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Coal Shovels, Monongah, No. 1, $14; 
No. 2, $14.50; No. 3, $15 per doz. 
Gail black, No. i. ‘312; No. 2, $12.50; 
No. 3, a per doz. Gail polished, No. 
Ei $13; 2, $13.50; No. 3, 
doz. ls black, 
No. 2, $12.50; No. 
Pacemaker half polished, No. i, Sis; 
No. 2, $13.60; No. 3, 4 per doz. 
Black gold, No. 1, $18; No. 2, $18.50; 
No. 3, $19; No. 4, $20 per doz.; Coal 
Hods, Japanned, No. 5, 16 in., $3.25; 
17 in., $3.60 per doz.; Galvanized No. 
10, 16 in., $4.30; 17 in., $4.75; 18 in., 
$5.25; 20 in., $7 per doz. Galvanized 
No. 76S, $8, and galvanized No. 86S, 


$8.40 per doz. Galvanized No. 25, 
15 in., $5.50; 17 in., $6 per doz. 
LANTERNS. — Contractors’ lanterns 


are no longer active, but there is still a 
good demand for other types from small 
retailers in the farming districts. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. PITTSBURGH: 
Gasoline Lanterns.—No. 220, $5.95 


each; No. 228, $6.30 each; No. 327, 
$4.70 each. 

Kerosene Lanterns.— Monarch 
Clear, $8 per doz.; Monarch Ruby, 
$10 per doz.; Junior Tin, $8.50 per 
doz.; Junior Brass, $1545 per doz.; 
Little Wizard, $8.50 per doz.; D-Lite, 
$13 per doz.; Junior Wagon, $17.25 


per doz. 
RADIATORS AND REGISTER 
SHIELDS.—This line is in its most ac- 
tive season, and jobbers are moving a 
considerable number of these articles. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 





Gem Adjustable Radiator Shields 
with Water Pan Humidifier 
Gold Bar Walnut 

Aluminum Mahogany Ivory 

Each Each Each 
No. 1W_....$3.50 $4.20 $3.85 
No. 1AW .. 3.85 4.55 4.20 
No. 2W .... 3.85 4.55 4.20 
No. 3W . 4.90 4.55 
No. 4W . 5.25 4.90 
No. 5W 5.60 5.25 
No. 6W 6.30 5.60 
No. 6BW 6.30 5.60 
MO. TW sccs 5 6.65 5.95 
Mo. BW. 2003 5.60 7.00 6.30 


for floor use, Nos. 


Register shields 
No. 10, $10 per 


1 and 5, $12 per doz.; 
doz. 


Register shields for wall use. Nos. 
2 and 15, $6 per doz.; No. 20, $5.20 
per doz. 


ROLLER SKATES.—Demand is rather 





quiet, and it is expected to be more so | 


as colder weather sets in. 





| 
| 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Union Hardware Co. ine. No. 2, 
70c. per pr.; No. 3, — per pr.; No. 
10, $1.05 per pr.; No. $1.45 per pr. 
Winslow line, No. seit $1.45 per 
pr.; No. 38, $1. 60 go pr.; No. 38, rub- 
ber tire, $2. 50 p 
Winchester Mad No. aad 
pr.; No. 3832, $1.45 per p 
Chapin line, No. 103, child’s skate, 
75c. per pr. 
SASH WEIGHTS.—Prices are un- 
changed at $42 a ton, f.o.b. Pittsburgh, 
and sales are few. 
STOVE PIPE.—<Activity is not so 
marked in this line, and the peak of 
the season demand is probably passed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Lustro stove pipe, 3-in., $6.75 per 
doz.; 4-in., $7.50 per doz.; 5-in., 
per doz.; 6- in., $10.50 per doz. 
Lustro Stove pipe elbows, 3-in., 
$4.50 per doz.; 4-in., $5.25 per doz.; 
5-in., $6.50 per doz.; 6-in., $7.75 per 
doz. 
VENTILATORS. — Sales by jobbers 
have improved in recent weeks, and the 
line is being actively pushed by many 
sellers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Continental line: De-Flekt-Air 
(metal center ventilators) No. 63, 
$2.20; No. 87, $2.60; No. 88, $3.75; No. 


$1.35 per 


117, $3.75 per doz. net. Continental 
wood frame cloth ventilators, 
V-836, $2.00; No. V-923 No 
V-937, $2.20; No. V-949, $3.75; No. 
V-959, $4.40; No. V-1537, $3.45; No. 
V-1549, $5.00 per doz. NET. Conti- 


nental metal frame cloth ventilators, 


No. 833, $2.50; No. 837, $2.80; No. 845, 
$3.75; No. 1137, $3.45; eq 1145, $4.40; 
No. 14387, $5.00 and No. 1445, $5.60 
per doz. ET. 

Diamond E, No. 33, $3 per doz.; No. 
01, $4.40 per doz.; No. 2, $4. 80 per 
doz. ; No. 03, $5. 60 2% ye No. 1, 
$5.20 per doz.; No. 5.60 per doz.: 
No. 3, $6.40 per ig o. 4, $7.60 per 
doz.; No. 5, $8.40 per doz 

Wurldbest Venthesoen, No. 2, 
$1.75; No. 3, $2.00; No. 4 $2.50; No. 
5A, $3.00; No. 6A, $4.00; No. 6B, $4.50; 
and 6C, $5.00. These are AST 


EACH prices and subject to a deal- 
ers’ discount of 33% per cent. 
WIRE PRODUCTS.—Prices are still 
unsettled, and present quotations on 
nails and wire are subject to occasional 
shading. Demand is quiet. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 
Fence Wire 


per 100 lb. Annealed Galvanized 
2 $3.30 





No. 6 to 9 gage...... $2.85 
OED 6:60 68% oka eee bee 2.90 3.35 
et ee eres eres 2.95 3.40 
IO. EE Aenksenekeos -». 8.00 3.50 
ib BBs bw wales dey eee 3 3.10 3.65 
D> EE S466 besos eae ue 3.20 3.85 
BN JE od gegek den bac es 3.40 4.15 
WE ks taacevanes ben 3.60 4.35 
Barbed wire (per 80-rod spool): 
BOIL. KMNTAO 5 6 cin band eeoce seed $2.89 
Ce og | a oer nr eee 3.09 
PG SE” 6 ss xaseadadeseseere es 3.34 
a ee ee eee 3.09 
2-point cattle (special).......... 2.20 
Field Woven Wire Fence (per 100 
rods): 
1047-11 
1047- 9 
726-11 
726- 9 
939-11 
939- 9 
Poultry and rabbit, No. 14% gage: 
No. 1635 $36. 
No. 1948 ... 
No. 2158 
Smaller mesh: 
TG ME Cid ebb eee ae eax eae her $37.00 
PRONE re... dain sth hee lk s-aw:6 0:0 44.50 
A Be Sons 5 eee 52.00 
ING DOUEACH a oc swine 6 CAME R SS os siee 60.00 
Steel Fence Posts: 
Painted 
Galvanized Angle 
Tubular Steel 
2. See ee oo rae 
6% ft. ...........55c. each 38c. each 
OE SP eee 65c.each 40c. each 
6: Se ee Nien Se 45c. each 
Bright nails, base, per keg, $2.75. 
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The New Way to meet and win over 
Increasing Competition 











A Duluth Installation 


Use Effective Store Display to 
Protect Your Sales 


WITH the increasing retail competition the importance of store layout and 
display becomes more and more vital. Efficiently operated: stores sell more 
goods because more people see more merchandise—and it is made easy to buy. 
This increases sales and cuts the cost of selling. Every hardware retailer 
should install these modern, scientific methods of store layout and display in 
place of older equipment—not only to increase sales but as a protection against 
competition. 


The Duluth Merchandising Service is at your dis- country. store. Wherever there are people who buy, 


posal. What it has done—and is doing—for hundreds ooo san gel neg — or sales _ 

. : : ower cost of selling. It costs you nothing to consider 
of other — hardware stores, it can do for you. this better merchandising method. At a moderate 
Duluth display can help you, and net you better cost you can place your display on the same, money- 


profits, whether you are located in a city or in a making footing as your keenest competitors. 
“Our business has increased 82% since we installed your Duluth equipment and merchandising 
system two years ago. The sales increase counts most, but this is but one of the advantages 
of your Duluth System.”—An Indiana retailer. 


Write today for Booklet 


ig D ULUIH 


19 S. La Salle St., Chicago 101 Park Avenue, New York 


DULUTH SHOW CASE COMPANY DULUTH, MINN. 
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REPEATING GUN 





TWIN -6 ~omg — =* 

MACHINE GUN MR pee — the only repeating rubbes 
band gun on the market 

A real thriller for boys. Looks J Shoots 6 rubber bands with 
a ae seven greater Sales (aaa 
gun Shoots twelve rubber Target pistol de n Gun 
bands with one loading No ppeal lor The ccna is 13 inches long. Popular 
ly priced at 50c list. Enam 


springs Enameled brilliant 
eled red. It is an excellent 


orange Gun is 164. long, 
i EUECURUCAR _- 


KoKoMo toys lead the field in quick turnover . . . 
liberal profits . . . effective sales appeal . . . vol- 
ume price attraction. 

The reductiori in the list price of the KoKoMo ELEC- 
TRICAR to $8.00, announced last month, has re- 
sulted in an unprecedented dealer demand for this 
great modern toy. 

ELECTRICAR demonstrations, similar to the one 
illustrated above, are easily set up in a few minutes. 
Thousands will see and buy ELECTRICARS from 


RE PAY. | this practical demonstration. Popularize your toy 
UNIVERSAL TARGET 


ROLLE R AY GV ERS department with an ELECTRICAR DISPLAY. Looks 
and runs just like the most modern race cars on the 

track ... the fastest electric floor toy built. Desiened for use with Ko 

KoKoMo STUCTURAL BRIDGES, furnished sep- KoMo rubber band guns o 

arately knocked down, are easily assembled and add almast’ any toy 

sales attraction to the ELECTRICAR outfit. Span- device. All-meta 

ner bridge No. 702 sells for $3.00 list; small flat tion. Six targets 

bridge No. 701 lists at $1.25, , Outfit No. 702 also brilliant red. Complete ta 

builds bridge No. 701 complete. get 16 

Ask your jobber about the complete KoKoMo line. 

Wide margin of profit. Consumer advertising run- 

ning in season in all the principal juvenile magazines. 

Strong Dealer help. If your jobber doesn’t handle the 

KoKoMo line write direct for information. 


KoKoMo STAMPED 
METAL CO., 


KOKOMO, INDIANA 


Redskin is the ideal skate 
tor younger boys. Priced SO 
LOW YOU NEVER MISS A 
SALE HAS RED PIGSKIN 
STRAP ball bearing replace 
able wheels. No greater value 
ever built into any skate at 

Sells at 


SELLS 


such an unusually low price 


> . F ; 
ELECTRIC RANGE ; ELECTRIC RANGE 


“a Gua, ELECTRIC IRON } ES a in Red. Blu, 


2ua 


Furnished in colored porcelain and nickel-plated 
a . finishes. Just the thing for small girls and 
travelers. The No. 500 shew bove lists f 
"yes ak dae ca n above lists for 
ypical KoKoMo $1.00. Other models as high as $1.50 list 
Elements in all irons guaranteed one year 
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Made hy 
RUSSELL. BURDSALL & WARD BOLT & NUT COMPANY 


PORT CHESTER, N. Y. ROCK FALLS, ILL. CORAOPOLIS. PA. 








This is the handsome life-size lithographed cut-out that is brightening the windows and floors of so 
many up-to-date jobbers and dealers. We can still supply a limited number of these. Write the sales 
department at Port Chester. 
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demand for holiday goods. A normally good demand for staple and | 


Activity in Holiday Goods Is Feature 


E \W/ YOR > No asin 8 Changes Were Made. 


NEW YoRK, Oct. 30.—Continued improvement is noticeable in the | especially colored models. Steady prices 


seasonable merchandise is reported. Aggregate sales are about on | 
a parity with the corresponding period of last year. Mild weather | 


has retarded activity in winter lines. 


Local hardware jobbers are | 


expecting the customary brisk demand for Christmas merchandise | 


to materialize in the near future. 


At the present time velocipedes, sidewalk cycles, bicycles, coaster | 
wagons, electric trains and other high grade toys, 
appliances, cutlery and numerous other “gifts of utility,” 
nent on holiday orders. Among seasonable merchandise, 
presses, stove goods, weatherstrip, window ventilators, 





as well as electric | 
are promi- | 
fruit 
radiator 


shields, furnace scoops, rubbish burners, lawn rakes and fireplace | 


furniture are in excellent demand. 
for lawn fence steel goods, lawn mowers and similar lines. 


Future orders are being booked | 
Jobbers | 


prevail and stocks are unbroken. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Alarm clocks: America, $1.05; 
America, luminous, $1.58; Sleep- 
Meter, $1.40; Sleep-Meter, luminous, 
$2.10; Ben Hur, $1.76; Ben Hur, lumi- 
nous, $2.46; Big Ben, $2.29; Big Ben, 
luminous, $3.16; Big Ben De Luxe, 
$2.64; Big Ben De Luxe, luminous, 
$3.52; Baby Ben, $2.29; Baby Ben, 
luminous, $3.16: Baby Ben De Luxe 
(any finish), $2.64- Baby Ben De 
Luxe, luminous, $3.52; Tiny Tim (any 
finish), » $1.50. Prices are each and 
net 

Auto clocks, plain dial, $1.50 each; 
luminous dial, $2.10 each. 

Watches, Pocket Ben, $1.05 each; 
Pocket Ben, luminous, $1.58 each. 

Extras on alarm clocks in lots of 
two dozen, 2% per cent; on lots of 
six dozen or more, 5 per cent. 


FIREPLACE FURNITURE.—A good 


report it is difficult to get dealers to manifest an interest in any | early demand is repurted. Prices are 
merchandise other than that needed for immediate requirements. 


Prices are steady, with some firmness apparent. 
changes of consequence have been made. 
Collections have not shown any improvement thus far this fall. | 


However, they are considered normally good by most jobbers. 


ASH SIFTERS.—Demand is only fair. 
Cooler weather will stimulate the de- 
mand considerably. Prices remain un- 
changed and stocks are complete. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Rotary galvanized ash sifters, $2.00 
each. 

In lots of 12 or more, $22.50 per 
dozen. 


BATHROOM FIXTURES, CHINA.— 
An excellent demand is being wel! 


| sales. 


Machine bolts, all sizes, 60 per cent 
off list. 
Step bolts, 50 per cent off list. 


BRIDGE FURNITURE.—The approach 
|of long winter nights has stimulated 
Stocks are complete and prices 


are steady. 


maintained. Steady prices prevail and | 


stocks are ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

“Everciean’’ China Fixtures. — No. 
101. Toothbrush and Paste Holder, 
list, each, white, 45c., colors, 75c. 
No. 10;, Soap Holder, ist, each, 
white, 45c., colors, 75c. No. 10 
Toilet Paper Holder, list, seiety white. 
45e., colors, 75c.; No. 106, Towel 
Rack, opal glass bar, % in. x 24 in., 
list, each, white, $1; colors, $1.25 
Dealers’ discount, 3344 per cent off 
list prices quoted above. 

“Jewel’’ China Fixtures.—No. 301, 
Toothbrush and Paste Holder, list, 
each, white, $1; colors, $1.25; No. 
303, Soap Holder, list, each, white, 
$1; colors, $1.25; No. 404, Toilet Paper 
Holder, list, each, white, $1; colors, 
$1.25; No. 306, Towel Rack, Sq. wood, 
pyrolin covered bar, % in. x 30 in., 
list, each, white, $2.50, colors, $3.00; 
No. 159, Strop Hooks, list, each, 
white, 10c.; colors, 15c. No. 160, 
Double Coat and Hat theoke, list, 
each, white. 10c.; colors, 15c.; ‘‘Screw 
On”’ Towel Racks, any standard color, 
round wood bar. % in. x 18 in., list, 
per gross, $72.00. Dealers’ discount, 
33% per cent off list prices quoted 
above. 


BUTTS.—Demand 


. . ‘ 
in usual proportions. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Bridge tables, Trump, mahogany, 
green and red, $1.40 each Queen 
De Luxe, red and green, $2.80 each. 
Queen Supreme, mahogany, green 
and red, $4.00 each. 

Bridge chairs, packed in cartons of 
four and sold only in that quantity, 
No. 10, mahogany, green and red, 
$1.75 per chair; No. 30, red and 
green, $2.65 per chair: No. 40. ma- 
hogany, green and red, $4.50 per 
chair. 


| ample size and prices are unchanged. 


BOLTS AND NUTS.—Demand con- | 


tinues in normal volume. Minor revi- 
sions in discounts were recently made. 
Stocks are adequate. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Carriage bolts and lag screws, all 
sizes, 60 per cent off list. 

Stove bolts, 75 and 10 per cent off 
list. 


; CLOCKS.—This line 


ous. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Steel butts, 3 by 3 and 3% by 3%, 
18 cents per pair for less than case 
lots; in case lots, 16 cents per pair: 
4 by 4, 24% cents per pair in less 
than case lots, and 23 cents per pair 
in case lots. 


| CHRISTMAS TREE LIGHTS.—Pre- 
| holiday calls have been fairly numer- 
Prices are unchanged and stocks 
are well filled. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK 

Propp sets, No. 842, 85c.; No. 830, 
$1.16; No. 83, $1.43; No. 73, ‘32. 15; No. 
72, $2.43; No. 3020, $1.73; No. 3000, 
$1.48; No. 306, 87c.; No. 305, 87c., and 
No. 310, $1.38. Prices are each and 
net. 

Noma outfits, No. 3500, $3.94: No. 
116, $4.54, and No. 1600, $3.00. Prices 
are each and net. 

Christmas tree lamps, 
Mazda assortment (100 in ie. °'86. 90: 
No. 78, Mazda lamps. 10 in a box, in 
following colors, red, blue. green, 
orange, opal, pink, yellow and purple, 
10 to 100, $7.10 per 100; 100 or more, 
$6.90 per 100. 


is well maintained 
Stocks are of 


| 


No recent | 








is quite active, | 
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unchanged and stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK 

Andirons, black finish, $2.50 ‘to $6 
per pair; black-brass balls, $7.50 to 
$9.75 per pair; Flemish, $5.50 to 
$11.55 per pair; Swedish, $5.75 to $7 
per pair; Brunt antique; brass, $6.25 
to $12 per pair. 

Fire sets, black finish, $4.85 to $5 
per set; black-brass balls, $6.75; 
Flemish, $7.65 to $9 per set: Burnt 
antique, brass, $7.65 to $9 per set; 
Swedish, $7.75 per set. 

Grate baskets, black finish, $5.75 to 
$6 each; Flemish, $8.65 to $10 each. 

Spark guard, black finish, $4.15 
each. 

Fire screens, black finish, $5.65 
each; Swedish, $8.65 each, and Burnt 
antique, brass, $8.65 each. 


GARAGE SETS.—Car owners’ prepa- 
rations for the winter are responsible 
for an active demand. Prices are with- 
out recent change and ample stocks are 
available. 


JOBBERS’ QUOTATIONS ace RE- 
TAILERS, F.0O.B. NEW YOR 

Garage sets, $2.40 per set; - six 
or more, $2.10 per set. Garage door 
holders. $1.75 per pair; for six or 
more, $1.60 per set. 


ICE SKATES.—Artificial rink skating 
has created a light early demand. Prices 
are unchanged and stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK 

Union ice skates, hockev aie. 
men’s No. 90, $5.25; No. 290, $6.00; 
ladies’ No, 90L, $5.25, and No. 290L, 
$6.00. 

Racing outfits, men’s No. 95, $5.25, 
and No. 925, $6.00; ladies’, No. 95L, 
$5 25. and No. 295L, $6.00. 

Club outfits, men’s, No. 212, $3.75, 
an‘ ladies’, No. 213, $3.75. 

Professional hockey outfits, men’s, 
No. 390, $6.65 

These prices are net per. nair. 
Men’s shoe sizes in all cases are from 
4 to 11, and ladies’ shoe sizes in all 
cases are 3 to 9. 


JUVENILE VEHICLES.—Pre-holiday 
orders for this line are numerous. 
Prices are steady and stocks are com- 
plete. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Child’s garden sets with 18 in. 
handles. Net No. 1, 10c. each: No. 6, 
17c. each, and No. 9, 30c. each. 

Arcade toy lawn mower, No. 564, 
55e. each, in lots of 12 or more, 50c. 
each; No. 565, 85c. each; in lots of 
12 or more, 75c. each. 

Bissel’s top carpet sweepers, Lit- 
tle Helper, 16%c. each; Little Gem, 
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Electrical Gifts for 
Holiday Sale 


For the Holiday Season—show STAR-Rite Electrical Exerciser, the Sunshine Health Lamp. Make practical 
Appliances. Make up a table of these cooking appliances suggestions to your customers. There’s a neat profit 
and household electrical needs. Show the Ranges, the for you in the sale of STAR-Rite Electrical Appliances. 










































& 4 
2 r 
Sandwich Toaster, No. 528 — A complete 
Sandwich Toaster. There's a complete meal 
Empress, No. 538— A Waffle Iron with aheat in the popular toasted sandwich. Popular 
indicator. Beautifully engraved. A fast selling for gifts and prizes Retail, $10.00. 
Christmas number. Chromium. $12.00. i‘ 
Nickel, $11.00. 
Heater, No. 452—Substantially built room 
heater, 14” diameter. Adjustable copper bowl. 
Detachable guard. Nichrome Heating Ele- 
ment. Suggested as a useful gift for the home. 
Retail, $6.50. 
Vac, No. 901—Cleans upholstered furniture, 
draperies, automobile interiors, etc. Exten- 
sion handle for rugs, etc. Weighs only three 
younds. A practical gift suggestion. 
Price, $15.00. 
Range-To any housewife a STAR-Rite Elec- 
tric Range is the gift SUPKEME. Put a 
STAR-Rite Rangeon display for the holidays. 
Cabinet Ranges, $95.00 to $185.00. 
Apartment Ranges, $85.00 to $165.00. 
xerciser, Sunshine Lamp— Every home 
needs health apparatus. An Exerciser means 
convenient stimulating vibration and scien- 
tific reducing. Retail, $95.00 ' ; 
Toaster, No.526—A reversible 2-slice toaster. The Sunshine Lamp brings invigorating Mixer, No. 802—Another fast seller during 
Engraved. Colored handles if desired. Thou- infra-red and ultra-violet rays to tone up holiday or any other season. Practical and 
sands sold for gilt purposes. Chromium, $5.50. tired, run-down, anaemic bodies and brains. > useful for mixing drinks, beating egg whites, 
Nickel, $4.50. Show these gifts for the home. Retail, $50.00. > light batters, etc. Retail, $10.00. 


. STAR- Rite «* 


ELECTRICAL NECESSITIES 
THE FITZGERALD MANUFACTURING COMPANY, TORRINGTON, CONNECTICUT, U. S. A. 


POPULAR PRICE * QUALITY * DEPENDABILITY 
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314%c. each; Little Jewel, 8344c. each; 
and Bissel Junior, 1.3344c. each. 

Velocipedes, No. 840, $5.95; No. 841, 
$6.55; No. 842, $6.90, and No. 843, 
oF 15 each; No. 850, $7.50; No. 851, 
; No. 852, $8.15; No. 853, $9.70. 

vi ietratk cycles, No. 900, $9.40; No. 
910, $10.65 each; No. 922, $17.50, and 
No. 932, $17.50 each. 


Coaster wagons, No. 750, $1.80 
each; No. 751, $2.25, and No. 761, 
$3.25 each. Doll carriages, No. 200, 
$1.60; No. 216, $3.35; No. 222, $3.90, 
and No. 232, $6.50. Prices are each 
and net. 

Doll coaches, No, 262, $3.65; No. 


266, $6.25, and No. 270, $10.95. Prices 


are each and net. 


LADDERS.—The usual sales activity 
No recent price changes 
Stocks are adequate. 


is reported. 
have been made. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Spruce ladders, 3 to 10 ft., stand- 
ard grade, 25 cents per ft. Com- 
petitive grade, 23 cents per foot. 


LAMP CORD.—Sales continue to main- 
Prices are steady 


tain a good level. 
and stocks are complete. 


JOBBERS’ oe TA oe hd RE- 
TAILERS, F.O NEW YOR 
Lamp cord, ole are per 1000 ft; 

18 ga. 1/32 silk covered lamp cord, 
brushed brass, white, maroon, old 
gold, green and brown, 500 ft. on a 
spool, $12.40; 18 ga. 1/64 silk covered 
lamp cord, maroon, old gold, 500 
brass, white, green and brown, 500 
ft. on a spool, $9.50; silk covered 
twisted lamp cord, white only, $250 ft. 
on a spool, $13; 18 in. 1/64 cotton 
covered lamp cord, maroon, white 
and dark brown, 500 ft. on a spool, 
$8.30; 18 ga. 1/32 cotton covered lamp 
cord, green, white, maroon, oak tan 
and dark brown, 500 ft. on a spool, 
$10.75; 18 ga. 1/64 cotton single con- 
ductor wire, white, brown, oak tan, 
white with marker, brown with 
marker, and oak tan with marker, 
500 ft. on a spool, $4.25; 18 ga. 1/32 
cotton twisted- lamp cord; green and 
yellow, 250 ft. on a spool, $12.50; 18 
ga. black cotton, reinforced cord, 250 
ft. on a spool, $16.50; 18 ga. cotton 
covered heater cord, 250 ft. un a 
spool, $18.50 


MAIL BOXES, RURAL.—The recent 
price reduction is responsible for an im- 


proved demand. Stocks are ample. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
No. 2 Government Approved R. F. 
D. Mail Boxes, $2.50 each. 


LINSEED OIL.—Prices on linseed oil 
are fluctuating so frequently that job- 
bers are only quoting prices on re- 
quest. 


NAILS.—A normal sales volume con- 
tinues to be reported. Price concessions 
are not rare occurrences. Ample stocks 
are on hand. 


JOBBERS’ QUOTATIONS = RE- 
TAILERS, F.0O.B. NEW YOR 

Wire nails, Standard kag "York 
Stock extras apply to the following 
base prices in the localities indicated. 
Base price for New York City, 
Brooklyn, Queens, New Jersey and 
Staten Island is $3.45 per keg, in lots 
of 10 kegs or more, $3.35, in West- 
chester County, $3.55 per keg, and in 
lots of 10 kegs or more, $3.45 per 
keg. In Nassau and Suffolk Coun- 
ties, $3.60 per keg, and for lots of 10 
kegs or more, $3.50 per keg. 


RADIATOR SHIELDS.—The demand 
for this line continues to improve. 
Prices remain steady. Stocks are ade- 
quate. 

JOBBERS’ QUOTATIONS a RE- 


TAILERS, F.O.B. NEW YOR 
Gem Adjustable Radiator Shields 


with Water Pan Humidifier 
Gold Bar Walnut 
Aluminum Mahogany Ivory 
Each Each Each 
No. 1W_....$3.50 $4.20 $3.85 
No. 1AW .. 3.85 4.55 4.20 














No. sum 
MO. BY evs 
No. 4W .... 
OS Maree 
No. 6W 
No. 
No. 7W 
No. 


ROOFING.—Is moving in good volume. 
Firm prices prevail. Stocks are com- 
plete. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Roofing Certain-Teed, 1 ply, $1.21; 
2 ply, $1.57, and 3 ply, $1.84 per roll. 
Major Slate Surfaced Roofing, Red, 
$1.93; Blue-black, $1.93, and Green, 
$1.93 per roll. 
Corporal Tale 


STS om om oe we Co 
Bo indo oo 
SUNSSMNSON 
TIP AAO 
Srwwrtdowm 
SUASSSHAONH 
POT OVO ee 
WOARMmMoANt 
Sunsoonoms 


Surfaced Roofing, 


1 ply, 94 cents; 2 ply, $1,17, and 3 
ply, $1.39 per roll. 
Guard roofing, 1 ply, $1.03; 2 ply, 


$1.35, and 3 ply, $1.66 per roll. 
Certain- Teed, Slate Surface Roof- 
ing, Red, $2.11; Blue-black, $2.11, and 
Green, $2.11 per roll. 
Slater’s felt, 87 cents per roll. 


SCREWS.— Demand continues good. 
Prices were recently revised, with some 
advances, 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK 
Wood screws, flat head, bright 
iron, 45 and 10; round head, blue, 40 
and 10; round head, iron, nickel 
plated, 35 and 10; flat head, galvan- 


ized, 17% and 10; at head, brass, 
37% and 10; round head, brass, 32% 
and 10. These discounts apply to 


new standard screw lists. Full pack- 

age lots take an extra 5 per cent. 
Machine screws, flat and round 

head, brass, 60 per cent discount. 
Iron, 60-714 per cent discounts. 


SLEDS.—Few orders are being booked, 
as most dealers carried this line over, 
due to the moderate winter last year. 
Prices remain unchanged. Stocks are 


adequate. 

JOBBERS’ QUOTATIONS bo RE- 
TAILERS, F.O.B. NEW YOR 

Flexible Flyers, No. 1, $2.50; No. 

$3,1624; No. 3, $4.00; No. 4, $4.33%4; 
Riot 6, $5. 8314; Jr. Racer, $3.50, and 
Racer, $4.33%. 

Fire Fly, No. 9, $1.14: No. 
$1.36%4; No. 11, $1.71; No. 12, $1.93 De 
and Racer, $1.98%. 

Allen sled backs, No. 

Perfection adjustable 
No. 10, $1.06 each. 


1, $1.00 each. 
sled back, 


STOVE GOODS.—Sales show continued 


improvement. Stocks are well filled 
and prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

ALL PRICES ARE EACH AND 
NET. 

Stove pipe, black iron, 28 gage, | 12 
gt in a bundle, 4 in., 12c.; 4% 

131%4c.; 5 in., 15¢c.; 5% in., 16%¢c.; 

and 6 in., 19¢, 

Stove pipe elbows, black iron, 28 
gage, 12 in a bundle, 4 in., 15c.; 4% 


in., 15%4c.; 5 in., 16c.; 5% in., ‘17c.; 
and 6 in., ‘18¢. 

Pipe dampers, cast iron, wood han- 
dle, 4 in., 914c.; 4% in., 10c.; 5 in., 
10c.; 5% in., ‘lie.; ; © in. 11%c.3 77h. 
16%c., and 8 in., 2636c. 

Flue stops, tin rim, lacquered, 
diameter, 8 3/16 in., 12 in a box, 6c. 

Stove pipe —, “, lacquered, 
12 in a package, 4 3%c.; 4% in., 
3%c.; 5 in., 3%4¢.; Bis ms. 1/6¢.: 
6 in., 4 7/12e. and 7 » Se, 


Stove pipe wire, aicte iron wire, 
50 ft. in a box, 12 boxes in carton, 
19 gage wire, 40c. per carton, and 18 
gage wire, 45c. per carton. 

Stove lifter, nickel minions, cold 
spiral loop handle, 12 in a box, 6c. 
each net. Stove pokers, nickel plated, 
cold spiral handle, 12 in a box, 4 x 
18 in., 6%c. each; % x 24 in., isc. 
each. Never Break poker, 19c. each. 

Furnace pokers, wrought iron, 3 ft., 
66c.; 4 ft., 84c.; 5 ft., $1.00, and 6 ft., 
a. 








Flue scrapers, black iron, 30 in. 
long, 12 in a bundle, 4c. each. 

Fire shovels, japanned, round han- 
dle, 3 in a bundle, 8 in. handle, 5%c.; 
12 in. handle, 6c.; 15 in. handle, 9c. 
Galvanized, one piece steels, round 
handle, 3 in a bundle, 12 in. handle, 
7c.; 14% in. handle, 1lc.; extra heavy, 
japanned, scoop, 6 x in., round 
handle, capped end, 25% in. overall, 
3 in a bundle, 114%c.; Never Break, 
6 in a bundle, 38c. 

Stove boards, 30 x 36 in., $1.43; 30 
x 42 in., $1.77; 18 x 18 in., 60c.; 24 x 
24 in., 738c.; 26 x 26 in., 80c.; 28 x 28 
in., 90c.; 30 x 30 in., $1.05: 32 x 32 
in., $1.25, and 35 x 35 in., $1.55. 


TIRES AND TUBES.—Demand is only 
fair. Local wholesalers’ prices remain 
unchanged. 


JOBBERS’ ort Hage TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Mansfield tires, 4 ply, balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 
4.50, $8. 25; tubes, ; 
$9.55; tubes, $1.70; 
tubes, $1.75; 30 x 5.00, $10.20; tubes, 
$1.80; 31 x 5.00, $10.65; tubes, $1.85; 
32 x 5.00, $11.75; tubes, “og 28 x 
5.25, $11 1.10; tubes, $1. 85; 30 x 5.25, 
$11. 90: tubes, $2.00; 31 x 5.25, $12.35; 
tubes, $2.05; 29 x 5.50, $12.65; tubes, 


Same, 6 ply, 31 x 5.25, $14.70; tubes, 


$2.05; 30 x 5.50, $16.05; tubes, 2.35; 
30 x 6.00, $16.15; tubes, $2.25; 31 x 
6.00, $1 6.65; tubes, $2. 30; 32 x 6.00, 


$16. 96: tubes, $2.40; 33 x 6.00, $17.55; 
tubes, 2.55. 

Tire display racks, $10.00 each. 
Prices in all instances are each. 
TRAPS, GAME.—Sales are showing 
some improvement. Prices are steady 

and stocks are well filled. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Victor game traps, No. 0, $1.20; 
No. 1, $1.50; No. 1%, $2.70, and 
No. 2, $3.70. Prices are net per 
dozen. 


Victor jump traps, No. 0, $1.75; No. 
1, $2.00; No. 1%, $3.05, and No. 2, 
$4.80. Prices are net per dozen. 


VENTILATORS.—This line is very ac- 
tive. Prices remain steady and ade- 
quate stocks are on hand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Continental ventilators, De-Felkt- 
Air metal center), No. 62, $2.53; No. 
87, $2.80; No. 88, $4.00, and No. 117, 


$4.00. y B29 prices are net per 
dozen. ; 

ge ge wood frame_ ventila- 
tors, No. 2.15; No. 923, $2.15; 
No. 937, 236" oO. 949, $4.00; No. 959, 
4.65; No. 153 .65,. and No, 1549, 
$5.35. These prices. are net per 
dozen. 

Continental metal frame, cloth 
ventilators, No. By as $2.65; No. 837, 
$3.00; No. 845, $4.00; No. 1187, $3.65; 


No. 1145, $4. 65; No.’ 1437, $5.35; and 
No. 1445, $6.00. These prices are net 
per dozen. 

Diamond E ventilators, No. 01, 
$4.36; No. 02, $4.80; No. 03, $5.58; No. 
i. 20; No. 2, $5.60; No. 3, $6.39; 
No. 4, $7.59; No. » $8. "40. 


net per dozen. 
ee 


Prices are 


Diamond E 
size, No. 01B, $3.60; oO. 
Prices are net per dozen. 

Liberty all steel louver ventilators, 
No. 33L, $4.50, and No. 37L, $5.00. 
Prices are net per dozen. 

Wurldsbest window ventilators, No. 
2, $1.75; No. No. 4, $2.50; 
No. 5A, $3.00; No. 6A. $4.00; No. 6B, 
$4.50, and No. 6C, $5.00. These prices 
are list each and subject to a deal- 
er’s discount of 33% per cent. 


WEATHERSTRIP.—Sales volume con- 
tinues to increase. Stocks are complete 
and prices are unchanged. 


JOBBERS’ ot ag igg ne RE- 
TAILERS, F.O.B YOR 

Weatherstrip, Rane  Gaastect, ma- 
roon or white, $30 per thousand feet; 
competitive grade, maroon, $16.50 per 
thousand feet, and white, $18 per 
thousand feet. 

Felt weatherstrip, 60 cents per 
carton, Wool Weatherstrip, No. .25, 
80 cents per carton, and No. 5, 
$2.00 per carton. 


bathroom 
1B, $4.41. 


Reading matter continued on page 192 
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A Constant Reminder 
of Reliable Tools 


KILLED mechanics do not always plan to buy tools when 
they visit your store. However, a good display of 
Brown & Sharpe Tools will serve as an excellent reminder 
by continually suggesting to them tools that they need for 
their kits. 


The ready acceptance of Brown & Sharpe Tools by 
mechanics is the result of years of satisfactory use. This 
acceptance saves time and makes more money for you. 


Keep an attractive display of Brown & Sharpe Tools in a 
prominent place in your store. It will pay big dividends. 


Have you a copy of our new Small Tool Catalog No. 31 which 
illustrates over 2300 tools? We shall be glad to send you a 
copy. Brown & Sharpe Mfg. Co., Providence, R. I. 





“WORLD’S STANDARD OF ACCURACY” 


BROWN & SHARPE TOOLS 














_—_— 
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Activities of Jobbers Association Covered in Secretary-Treasurer Fernley’s Report 


to this phase of the price cutting prob- 
lem. 

“Less readiness on their part to ac- 
cept the accuracy of such reports, to 
beat them or to allow their salesmen to 
do so without first obtaining the ap- 
proval of their superior executives, 
would be most helpful. The practice of 
giving salesmen cost prices and allow- 


i'g them to meet competition is severely 


criticized by many. 





“Failure of manufacturers to provide | 


margins sufficient to cover the costs of 


members and assure them equitable net | 
profit is an important problem to which | 


we have continued to give attention. 
“As is obvious, our efforts to rectify 
this situation must be of an educational 


character designed to demonstrate to | 


manufacturers the necessity for proper 
margins. During the past year, how- 
ever, many members have utilized their 
legal rights and vigorously protested 
against inadequate margins that fail to 
cover their cost of doing business or 


compensate them for the expense of | 


handling certain lines. 


“Correction of such policies by man- | 


ufacturers would be of material assis- 
tance to our members. It presents to 
them a real opportunity for improving 
their relations with members who nat- 
urally are not inclined to promote the 
sale of unprofitable lines. 

“It is realized that a complete anal- 
ysis of each item stocked to determine 


whether it is profitable or unprofitable | 


is a difficult task and for that reason, 
it is desired to outline a simple but in- 
expensive method for determining 
which general lines are profitable and 


which are handled at a loss. For that | 


purpose the following general group- 
ings are suggested: 


Mechanics’ tools. 

. Builders’ hardware. 

Steel goods, farm tools, etc. 
. House furnishing goods. 

. Heavy hardware. 

6. Sporting goods, 

7. Cutlery—all kinds. 

8. Auto accessories. 


mr Wh 


“Lines may be segregated according 
to classifications. Buying, inventory and 
stock records may be kept by classifica- 
tions without additional expense. The 
ordinary inventory of any line thus 
purchased with sales at cost deducted, 
gives the monthly record of the inven- 
tory of each line, as well as valuable 
information regarding its turnover. 

“As orders are received each item 
can easily be classified by entering the 
number representing the classification, 
the cost and the selling price. The rec- 
ord of each salesman may be kept by 





| classifications and at the end of 


(Continued from page 156) 


the 
month the total of each classification 
entered in a permanent sales record by 
salesmen. Such records will provide the 
tollowing information which will be of 
considerable assistance: 








“A—Total sales each month of each | 


the gross profit or percentage. 
“B—Total of each of 
goods at sales price. 


sales class 

“C—What lines are moving. 

“D—Whether a salesman is selling 
profitable or unprofitable goods. 

“|'—They will enable the sales man- 
ager to establish sales quotas 
on the various classifications 
based on the qualifications of 
the man and the character of 
the territory he covers. 

“T’—They are considered a valuable 
record of past performances 
for the purpose of forecasting 
future activities. 

“G—They make it possible to base 
the salesman’s compensation on 
a graduated scale, thus giving 
him an incentive to sell profit- 
able goods. 

‘“‘H—They also provide a record that 
will enable executives to know 
each month the most important 
facts in connection with their 
business. 


“Remedies for some of the causes 
mentioned are obvious, and it is de- 
cidedly encouraging to note that many 
members have indicated a determina- 
tion to reduce the number of slow- 
moving lines now stocked. It is inter- 
esting to note, too, that a’ number state 
they are giving particular attention to 
the elimination of those items on which 
they encounter factory competition. 

“There appears to be a general recog- 


| nition of the fact that accurate stock 


records are essential. Opinions vary as 
to the frequency with which careful 
checks should be made. Some believe 
every thirty days is necessary while 
others say sixty day periods are found 
adequate to meet their needs. Regard- 
less of the frequency with which check- 
ups are made, it is generally agreed 
that a definite system and regularity 
are essential. 


HARDWARE COUNCIL 


“We have continued to cooperate 
with the Hardware Council, our repre- 
sentatives consisting of President A. 
H. Nichols, Buhl Sons Company, De- 
troit; L. H. Weber, the George Worth- 
ington Company, Cleveland, and your 





secretary-treasurer in an _ ex-officio 
capacity. 

“The members of the council have 
given generously of their time and en- 
deavored to analyze the problems of 
manufacturers, wholesalers and retail- 


ers in order to improve conditions in 


general line by salesmen and | the entire industry. 


“Their recommendations have been 
of genuine value to the entire trade. 
Their first report was issued as a book- 
let entitled ‘Trade Betterment, and 
their further diagnosis of the problems 
of the industry was forwarded to mem- 
bers last November. At the Biloxi Con- 
ference, in April, the Council endeav- 
ored to recommend a solution of the 
different problems confronting each 
branch of the industry and prepared a 
final report for publication. 

“The Council also caused an article 
to be written by Robert L. Hobart, of 
the Wharton School of Commerce and 
Finance, of the University of Pennsyl- 
vania, reciting the experience of ‘Jim 
Brent’ in connection with mass buying. 
This interesting booklet was very gen- 
erally distributed and should be read 
with a great deal of interest by all en- 
gaged in the hardware business. 


CONTACT WITH MEMBERS 


‘Believing that it is most important 
to maintain close personal contact with 
members, we have materially increased 
our effort to do so during the past year. 

“Such contact keeps us better in- 
formed regarding the problems they 
encounter in the daily conduct of their 
business. It also enables the secretary’s 
office to sponsor activities and direct 
our work in a manner that will make 
the Association increasingly valuable. 

“Tn addition, we have endeavored to 
keep in close touch with other organi- 
zations in our industry and with the 
work they are doing to improve condi- 
tions in order that we might better co- 
operate with them along lines that 
would prove mutually beneficial and 
helpful. 

“The trade press has cooperated most 
heartily with the work of our Associa- 
tion and reported our activities fully 
and completely in its news columns. In 
addition, it has disseminated much in- 
formation of real value to all branches 
of the industry. Because of the con- 
structive character of the information 
and articles with which it served its 
subscribers, it is becoming an increas- 
ingly important factor for the improve- 
ment of conditions throughout the in- 
dustry. Our A’ssociation wishes, there- 
fore, to give it just and merited recog- 
nition.” 























CARRIES THE 


BETHLEHEM STEEL COMPANY 
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BOLT MADE BY BETHLEHEM 





Dealers who sell Bethlehem Bolts pave the 
way for many a future bolt order by point- 
ing out to their customers, at the beginning, 
the *‘A”’ on the head of these bolts, and what 
it means. After that, Bethlehem Bolts sell 
themselves ! 


The ‘*A”’ on the head means, first of all, that 
we want the consumer to know who makes 
these good bolts. It indicates this Com- 


General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Philadelphia, Balti- 
more, Washington, Atlanta, Pittsburg, Buffalo, Cleveland, 
Cincinnati, Detroit, Chicago, St. Louis, San Francisco, 
Los Angeles, Seattle, Portland, and Honolulu. 





‘A’ ON THE HEAD" 


pany’s confidence in Bethlehem Bolts, and 
entire willingness to stand back of them. It 
means that the steel used in their manufac- 
ture is made by an organization with long 
experience in making good steel. 


Point out the “A” to your customers. It 
always means a good bolt—a bolt that, re- 
gardless of its job, will always give a good 
account of itself. 


BETHLEHEM 
BOLTS*NUTS 
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TRADE PRACTICE CONFERENCE COMMITTEE REPORT 


ber provided its definition is not used 
for the purpose of restraining trade. 
Now I might say right there that it is 
not legal for any organization or as- 
sociation to draw up a list for general 
distribution; that is not legal. We as 
an association cannot do that. Your 
Committee, therefore, defines a jobber 
in the Sheet Metal Industry as follows: 
The industry hereby records its ap- 
proval of the definition of a qualified 
distributor of sheet metals to be one 
whose principal business is selling to 
the sheet metal contractor, fabricator, 
retail distributors and other users, car- 
ries a well selected stock of sheet 
metals and kindred line, buys in staple 
quantities, warehouses a reserve stock 
within a radius of economical distribu- 
tion and convenience of service, resells 
in proper units as economically as pos- 
sible, assumes the credit risk and such 
other obligations as are incident to the 
transportation, warehousing and dis- 
tribution. It is not within the province 
of this committee or any group to draw 
a list or any lists of jobbers. It is ab- 
solutely illegal and was condemned in 
the Eastern States Lumber Dealers 
case.” The fifth question is stated by 
Mr. Hord was: “That every concern 
named on said list be formed into an 
organization to supplant this one, said 
organization to be headed by the 
strongest executives head obtainable, 
supplemented by a board of unques- 
tioned ability.” Chairman Lyon’s reply 
was “That is automatically limited by 
the reply to number four, as it is illegal 
to make such published lists of job- 
bers.” 

The sixth question was then broached 
as follows: “That a strong committee 
of jobbers be named from this new or- 
ganization to confer from time to time 
with a similar committee from the 
mill organization on matters under dis- 
pute, or on any suggestions that may 
come to either committee from any 
source, recommendations from such 
joint committee to be final and binding 
on each organization.” In replying to 
the question the chairman said: “That 
werd ‘binding’ is very strong. We 
will have to eliminate that. This com- 
mittee recommends “that a_ strong 
committee of jobbers be named from 
this group to confer with similar com- 
mittees named from the mill organiza- 
tion and from the American Steel and 
Heavy Hardware Association on mat- 
ters under dispute or on any sugges- 
tions that may come to either com- 
mittee from any source, recommenda- 
tions from such joint committees to be 
considered by each organization.” 





(Continued from page 124) 


The seventh question was: “That all 
jobbers pledge themselves now to re- 
strict their operations to their legiti- 
mate field. By this we mean the Bos- 
ton jobbers should not try to peddle 
his wares in Buffalo territory, nor the 
Buffalo jobber in Boston territory, 
etc.” 

The Chairman replied: “It would be 
impractical as well as contrary to law. 
That is short and sweet.” 

Question No. 8 was: “That a copy- 
righted brand be selected and adopted 
by this new association and all inter- 
ested mills be licensed by said associa- 
tion to produce and sell said brand at a 
uniform market price.” To this ques- 
tion the chairman replied as follows: 
“It is the opinion of the committee that 
from a practical standpoint it would 
not be feasible to adopt a copyrighted 
brand, From a legal standpoint we do 
not think it practical as we have the 
following legal opinions: 

“Tt would be possible to copyright a 
brand and license mills to produce this 
brand provided this was not done as a 
subterfuge to cover price fixing, alloca- 
tion of territory or other practices 
which would be illegal withosit the use 
of the brand. This is also covered in 
the Southern Hardware Jobbers case 
in the paragraph of the decree which 
reads: 

““Endeavoring, expressly or implied- 
ly, or in any manner or by any means 
whatsoever, to prevail upon the de- 
fendant jobbers to sell any article of 
hardware or any other commodity to 
the retail dealers or other customers at 
uniform prices; or to in any way re- 
strain competition among the defendant 
jobbers or other jobbers as to prices.’ ” 

“This point involves a clear violation 
of the Sherman Law as defined in U. 
S. v. Standard Sanitary Mfg. Co.” 

Mr. Hord then stated question No. 9: 
“That the jobbers organize and pledge 
themselves to never under any condi- 
tion purchase any sheet from any source 
that does not bear their own regularly 
selected, adopted and _ copyrighted 
brand.” Mr. Lyon replied: “That is 
answered as in No. 8.” 

The tenth was: “That a committee of 
your own organization, either a special 
committee, or the one referred to in 
recommendation No. 6, be empowered 
to establish a resale price on products 
without deviation regardless of any 
special conditions that may be pre- 
sented from time to time.” To which 
the Chairman replied: “That is a very 
important question, gentlemen, and we 
have a very important legal opinion 
upon that. I might suggest that it is 





entirely within the province of any mill 
owning a brand to establish resale 
prices upon that brand and request that 
those resale prices be adhered to. There 
cannot be, however, any agreement 
upon the part of the mill making a re- 
sale price between that mill and who 
ever is buying and reselling the goods. 
There can be no agreement between 
those two as to the adherence or living 
up to those prices. The mill, however, 
who niakes a resale price, who sells to 
me and I cut it, and I pay no attention 
to it, that mill can refuse to sell me. 
That is the law. The committee recom- 
mend the establishing of a resale price 
by each individual mill on products 
covered by their own individual brands 
and that said resale prices be enforced 
without deviation.” 

“Now it is possible for the mills, in- 
dividually, to establish these prices 
without any collective action, and it is 
lawful. It must be done on their own 
brand, and it will help the situation a 
whole lot—it would go a long way in 
my opinion, toward making a much 
more satisfactory condition, if the mills 
would take this under consideration and 
advisement and do not all act at once 
iike they did with the two per cent 
discount. 

“That a spirit of cooperation be 
adopted by the members of each or- 
ganization—jobbers and manufacturers 
alike—and henceforth we work in the 
spirit of ‘all for one, one for all,’” was 
the tenth question. The chairman’s 
“Heartily endorsed,” was the reply. 

“Question twelve was: “That the 
members of the jobbers’ association 
realize now that it is not helpful to 
either instruct their officers to carry on 
a ceaseless bombardment in an en- 
deavor to tear down and destroy any 
forward movement that has been in- 
stituted by the mills and likewise the 
mills should recognize that they cannot 
have their cake and eat it, too.” In 
answer to it, the chairman said: “Gen- 
tlemen, your committee gave very seri- 
ous thought to that and we discussed 
it for a long time and I think we have 
answered it to the best of our ability 
and I sincerely hope that our answer is 
going to meet with your approval. We 
certainly would not favor any action by 
the officers of any organization we be- 
long to that would be construed as 
detrimental to the industry. If the au- 
thor of the fourteen points, however, 
had in mind the protests we as individ- 
uals have made that the. withdrawal of 
the 2 per cent cash discount an action 
that has been injurious to the jobbing 

(Continued on page 206) 
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e SHERMAN 






NOZZLE 





Made of Heavy Wrought Brass 
Cannot Rust 


The Sherman Diamond has outsold all Hose 
Nozzles for over thirty years. It gives cus- 
tomers longer service than others and is rust- 
proof throughout. 


Instantly adjustable from full stream to finest 
spray. Meets ALL watering requirements. 
Spray point is accurately centered insuring 
an even spray at all times. 


Free from flaws and sand holes and never 
leaks or wets the user. Throws more water 


farther than competitive nozzles made of | 


cast-brass. 


Can be run over with a lawn mower without 
injury. Priced so LOW that no one can offer 


a good reason for buying an inferior nozzle. | 


This Counter Display Makes Sales 


Packed one dozen in at- 
tractive Counter Display 
that MOVES the goods. 
Each nozzle wrapped in 
Tarnish Proof Paper. 34 
inch size only. Order 
NOW. 





Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 

















INDIANA 


X-tra Quality 


SHOVELS 


<M UTR 
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They all reach for an 
Indiana. They like the 
Indiana to work with. 
It has the balance that 
gives energy to the 
swing. The blades 


have ring and life. 





And they wear well. 
Indiana Shovels have 
“X-tra Quality” be- 
cause we roll the steel 


ourselves. 


To Stock Indiana 
X-tra Quality 
Shovels is to Sell Them 


Indiana Rolling Mill Co. 


Newcastle, Indiana 
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High Class Hotels 


Install High Class Equipment 





Palmer House, Chicago, II. 


HIE Palmer House, Chi- 
cago, is noted for its 
service. This famous hotel 


has installed high class equip- 
ment, including Lawson-Mil 
Lavatory Spring 
The 


waukee Line includes Spring 


waukee 
Hinges. Lawson-Mil- 
Hinges for every requirement 
of Doors where the highest 
insures the 
Send for Catalog. 


quality highest 


service. 


Keep your stock down 
and yet complete—buy 
one line— 








The Lawson-Milwaukee line of spring hinges 


MILWAUKEE STAMPING CO. 


Milwaukee, Wis., U. S. A. 


Chicago Office, 230 W. Superior St., Chicago, Il. 

New York Office, 416 Broadway, New York, N. Y. 

Boston Office, 120 Peari St., Boston, Mass. 

Seattle Office, 521 30th Ave., South, Seattle, Wash. 

Los Angeles Office, 701 American Bank Bldg., Los Angeles, Calif. 
New Orleans Office, 202 Balter Bldg., New Orleans, La. 

Dallas Office, 1002 Woodlawn Ave., Dallas, Texas. 


LAWSON-MILWAUKEE 


Spring Hlinges 








What Our Visitors Have to Say 


(Continued from page 153) 





and chemicals in the form of powders or liquids. Work- 
men and chemists who are employed in drug man- 
ufacturing have the skill and ability to make almost 
anything. Drugs and chemicals are made according to 
certain well known formulas. A drug manufacturer, 
when asked to produce a certain drug, will look up his 
book of formulas and he can produce almost anything 
that is wanted. 

In one drug factory, for instance, hundreds of dif- 
ferent kinds of pills, elixirs, tablets, pharmaceuticals, etc., 
etc., are made under one roof. There are drug man- 
ufacturers in this country who out of their own line can 
supply almost everything that a retail drug dealer might 
need in the line of drugs. 

In hardware, conditions are entirely different. Man- 
ufacturing builders hardware is one thing. It requires 
a certain kind of knowledge and skill, also special build- 
ings and manufacturing. Manufacturing cutlery is one 


thing. Manufacturing shovels another kind of man- 
ufacturing. Steel goods something else entirely differ- 
ent. Axes, hatchets and hammers another line. 


Therefore, while it is possible for a chain of drug job- 
bers to tie up with one drug manufacturer, an amalga- 
mation of hardware jobbers would necessarily have to be 
with a great number of different manufacturers. 

Another difference between drugs and hardware is the 
fact that on most raw drugs the freight item is so small 
that it does not cut any great figure, while on the other 
hand, hardware manufacurers, in order to produce at 
the lowest cost, must establish their factories where they 
can obtain their raw materials without excessive freight 
charges. 

Speaking of freight charges reminds me of a rather 
humorous remark that was made by a well known drug 
man, who is a distributor of great quantities of drugs all 
over the country. The head of this house once said 
to me, “On many of our most staple goods, 90 per cent 
of the contents consists of plain or distilled water. There- 
fore, as a matter of fact, in delivering our goods all 
over the country, we are paying extra high freight just 
for the pleasure of shipping water.” 

Take milk of magnesia, for instance. If the solid 
content of a bottle of this drug were separated from the 
water, there would not be much left, but as a matter 
of fact, milk of magnesia, largely composed of water, 
is shipped in carload lots to every part of the United 
States, and of course the freight is paid on the water as 
well as on the rest of the formula. 


* * x 


Another jobber called. He spoke about a well known 
brand of razor blades being quoted all over New York 
at 59c. a package. He told me he could not buy these 
blades, even in very large quantities, at a lower price 
than 48c. Here is a spread of llc. a package to cover 
the jobber’s and the retailer’s profit in selling these 
blades. Hardly enough profit to pay the freight. 

Some time ago in Detroit, having this 59c. price 
in mind, I dropped into a retail drug store in the hotel 
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where I was stopping, and called for a package. The | 
price was 79c. When out of curiosity I referred to the | 
59c. price, the proprietor of the drug store with a 
smile stated, “Everything in this store must pay us a 
gross profit of at least 30 per cent. We will not pass | 
anything over the counter that does not pay that profit. 
We have to have this to run a drug store in this hotel. 
I have no doubt you can buy these blades at the price 
you state, but the question is whether the convenience 
of having this drug store in this hotel is not worth the 
difference in price to you. In other words, I am charging | 
for service as well as for merchandise.” 


Then he inquired pointedly, as he held up the blades, 
“Do you want these blades or not?” I decided I wanted 
them, and then to his surprise I congratulated him upon 
his selling policy. He has more sense than a good many 
other merchants I have met. | 


On another occasion, in the Grand Central Station, I 
stopped to buy these blades. The clerk told me they 
did not carry the brand I asked for, and then he passed 
out a new brand, which he said was much better—better 
edge, would give a better shave, would give more shaves, 
etc.—price $1. I fell for this too. 


x .* 


The following extract from the New Orleans Times- 
Picayune, headed “Pocket Knife’s Decline,” came to my 
desk : 

“An article going the rounds of the press blames the 
decline of the pocket knife on the automobile, radio, 
motor boat and airplane, saying that people no longer 
have leisure to whittle. But why not slip in there some- 
where the fact that the pocket knife, under our Amer- 
ican tariff, has become so expensive that whittling must 
be reserved for the rich? We used to buy a four-bladed, 
horn-handled knife of the best British make for $1. 
Price such an article today.” 

The writer of the above article is not aware of certain 
facts. The wages of cutlery workmen today are more 
than double what they were before the war. Cutlery, 
because of the nature of the product, must be made 
very largely by hand. Automatic machinery can only be 
used in a few processes. Such being the case, the price 
of cutlery has naturally advanced. 

It might also be added for the information of the 
writer of the above article, that there isn’t one cutlery 
manufacturer in the United States out of ten who is 
making a fair profit in his business. Notwithstanding 
the high tariff, most of the cutlery manufacturers in this 
country would jump at an opportunity to sell out at the 
actual cost of their plants. There are a few manufact- 
urers that by reason of the character of their product 
and the large volume of their sales, are cleaning up a 
little profit, but most of the cutlery manufacturers in this 
country today, as well as in England and Germany, are 
doing business without a reasonable profit. 

In the United States in many lines, as the cost of 
labor has advanced, by the use of automatic machinery, 
costs have been held down or even reduced, but in those 
lines of manufacture where hand work is a large part 
of the manufacturing the advance in wages has had 
the natural and to be expected effect upon the cost of 
the goods produced, and of course has had a somewhat 
disheartening effect upon such industries. 


LeatherGrip 
and Comfort 


Guaranteed 
Unbreakable 


Make This 
ESTWING 


Test 


TRIKE a hard blow on a 

spike into a plank with 
an ordinary hammer and then 
an ESTWING. Notice the 
short, easy swing and sure 
strike of the better balance: 
ESTWING. 


Entire hammer forged from 
one piece of high carbon tooi 
steel, with comfortable leath- 
er-covered handle that affords 
a sure grip, with no sting. 





A Business-Getting 
Line 

Estwing Unbreakable Tools include a 
complete line appealing to Mechanics, 
Home Owners, Boy Scouts and Sports- 
men. An Estwing Tool always attracts P 
unusual attention and brings new _ busi- 
ness. FREE colored display. 

Sold under a Steel-clad Guarantee; 
thru 140 leading jobbers or direct 
if yours cannot serve you. 
Write for Prices and Details. 


Get one tool and place it where your 
customers can see and handle it. 


Estwing Mfg. Co. 


Rockford, Ill. 
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McNIECE ANALYZES WHOLESALER’S OVERHEAD 


quarters city for wholesalers’ salesmen 
in various sections of the country: 


Miles 
eg eg ae 110 
Central Western States ......... 150 
Southern Sietes ...... 05.2... 8. 185 
Mid-Western and Southwestern 


States 275 

Mr. McNiece then used Chart II, 
which illustrated the multiplication of 
sales effort that exists in a representa- 
tive territory. It was titled “Distri- 
bution of Wholesalers’ Effort.” 

The speaker explained this chart, 
saying: 

“In this chart, Columbus, Ohio, was 
chosen as the center of a typical re- 
gion of the country. From a directory 
of hardware wholesalers the number 
ot such wholesalers in each town and 
city within a circle from Altoona, Pa., 
on the east to Chicago, IIl., on the west 
was determined. A travelling radius 
of 125 miles was assumed and around 
each wholesaler’s location is drawn a 
number of circles that corresponds to 
the number of wholesalers at that 
point. While this is, of course, a 
rough approximation, it serves to illus- 
trate graphically some measure of this 
competitive effort. 

“According to the best information 
available to us, there are approximately 
875 hardware wholesalers of recog- 
nized standing and about 37,000 hard- 
ware retailers in the United States. 
This is equivalent to 42 retail stores 
per wholesaler and yet, according to 
data supplied by hardware wholesalers, 
the average number of accounts per 
house is about 2500. Making allow- 
ance for industrial and other accounts 
outside of the retail hardware line 
still leaves the impression that a ter- 
rific struggle exists for every dollar 
the retailer spends. 

“One case has come to our attention 
where a hardware retailer, sensing the 
waste of time and effort through the 
great frequency of sales calls from 
various wholesalers, reached the de- 
cision to confine his purchases to two 
houses fitted by location to give him 
the best service. 

“He explained his decision to the 
salesmen of the other houses and in 
addition requested the two with whom 
he concentrated his business to reduce 
their visits from two to one per week 
from each. In adopting this plan, he 
reduced the sales visits from an aver- 
age of twelve to two per week. His 
average purchase order is, therefore, 
essentially six times the value of his 
former order. His time and money 
are saved and the wholesalers are 





(Continued from page 119) 


handling larger and more profitable 
orders. If all retailers would follow 
the same plan, the redistribution of 
business among the wholesalers might 
have a startling and beneficial effect. 

“Among the wholesalers eliminated 
as suppliers of this retail store were 
one or more who by their distance from 
the store could not hope to. compete 
in service without excessive cost. This 
leads to the thought that a great deal 
of long range competition exists, that 
is, many wholesalers whose salesmen 
cover very large territories are com- 
peting with local wholesalers in their 
own natural territory. This can only 
occur with some resultant economic 
loss.” 

Showing Chart III, the speaker 
said: “We have attempted to illustrate 
in graphic form the diversity of 
sources from which like merchandise 
may be secured in any one community. 
Through copies of orders taken by mis- 
sionary salesmen for delivery by whole- 


salers, we are able to trace such 
tendencies. Chart III is titled, ‘Dis- 
tribution of Orders and Shipping 
Points.’ 


“This chart indicates by the lines 
superimposed on the map, the towns 
in which the order originates and the 
headquarters city of the wholesaler 
specified by the dealer. These records 
are shown for five representative ter- 
ritories in eastern or near eastern 
states. While there is in some cases 
2 decided convergence of lines to near- 
by towns, the number of lines extend- 
ing to points more or less remote is 
sufficient to indicate the prevalence of 
long range competition. 

“Tn one case coming ‘under our ob- 
servation a very alert wholesaler was 
attempting to defeat this long range 
competition regularly offered by re- 
mote houses by urging dealers to de- 
crease their investment in given prod- 
ucts and increase their shelf space for 
new and additional products by what 
virtually amount to daily orders upon 
which immediately and if necessary, 
special delivery would be guaranteed. 
This policy can only result in more 
small and unprofitable orders due to a 
cost of handling that is all out of pro- 
portion to the value of the orders re- 
ceived. 

“Tt costs real money to compete suc- 
cessfully at long range and when this 
activity is countered by special induce- 
ment offered locally, the cost level for 
all wholesalers is assuredly increased 
with resultant decrease in profits all 
around. 

“In these days much is heard of the 





unprofitable account. It may be quite 
safely said that according to distribution 
of business among outlets and ac- 
counts, 75 per cent or more of the 
volume comes from 25 per cent or less 
of the accounts. From the cost stand- 
point we pay a terrific price for the 
last 10 or 15 per cent of the volume. 
Several influences may attend to make 
an account unprofitable and some of 
them are the same as those producing 
small orders. 

“The retail outlet solicited may be 
too small to provide business in profit- 
able amount. An otherwise profitable 
account may divide its business among 
so many wholesalers that the volume 
is atractive to none. Excessive cost of 
solicitation and service may make an 
account unprofitable. It should be re- 
membered that an annual volume of 
$600 divided among 12 orders is far 
more to be desired than the same vol- 
ume covered by 60 orders. 

“Tt does not follow that the unprofit- 
able account should necessarily be 
dropped. ~ Loss may be converted to a 
profit by some improved plan arranged 
with the retailer. Effective mail order 
methods may be introduced at lower 
cost than that of frequent personal so- 
licitation. Less frequent visits may 
result in no loss of volume if proper 
understanding can be reached with the 
retailer. Withont doubt, however, 
many unprofitable accounts could dis- 
appear from the ledger with resultant 
gain to the business if the situaion is 
carefully analyzed. 

“Entire territories may be unprofit- 
able not on account of excessive com- 
petition alone-but because the total con- 
sumer demand in the teritories is too 
low to support the effort expended upon 
them. 

“It is not commonly realized that 
fifty per cent of the counties of the 
United States include: 


82% of the population. 

96% of the income tax returns. 
87% of the production. 

96% of the bank deposits. 


“It is in these counties that the bulk 
of the business is done. Are the ef- 
fort and cost expended reasonably pro- 
portional to the business to be gained? 
If not, the cost should be reduced. A 
fundamental task is to determine what 
territories can be worked with profit 
and then what outlets within these 
territories should be cultivated. Every 
sale made at no profit in a distant ter- 
ritory is reducing the legitimate sale 


(Continued on page 200) 
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WHY NOT buy your 
Roller Skates with the 
same careful comparison 
you exercise in purchas- 
ing a new automobile? 


COMPARE the specifications, note the beauty of 
finish, the correct lines, and the sturdy construction 
in every detail. 


BECAUSE every boy or girl is interested in all of 
the following features is the reason dealers every- 


where are turning to SPEED KINGS. 


SPECIFICATIONS 


— 


. Guaranteed-guarantee tag on every pair of SPEED 


KINGS. 


. Adjustable from 6%” to 11” length—the shortest and 
longest roller skate made. 


N 


3. Fastest skate—note the double row of self-contained balls. 


4. Easiest running, oscillating rubber cushioned shock 
absorbing trucks. 


5. Strength assured by reinforced toe plate, one piece heel 
and back and sturdy truss construction. 


6. Attractive design, high nickel finish make a beautiful 
skate that sells on sight and outstanding merit. 


CHRISTMAS is just around the corner, and we are 
prepared to supply our Roller Skates in attractive 
modernistic Christmas boxes. 


SPEED UP SALES on Speed King Roller Skates 
now through our SPEED KING CLUB plan, a 
direct advertising campaign that will build business 
for your store. It reaches the boys and girls of 
your community who are your customers today and 
tomorrow. 


Write or wire for complete information 


KouHLer Diz & SpeciALty Co. 
Box Jb, DeKalb, Illinois 





















SPEED KINGS are _ furnished 
with steel tread rollers or silent 
balloon type rubber tires, both 
for boys and girls. 








and Balioon = 
Tires Too’ 










The FASTEST 
Roller Skate 





















YOUR CUSTOMERS 


know about 


Fafnir Ball Bearings 


They also know about Blair Lawn 
Mowers. But do they know that Blair 
uses Fafnir Bearings? Be sure to men- 
tion that fact when you have the Blair 
Automatic on display. 





Automatic—Style 11-5 

Fafnir Ball Bearings 

Eleven-Inch Wheels 

Five Drawcut Blades 
Sheffield Steel Stationary Knife 

Dust Proof Oil Cups 

Interchangeable Parts 





Automatic—Style 10-4 
Fafnir Ball Bearings 
Ten-Inch Wheels 
Four Drawcut Blades 
Dust Proof Oil Cups 
Interchangeable Parts 


The Blair high-quality mowers—Her- 
cules, Automatic, Pilgrim, Universal— 
are only a part of the Blair line. There 
are other models available which com- 
bine quality and low price. The catalog 
contains complete details. Write to- 
day for your copy. 
BLAIR MANUFACTURING COMPANY 


Established 1879 
Springfield Mass. 


BLAIR Drawcut 
LAWN MOWERS 
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and profit of some other wholesaler 
who may be better fitted by organiza- 
tion and location to serve that terri- 
tory. 

“Toward what end are the changes 
ini the field of distribution progressing ? 
The problem to be solved is surely in a 
large measure one of cost control and 
it seems apparent that cost must come 
down. Unlimited competition in 
price, service and territory can result 
in nothing but increased cost and de- 
creased profits. This problem cannot 
be passed back to the manufacturer by 
the request for longer margins. The 
manufacturer too, is struggling with 
problems, many of them similar in na- 
tuire to those of the wholesalers. Every 
extension of longer margins only opens 
the gate wider for the successful pro- 
gress of those organizations which are 
able to do an effective job at lower 
cost. 

“What economic advantage, if any, 
exists in the trend of the times toward 
mergers and chains? Some such ad- 
vantages must exist somewhere to ac- 
count for the continued and rapid in- 
crease in such organizations. The situ- 
ation is complex but some insight into 
ii may be gained by reference to Chart 
IV which is titled ‘Graphic Representa- 
tion of Distribution Methods.’ 

“This chart illustrates diagrammatic- 
ally, the flow of orders, shipments, re- 
mittances, etc. under the following con- 
ditions: 

1. Three manufacturers _ selling 
through each of six wholesalers 
to the same twelve retailers. 

2. Three manufacturers selling di- 
rectly to twelve retailers. 

3. Three manufacturers _ selling 
through a consolidation of the six 
wholesalers to the same twelve re- 
tailers who may also be consolidated 
as a chain. 


(Continued from page 198) 


“These diagrams would not truly re- 
| flect the net result of such assumptions 
| under all possible conditions but they 
| may be accepted as illustrative of the 
|trend toward economy that exists in 
such movements. It is interesting to 
speculate on the influence of volume 
handled by the United States mails if 


| 


all commerce were reorganized on 
some such basis. 
“Without doubt some of the eco- 


nomic justification for the development 
of new channels of distribution is rep- 
resented in the comparison of these 
Nevertheless, study of con- 
ditions warrants the conclusion that 
the wholesaler who understands the 
problem and meets it wisely will have 
no cause to fear for the future. An- 
alysis of buying habits made by others 
has indicated that the majority of 
buyers will travel to trading centers 
of more or less prominence when they 
are in the market for articles of se- 
lective merchandise such as clothing 
and household furnishings, but will 
buy “just around the corner” when in 
need of articles included within the 
classes of househeld necessities and 
conveniences. This brings the real 
function of distribution into the fore- 
ground. There are relatively few 
trading centers in the United States— 
posibly 700—somewhat less than the 
number of listed hardware wholesalers. 
On the other hand blanket distribution 
is required to place in thousands of 
points throwghout the United States 
the merchandise that is required at 
those points. This is one of the pri- 
mary functions of the wholesalers and 
there is little evidence that this field 
has been strongly invaded by chain or- 
ganizations, particularly in some 
classes of merchandise. Whether or 
| not this field will be occupied in the 
| future by chains will no doubt depend 


diagrams. 








. 














on their ability to function at lower 
cost than wholesalers in the same field. 
This is, of course, largely dependent on 
the ability of the wholesalers to meet 
the cost problem successfully. Exces- 
sive cost of competition arising in over- 
solicitation and extended territories 
provides an opportunity for chain or- 
ganizations that will not exist if it can 
be reduced to reasonable proportions. 

“The Chain if extended into smaller 
communities loses a great deal of the 
natural economic advantage it enjoys 
in larger markets. Naturally, the 
thoughts expressed on these points do 
not include any surrender of business 
in the larger centers, but organization 
revised to meet the new conditions 
taking special advantage of the oppor- 
tunities offered in the field of general 
distribution. 

“To summarize, we may say that in 
our opinion, the wholesaler -if he is to 
control his costs effectively must an- 
alyze conditions both internal and ex- 
ternal in order that the facts of the 
business may be determined. He must 
recognize the fact that comparative 
gross margins give no accurate meas- 
ure of comparative profits, that some 
territories are inherently unprofitable 
to him and that there are many un- 
profitable accounts even in profitable 
territories. To carry out such analysis 
the wholesaler should determine: 

1. Profiable and unprofitable com- 
modities. 

2. Profitable and unprofitable ter- 
ritories. 

3. Profitable and unprofitable ac- 
counts. 

“In developing the facts pertaining 
to these points, much information re- 
garding orders, items, accounts and 
operating costs will come to light and 
the business may be guided by direc- 
tion rather than by chance.” 


Small Orders Constitute Weakest Factor, Says Whipple 


“The weakest link in the chain of 
factory to wholesaler and retainer sys- 
tem of distribution is the smallness in 
the size of the transaction. The re- 
tailer buys of his jobber in units aver- 
aging $4 to $5 per item. I am informed 
that a 5c. and 10c. store drawing its 
merchandise from the central ware- 


house or factory who supplies it, requi- 
sitions in average units of approxi- 
mately $25 per item. As a consequence, 
the handling cost is materially reduced 


(Continued from page 123) 


and, so far as I can see, this is the only 
economy in the chain store method of 
merchandising. All other items in their 
expenses are greater than the jobber- 
dealer combination—rent, supervision, 
auditing, etc., but they have eliminated 
the small items which do not sell in 
quantities sufficient to warrant their 
handling. 

“As I see it, the solution lies in a 
more detailed study of individual lines. 
On the highly competitive small items, 








a graduated scale of prices based on 
quantity should be worked out in order 
to give the dealer the benefit of the 
saving in cost of handling and to put 
him in position to meet competition. 
On the “service items,” which are not 
so highly competitive, a greater profit 
margin should be secured by both the 
wholesaler and the dealer. Such a pro- 
gram requires a vast amount of educa- 
tional work but, in the end, the econom- 
ic law is bound to prevail.” 






































HARDWARE AGE for OCTOBER 31, 1929 





HARDWARE PROBLEMS—Then and Now 


(Continued from page 100) 


on this question. [ have already advised you of one 
manufacturer, who had a business with a single catalog 
house running into a large amount of money, who, after 
a two hour conference with the writer, displayed an 
order amounting to $8,000, a very profitable line of 
goods, saying ‘It'll cost me a great deal to take this step, 
but I’ll do it, and this will be the first order that I will 
decline. I am satisfied that the retail trade as well as 
the jobbing trade have aided in building up the reputa- 
tion of my goods, and I'll not see any catalog house 
assail them’.” 

Twenty-five years ago, at the Tenth Annual Conven- 
tion of the National Hardware Association, Atlantic 
City, Nov. 16 to 18, 1904, W. P. Bogardus, president, 
National Retail Hardware Association, speaking on 
“What are the proper avenues for the distribution of 
hardware,” said: “As a retailer, I take part in this col- 
luctation with no other motive than to call attention to 
the fact that our interests are mutual, and that our suc- 
cess depends on reciprocity in our relations with each 
other, and further to refer to the necessity of a recogni- 
tion on the part of the manufacturer of his obligation 
to those who eventually put his manufactured product 


in the hands of the user, should distribute his product 
through the jobber and he through the retailer and he to 
the consumer ; that this method not because it is old, but 
because the experience of the centuries has proved it to 
be the most practical and economical method yet de- 
vised for the distribution of the manufacturers goods. 
[f we all held to this method and practiced it, there would 
be no occasion for this discussion.” 

From the preceding high-lights of early conventions, 
it is easy to deduct that hardware merchants in times 
past, were occasionally alarmed over conditions as they 
then prevailed and the conditions which were said to 
spell ruin in the offing. However, the progressive hard- 
ware firms have weathered all of the adverse conditions 
in the past, just as they are doing at present and will 
continue to do in the future. The death knell as sounded 
by some alarmists from without the hardware industry 
may cause us to stop and think, but we are reassured 
when we realize that the generation of hardware dealers 
which have gone on before, faced similar “music” and 
won the fight with flying colors. It takes more than 
prophecies to discount a record as sound as that of the 
hardware industry. 
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Collapsible 

















Note how compactly they 


fold up when not in use. upstairs. 
















Attachment of frames 
is as simple as walking 


Utility, 
Safety, 
Convenience 
and Economy 


are found in the use of 
THE ‘TOLEDO HORSE 


There are hundreds of ways every 
user will find them convenient. 
Absolutely rigid. Will support 
as much as 12 ton. Uses any 
handy piece of lumber. 
Fully collapsible. Carried 
or stored in very small 
space. Indestructible. Will 
last indefinitely. No repairs. 
Easy sales. Good profits. 


Get our proposition. 


The 

Toledo Pressed Steel 
Company 

Toledo, Ohio 
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J. CHAS. ROSS REVIEWS RETAILER’S EFFORTS IN SALE OF 
RADIO, ELECTRICAL GOODS, ETC. 


being left to the garage and automobile | 
people. Electrical appliances are being 
sold in fairly good volume by the hard- 
ware retailers, and there are greater 
possibilities in view for the dealers in 
this line. The same should be pushed by 
them, notwithstanding the fact that 
they have very severe competition from 
the utility corporations, Radio has not 
been pushed in this section by the hard- 
ware dealers. 

“Minnesota—Automobile accessories 
business, the principal item of which is 
automobile tires, has got away from 
the hardware retail stores in this sec- 
tion. The reason for this is that instal- 
lation must go with a successful sale of 
tires and most hardware dealers are 
not equipped to install their tires. On 
other accessories the volume is so small 
that most dealers do not consider it 
profitable. With regard to radio and 
electrical appliances the story is en- 
tirely different. The wideawake mer- 
chant has taken on radio and is ag- 
gressively pushing the sale of same. It 
is safe to say that more than 50 per 
cent of the hardware retailers in this | 
section are doing something at least in | 





(Continued from page 105) 


the way of selling radios, and many of 
them with marked success. Electrical 
appliances, that is, the ordinary house- 
hold appliances, are gaining in sales in 
hardware stores all the time. 

“Nebraska—Generally speaking, the 
hardware merchant in this section is 
not making any great effort to distrib- 
ute automobile accessories. This busi- 
ness is left almost exclusively to the 
garage and accessory stores, except | 
where some dealers are selling tires 
only. Radio and electrical appliances 
are handled by a few of the hardware 
retail dealers. There are a few out-| 
standing cases where hardware mer- 
chants are making a success in the sale | 
of radio and electrical appliances. | 
Hardware merchants in this section | 
have been rather reluctant as a whole | 
to take advantage of the opportunities 
they have had with electrical appli- 
ances. 

“Tllinois—Hardware retailers of IIli- | 
nois have given a reasonable effort 
toward the sale of electrical appliances | 
and radios but very few are making 
any effort whatever to sell automobile 
accessories. Electrical appliances form | 








LOOK FOR THE NAME STAMPED 


EmON EVERY FOOT OF CORD 


SILVER LAKE Co. 
NEWTONVILLE. MASS) 


ffi 
‘iba 


part of practically every hardware re- 
tailer’s stocks. There is a big oppor- 
tunity for further development, how- 
ever, in the sale of these items. Aside 
from the public utility companies the 
reporter believes that the hardware re- 
tailers are doing a better job of selling 
electrical appliances in the Illinois dis- 
trict than any other class or group of 
retailers. 

“North Carolina—The hardware re- 
tailers of this section are not making 
very much effort to sell automobile ac- 
cessories, electrical appliances and ra- 
dios. Of the three items they are putting 
forth greater effort on radio than the 
other two. It is the reporter's belief 
that since the installment plan has 
grown more popular the hardware re- 
tailer may cultivate this branch of the 
business to a greater extent. 

“Towa—Auto accessories in towns 
over 1000 in the Iowa district have 
gone to specialty shops, but there are 
many towns in this section below 1000 
in population where the hardware 
stores should feature this line. Radio is 
a feature in many of the hardware 
stores in larger towns of 5000 and up. 
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Electrical appliances are also featured 
by the city hardware stores. Radios and 
electrical appliances constitute a field 
which should be featured and cultivated 
more extensively by the hardware re- 
tailer. 

“New England district—The repor- 
ter from this field made his returns in 
percentages, as interpreted about 9 per 
cent of the dealers business reported 
was on automobile accessories, 2 per 
cent on electrical appliances, and 9 per 
cent on. radio, which would indicate 
that there is a fertile field in New 
England. 

“Southeastern Section, including At- 
lanta, Florida, Tennessee, Georgia and 





Alabama—lIn this section some of the 
retail hardware dealers are doing a 
very good job of selling automobile ac- 
cessories, electrical appliances and 
radio. In other sections they are doing 
a very poor job. The reporter stated 
that it was spotty and more or less of a 
hit and miss proposition. 
“Missouri—But a small percentage 
of the hardware dealers in this section 
handle automobile accessories, with a 
single exception, and that is tires. Most 
hardware dealers, however, handle elec- 
trical appliances and a large percentage 
are now handling radios quite success- 
fully. One dealer is this section spe- 
cialized on electric washing machines 


and sold 467 electric washers in one 
year. 

“Summarizing briefly the foregoing, 
I would say that the hardware retail- 
ers of the United States are not suc- 
cessfully selling auto accessories and 
there are many good reasons why. They 
are doing a fair job of retailing elec- 
trical appliances, and radio, but the 
field is fertile and with the proper set- 
up in their organizations a more inti- 
mate knowledge of the lines, they carry, 
cooperation and protection from the 
jobber and manufacturer, the hard- 
ware retailer possibilities in the sale of 
the appliances and radios is almost un- 
limited.” 








J. E. STONE HEADS MANUFACTURERS’ ASSOCIATION 


Members of the executive committee 
whose terms expire in 1930 are J. S. 
Bonbright, Pennsylvania Lawn Mower 
Works, Philadelphia, Pa., W. E. Cross, 
Clemson Bros., Inc., Middletown, N. Y., 
and Murray Sargent, Sargent & Co., 
New Haven, Conn. Members whose 
terms expire in 1931 are the newly 
elected chairman, Mr. Donahue, G. T. 
Price, Kelly Axe & Tool Co., Charles- 








(Continued from page 141) 


town, W. Va., and A. P. Van Schaick, 
American Chain Co., Bridgeport, Conn. 

The’ efficient secretary-treasurer, 
Charles F. Rockwell was reelected and 
will continue to maintain association 
offices at 342 Madison Avenue, New 
York City. 

Mr. Alverson was chairman of the 
nominating committee and was assisted 
in this work by Isaac Black, Russell 


Here’s Something New 
and Different in 


Single Guns 





READY TO 


A light and easily carried gun for the popular 410 gauge shell. 


| & Erwin Mfg. Co., New Britain, Conn.; 
Gustav Bommer, Bommer Spring Hinge 
Co., Brooklyn, N. Y.; Camille L. 
| Gairoard, J. Wiss Sons, Newark, N. J.; 
George H. Harper, National Enameling 
| & Stamping Works, Milwaukee, Wis.; 
|M. J. Lacey, Pyrex Sales Division, 
Corning Glass Works, Corning, N. Y.; 
J. G. O’Brien, Caldwell Mfg. Co., 
| Rochester, N. Y., and Mr. Thompson. 








No detachable parts to be lost or mis- 


laid. A ball and spring device (patent applied for) limits the movement of the barrel to the normal posi- 
tion, except when it is desired to fold the gun. 


410-12m/m, 22 inch Steel Barrel. 
walnut; flexible hard rubber butt plate. 


44 pounds. 


Stock, fine black 
Weight, about 


A special advertising campaign in the leading sporting and agricultural publications is building a heavy 
demand. Order through your Jobber and take advantage of this publicity. 


Harrington & Richardson Arms Company 





Worcester, Mass., U.S. A. 
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Colorful Display 
of Plasterers’ 
and Stone 
Mascns’ Too!s 








Tools for  bricklayers, 
plasterers, masons, stone- 
workers and mechanics of 
kindred lines were featured 
in this effective display, re- 
cently shown by Rising & 
Thorne, 475 Broad Street, 
Newark, N. J. 

The tools had a_back- 
ground of orange crepe 
paper and their upturned 
blades shone brilliantly both 
day and night as_ they 
caugkt whatever light there 
was in the window. Here 
was a wide selection of 
tools, carefully arranged, 
creating a most appealing 
display. 











Guaranty Tag 
on every wrench 


OR TWO REASONS this set of six genuine 
Oswego Stillson Wrenches is a profit-maker for 
the dealer. 
First, because the set of six will sell as easily as a 
single wrench, increasing turnover. 
Second, because the strong, handy box makes the 
set easy to demonstrate and is ready for immediate 
parcel post shipment to out-of-town customers. 


Ask for leaflets describing this set. 


The Oswego Tool Company 


Oswego, N. Y. 


Established 1887 Incorporated 1893 




















DON’T ... ; 
STRIKE * 
A MATCH!!! 


It Is SAFER, CHEAPER 
and CLEANER to Use 


SS SY villé abies De 
DONT STRIK A A< 
~~ 


Lights only INFLAMMABLE GASES, ALCO- 
HOL, ACETYLENE, GASOLINE and 
CANNED HEAT. Used for gas ovens, water 
heaters and all other gas appliances, ACETY- 
LENE and GASOLINE TORCHES. 


The sure, strong and ideal “liter” for household 
and industrial use. Safe for children to handle. 


Sells well and. profitably. 






‘ 


Ask Your Jobber or Write Us 


‘SHOOT-A-LITE CORPORATION 


118 East 28th Street New York, N. Y, 
































HARDWARE AGE for OCTOBER 31, 





1929 


205 












New (atalogs and ‘Dealers’ Hel 


Available from Leading Manufacturers 


Steel Shelving More than 2000 dif- 
Catalog Ready ferent combinations of 
steel shelving, desig- 

nated as “standard units,” are il- 
lustrated in a new catalog published by 
The General Fireproofing Co., Youngs- 
town, Ohio. It is said that these stand- 
ard units simplify the selection and 
ordering of shelving. The catalog will | 
be sent upon request to any interested 
dealer. 





Proof Sheet Brillo Mfg. Co., 205 | 
For Brillo Cuts Water Street, Brook- 
lyn, N. Y., 


is sending | 
the trade a new proof sheet showing | 
the various electrotypes which it fur- | 
nishes without charge to dealers | 
planning newspaper, circular or catalog 
advertising and wishing to make men- 
tion of the company’s product, Brillo. 
Complete advertisements, packages, | 
slugs and suggested layouts are shown. | 


| Westinghouse 
| Safety Switches The 


Catalog No. A-53 


Electric & Mfg. Co., 


Fast Pittsburgh, Pa., is devoted 
safety switches and motor starting 


switches. It gives the distinctive fea- 
tures and data regarding these classes 
and kinds of switches. Price forms, 
comparative style number indexes, etc., 
are contained in this book. 


Richards-Wilcox 
Manufacturing Co. 
announces through 
the new Catalog No. A-53 that it is 
now in a position to furnish complete 


Richards- Wilcox 


equipment for disappearing door ward- 
robes. In this book are shown many 
styles and _ installations. 
data and installation instruction are 
also to be found. 


Descriptive 


Catalog No. 282 of | Radia Heater 
Westinghouse | 


to | 


The F. W. Shepler 

| Catalog Issued Stove Co., 1312 Shef- 
field Street, N. S., 

Pittsburgh, Pa., has issued a catalog 


relative to its Radia electric heaters. 
It shows these items of the wall insert 
type and also the portable electric log 
and portable room heaters which the 
company produces. List prices are 
given. 


Fire Preven- 
tion Week, Oct. 
6-12, 1929, was 
emphasized in the October issue of 
“Door-Ways,” that interesting monthly 
house organ issued by Richards-Wilcox 
Mfg. Co., Aurora, Ill. In addition to 
the data and statistics relative to fire 
prevention and fire losses, many of the 
company’s fire doors, metal shutters and 


October Door-Ways 
Is Interesting 














Largest Exclusive Hack Saw Frame Manufacturers in the World 








Frames 
for 
Every 
Purpose 


F 












B 


at 












world-wide demand for FORS- 


our line the most profitable 
sellers. 


Jobbers note: 
tive jobbing proposition with cre- 


BRIDGEPORT 


No. orsberg Qvality)125 


CHAMPION 


ORSBERG 


We have special- 
ized in Hack Saw 
Frames for over 
20 years. Today 
60,000 square feet KE 
of space are re- 
quired to fill the 


ERG Quality. Dealers find 


We offer an attrac- 


ive sales helps. 


Hack Saw Frame Specialists 


fire door hardware equipment was 
| shown and described. 
CPR EERE ESSE SOs 
At Prices 
from 
50 cents 
to $3.00 










THE FORSBERG MFG. CO. 

















Broken Blade Attachment Fits 
Either End of Frame Hold- 
ing Broken Blade. 










$3.00 
retail 







CONN. 
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TRADE PRACTICE CONFERENCE COMMITTEE REPORT 


trade, then we are opposed to accepting 
any such injunction. We are just as 
much convinced now as we ever were 
the withdrawal of the two per cent 
cash discount was an injust move upon 
the part of the mills and that their 
action in adopting the half of one per 
cent discount is in distinct contra-dis- 
tinction from the spirit expressed in 
the eleventh point. This committee 
would heartily endorse any forward 
movement that might be instituted by 
the mills for the betterment of the sheet 
metal industry.” 

“We welcome that as jobbers wel- 
come any constructive action taken by 
the mills. We want them to put for- 
ward something that is really worth- 
while and constructive. I think the job- 
bers of this country today need the 
help of the mills more than they ever 
needed it before. We must cooperate 
and we have got to draw closer together 
in order to work ‘all for one, and one 
for all,’ if we continue having these 
meetings ; it is essential.” 

“We would like to hear someone 
speak upon this question. It is a very 
important matter to be accused of hin- 
dering a forward movement by the 
manufacturers. You know that is a 
very serious charge.” 

D. D. Peden responded to the chair- 
man’s request for an expression on the 
subject, saying: “Down in our terri- 
tory, we sell to two classes of trade. 
We sell sheet iron, steel plate, etc., to 
tinners and the contractors, and the 
credit of those fellows, as a rule, is 
very poor. We have to carry them un- 
til they get the job completed, and, be- 
fore they can get their money, in many 
cases, and they are not in a position, 
as a rule, to discount their bills unless 
they can borrow the money, and as long 
as they can get 2 per cent off they will 
not try to borrow money and discount 
their bills, and we carry them along. 
The gas companies and light compan- 
ies, those larger companies, they dis- 
count their bills on the tenth of each 
month and they take off 2 per cent. 
We try to show on our invoice one-half 
of one per cent on corrugated iron and 
tin plate. They simply discount the en- 
tire bill and say 2 per cent. We send 
that statement back to them and they 
usually come back at us and say, “you 
can either allow the entire 2 per cent 
or we will buy our goods somewhere 
else,’ and they always seem to be able 
to find somebody who will allow them 
2 per cent off. I would rather have the 
mills increase their price than to give 
us a discount of one-half of one per 
cent.” 





(Continued from page 194) 


John Follansbee also expressed his 
view point, saying: “I think the jobbers 
should realize the situation of the mills 
regarding this discount. I think about 
80 per cent of our production goes to 
the manufacturer and they accepted the 
new terms promptly without much fuss. 
I would suggest that you get them to 
give the jobbers an extra five and let 
the jobbers keep the five.” 

Mr. Hord then stated question thir- 
teen—“That we recognize the fact that 
a buyer who handled one carload in a 
given time is not entitled to the same 
consideration in price as the one who 
can handle ten times as much in the 
same length of time.” 

“The committee is entirely in accord 
and in favor of. From a legal stand- 
point this is absolutely unobjectionable,” 
said Chairman Lyon in reply. In com- 
menting further on the matter, he said: 
“In regard to the extra five that Mr. 
Follansbee mentioned, it seems to me if 
the mills would take into consideration 
that they. have the right, an exclusive 
right, to name a resale price on their 
own particular brand, that they could 
give us that 5 per cent, or make us a 
price such that we could get more out 
of it than we are getting now.” 

Number fourteen, was the next ques- 
tion propounded—“That the jobber be 
assigned the task of handling this semi- 
occasional carload business together 
with the less carload business from 
stock and that they made no effort to 
handle the tonnage business. On the 
other hand, that the mills stay away 
from the one carload and the less car- 
load buyer and devote themselves only 
to the tonnage buyer.” ' 

In answer, Mr. Lyon said: “There is 
a lot in that question. I imagine if that 
point was analyzed completely that we 
would run into a lot of law. I am not 
very certain about that, but I believe 
we would, because I can see in it so 
many questions where we would run 
into violation of the law; it is a pretty 
hard question for your committee to 
answer. They, however, answer it in 
this way: ‘The committee recognizes 
the fact that the large tonnage buyer 
can be better served by direct mill con- 
tact. We could not answer that any 
further than that. We make no refer- 
ence to anything, except that we do 
recognize the fact that the large ton- 
nage buyer can be best served by direct 
mill contact.” 

“Now,” said Chairman Lyon, “we 
have answered all fourteen points. We 
cannot take any concerted action upon 
them or pass any resolutions regarding 
them. I think it will be the duty of 





every mill and every jobber when he 
gets the typewritten report from Mr. 
Fernley’s office to sit down and give 
this thing very serious consideration. 
There might be some suggestions that 
we have given you as a committee 
which you could adopt, individually. I 
don’t know. There might be something 
that you would find in there that if 
you adopt, would be of advantage to 
the jobbing industry. I hope you can. 
You get a benefit from discussing these 
things; you know from the standpoint 
of legality what we can do and what 
we cannot do. 

“With your permission that brings 
us up to the point of considering the 
advisibility of asking this association 
whether or not we want to ask the Fed- 
eral Trade Commission for a Trade 
Practice Conference—to hold a Trade 
Practice Conference. 

“I believe, so far as the jobbers are 
concerned, and distributors, that we 
would welcome a Trade Practice Con- 
ference. My understanding is that in 
the National Hardware Association 
there are four men appointed as a com- 
mittee from the manufacturers of 
hardware; there are four from the dis- 
tributors, and there are four from the 
dealers. These four are a national com- 
mittee before which all questions come. 
It is a question now in my mind as to. 
whether or not the mills’ representa- 
tives, who are members of this organi- 
zation, would be willing to join in with 
the distributors and ask for a Trade 
Practice Conference? 

“I also think that we should—and I 
know if we did not that the Federal 
Trade Commission would—I think that 
we ought to, if we come to that con- 
clusion, to immediately notify the sec- 
retary of the National Sheet Metal! 
Contractors Association of the action 
that we take so that they would be in- 
vited in to the conference. They might 
appoint a committee to confer with the 
committee of the distributors, and a 
committee I believe would be in order, 
to be appointed by the mills. Those 
committees could get together, draw up 
rules and regulations, and then we 
could ask for a Trade Practice Confer- 
ence, and those rules and regulations 
be presented to the Federal Trade Com- 
mission and they would divide them 
into groups one and group two, after 
we had. held the conference. I don’t like 
to do this myself, but I think, Mr. 
Schoedinger, if you would ask if the 
mills’ representatives want to hold a 
Trade Practice Conference and if they 
would be willing to join in with us.” 

(Continued on page 208) 
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—<( SI AR | Sevmove Snir 
yey || iF OFFERS:— 
™ Soe A Full Line of 


FORGED STEEL 
PRUNING SHEARS 









No. 150 


, Tool Steel, 
| Polished and 











AT POPULAR / Oranged Enamel 
PRICES “| ‘ _ 
9” SIZE Beautiful Shear. 


_ A full line for your 

spring requirements :— 
Pruning shears, hedge 
shears, tree pruners, lopping 
shears, and :— 


HANDY GRASS SHEARS 


FIT-THE-HAND 


Length—13 in. 
Blades—6 in. 
No. 117 


Fast selling, efficient shear for trimming grass. A big improve- 
ment over the old style shears at no additional cost. Attractive 
finishes. 


Send us your orders or inquiries for these profitable tools. 


SEYMOUR SMITH & SON, Inc. 
OAKVILLE, CONNECTICUT, U. S. A. 
Sales Representatives 
JOHN H. GRAHAM & CO., Inc. 

113 CHAMBERS STREET, NEW YORK CITY 














MAKES SALES 


Mr. Dealer, here’s 


refy, - —— — 
gol LUcg cheng ood : 
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WILL STOP THAT LEAK The Jiffy Boiler 


7, Plug comes one 










Wir ME p 
we Cgc dozen on an At- 
'O; . . 
wr l tractive Display 
haan K( Card for Counter 
FIRST THREAD and Window Dis- 
TIGHTEN IT play in Retail 
AND THE 
JOB 1S DONE Stores. 











The card tells 
customers just 
what the Jiffy 
Boiler Plug will 
do and what it 
costs. 

These practical 
repair plugs re- 
turn. 


BIG PROFITS 


The Plug is equally desirable for use on Pipes, 
Gasoline Tanks and Storage Tanks. 


. The 
Jiffy Boilex 
Plug Co. 


9112 St.ClairAve 
CLEVELAND,O. 














It is strongly made, thoroughly rust-proof and 
fitted with a thick durable rubber washer. 


FREE Sample Plug on request. 


JIFFY BOILER PLUG CO. 
9114 St. Clair Ave. Cleveland, Ohio 














» Chanda, : 
Models Sizes 
Ball Bearing Lawn Mowers for 1930 

The Profitable Line for JOBBERS 


we. Our 
ae New Model 


BIG TEN 


is ready for 


BIG SALES 
10 inch Wheels 


Two Cross Bars 


Crucible Steel 


Knives 


Hardened Steel 
Ratchets 


Low Price 


Beautiful 
3 Color Finish 


write for 
proposition 





Manufactured by 
CLARINDA MANUFACTURING CO., Clarinda, Iowa 











INDURATED 





Fibre Funnels, 
Spittoons and Pails 


Made from Genuine Wood 
Pulp thoroughly INDURATED 
and sealed with a special treat- 
ment which complete‘y fills all 
the pores and makes this ware 
absolutely liquid-tight and non- 
conductive. 

Funnels are in great demand 
for handling vinegar and other 
acid liquids, also for filling 
batteries. Almo Fibre Spit- 
toons are replacing metal 
spittoons, because they are al- 
most noiseless. Easy to flush 
and clean. Smooth surface— 
will not mar woodwork or 
furniture. 





Pails are big sellers for han- 
dling acids, dyes and food 
products. Sold by Leading 
Jobbers. 

New Catalog just off the press 
shows full line of over 20 items. 


A postal card will bring you a 
copy. 


Almo Trading & Importing 
Co., Inc. 
61 East 11th St. New York 
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TRADE PRACTICE CONFERENCE COMMITTEE REPORT 


Chairman Schoedinger then said: 


“We feel that the distributors of sheet | 


metal products believe that a Trade 
Conference would be very advantage- 
ous to all the members of this associa- 
tion, at least to the distributors. The 
facts of the case are that many jobbers 
are being reduced to penury, the profits 
have vanished. It is up to this associa- 
tion to do something to rehabilitate the 
business of its members, and this is the 
best thing that we know of and the 
thing that is being done in many lines 


or business. I would like to ask the | 


manufacturers represented here today 
if they would be willing to join us in 
this request for a Practice Conference. 


(Continued from page 206) 


If there are any questions that you de- 
sire to ask Mr, McCorkle on any detail 


of this procedure that he has outlined, | 
he would be happy to give you the in- | 
formation, but it will have to be done, | 
as Mr. Lyon said, by the manufactur- | 


ers, distributors and dealers.” 
Mr. Lyon explained “That he under- 


stood that 80 per cent of the distribu- | 
| George O. M. Johnston. This concluded 


tors of sheet metal roofing were mem- 
bers of this association, that is, 80 per 


cent of the volume was distributed by | 


members of the association.” 
Following the discussion, motions 
were made and passed to extend a vote 


of thanks to the committee for their | 


splendid work, to petition the Federal 


Trade Commission for a Trade Prac- 
tice Conference and to select a commit- 
tee of four to meet with a like number 
of representatives of the manufacturers 
and sheet metal contractors to act in 
securing the Conference. In accord with 
the motion, the following committee 
was named by the chairman: Robert H. 
Lyon, F. J. McNeive, A. W. Howe and 


the report of the Trade Practice Con- 
ference Comntittee and F. O. Schoe- 
dinger, chairman of the Metal Branch, 
introduced W. C. Markle, secretary, 
National Association of Sheet Metal 
Contractors, Pittsburgh, whose address 
will be found elsewhere in this issue. 


JOBBERS DISCUSS INTERNAL PROBLEMS 


and we have new manufacturers com- 
ing up. The resolution referred to was 
as follows: 

“ “Whereas, Some manufacturers 
have seen fit to offer premiums of cash, 


articles of personal adornment and 


household goods as prizes for sales- | 
| three 


men in the employ of wholesale houses, 
as special compensation for the interest 
shown in such manufacturers’ prod- 
ucts; and, 

““Whereas, Such premiums are fre- 
quently offered to salesmen with or 
without the knowledge, consent or au- 
thority of their employer, and in some 
cases may be offered on goods of ques- 
tionable value; be it, 

“*Resolved, That this Association 
records itself as being opposed to all 
such schemes and sales plans as may 
provide for outside compensation in 
any form to our employees.’ 

“This resolution was reaffirmed and 
passed by our Executive Committee 
without a dissenting voice at our meet- 
ing on Monday. It was referred to as 
being a very vicious practice, and should 
be stopped.” Mr. Bihler then related a 
few instances where this practice was 


(Continued from page 148) 


mittee of our association felt it would 
be a very good plan to initiate a trade 
practice conference. 
it would be best to have joined in this 
movement the manufacturers as well 
as the retailers. As a result, a com- 
mittee has been appointed from the 
different associations of four 


| 


We decided that | 


| members each. The committee met this | 





indulged in by manufacturers, to the | 


detriment of the jobber in the handling | 


of his salesmen and customers. The 
speaker moved that the -resolution be 
adopted which had been passed by the 
Executive Committee on this subject. 

The motion was seconded and unani- 
mously adopted. 

Mr. Bihler then, as chairman of the 
Trade Practice Conference Committee, 
which was appointed at the last con- 
vention, reported on the efforts of his 
group, saying in part: 

“Some time ago the Executive Com- 


morning with a very good attendance, 
and we also had with us the Assistant 
Secretary of the Trade Practice Divi- 
sion, Mr. McCorkle, from Washing- 
ton. He gave us a great deal of in- 
formation about trade practice confer- 
ences. 

“As a result of the talk this morning 


ference. We are ready to do our share. 
I know the manufacturers and the re- 
tailers are willing to do their share. 
“It seems to us there is a need for 
something of this kind. It may take 
considerable time to work this thing 
out; it is a thing that cannot be done 
ina day. There are a great many things 
to be studied, and suggestions to get 
from the three bodies in the trade as 
to what practices are fair or unfair, 


| and it is also the hope that rules will 


it was agreed that the committee be | 


continued, and that it ,be further 
studied, but the sentiment I might say 


was unanimous—it was the unanimous | 


be adopted as to practice which will be 
recognized as being pertinent to the in- 
dustry and legitimate. In other words, 
all tends toward the making a better 
profit for all concerned.” 

President Nichols then called on F. 
E. Harwi of the A. J. Harwi Hard- 


| ware Co., Atchison, Kan. In introduc- 


opinion of the committee that much | 


good would be accomplished by trade 
practice conference, and furthermore it 
was desirable to have the manufactur- 


er, the wholesaler, and the retailer rep- | 


resented. 

“It was thought desirable to deter- 
mine the interest of our membership 
by referring the matter to our secretary 
and for him to prepare a sort of ques- 


| tionnaire, and lay it before all of our 


people. The officers of this association, 
as well.as the officers of the manufac- 
turers’ association, and the retailers, 
all seem to be in sympathy with the 
movement, and that a conference of 
this kind can be successfully carried 
out. Nevertheless, they did not wish 
to commit themselves to a_ positive 
statement until this questionnaire was 
sent out, and then it will be determined 
whether the trade really desires a con- 


ing him to the jobbers he announced 
that Mr. Harwi would speak on “Eco- 
nomic Factors Affecting Wholesaling.” 
In part, Mr. Harwi said: 

“As a prelude to any discussion of 
this subject there are two things that 


| must be admitted, first, that there is 


such an insitution as a wholesaler, and, 
second, that there are economic factors 
affecting it. 

“First, I will say that it may be 
summed up in one work—‘overproduc- 
tion.” There are many different angles 
to the proposition, but in the final 
analysis it all harks back to overpro- 
duction. 

“We have, first, overproduction in 
manufacturing. You gentlemen are too 
familiar with the hordes of merchan- 
dise pouring out of the doors of the 
factory in the hardware line. Further- 
more, it is a matter over which we 

(Continued on page 210) 
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for FASTER EASIER SELLING 
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Send for details to Bluffton Slaw Cutter Co., 113 Jay St., Bluffton, O. 














CONSIDER THE Cow 


The cruel, dangling, bungling chain 

may control, but may also affect her 

temper and finally her milk. 
Recommend— 


Reichert’s Humane Hobble 


does not cut, injure or chafe; quickest 
on and off; never kinks, affords 
greater leverage; holds tail securely. 
Made of high-grade band ssteel, 
equipped with best Manila rope. Re- 
tails at 75c. the set. 


Order from your Jobber 


Imperial Bit & Snap Co. 


1400 Clark St. Racine, Wis., U.S.A. 








Light 
Electric 
Freight 
Elevators 


Whether it be a light or heavy 
duty type Elevator, Kimball 
builds to suit your requirements. 
A corps of able engineers work 
out your specifications and fit 
the elevator to your require- 
ments. 


Kimball elevators are economical 
in initial cost and in cost of op- 
eration. Write for literature on 
the type of elevator machinery 
you are interested in. 


KIMBALL BROS. 
COMPANY 


Builders of Elevators for 46 Years 
1205-19 South Ninth Street 
Council Bluffs, Icwa 
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Known Quality Shark 
Brand Chisels 


Manufactured by E. A. Berg 
fg. Co., Ltd., Eskilstuna, 

Sweden. 

Butt Beveled edge. 


Regular Beveled 
edge. 










Socket 

Chisels. We carry a full line of 
’ IMPORTED TOOLS and 

Gouges HARDWARE 


Order from your jobber today 
or write 
SCANDINAVIAN WESTERN 

IMPORTING CO., Ltd. 
107-109 Lafayette St., 

New York, N. Y. 
Minneapolis, Minn. Seattle, Wash. Montreal, Can. 

















Window’Screens 
IN COLORS 


Distributors and Dealers 
write for Sample and Prices 


i pe Enlarged section shows the 
il ‘ a double locking feature of this 
ats. Pend. & Pass Applied For — P 


all-metal window screen. 

A continuous steel rod and electro welded frame 
make the APEX Screen rigid and durable. 
APEX Screens are furnished in six sizes, with 
Black, Galvanized or Bronze Wire Cloth. 
Frames in Baked Enamel Colors. 
Made by 


S. & AyMetal Products,Go., Inc. 
421-427 Oneida St. SE SYRACUSE, N.Y. 























Metal Wag 





PROTECTED PROFITS ! 
af NO COMPETITION 


ail From GROCERY, DRUG 9 
or CHAIN STORES 


ECONOMY PLUMBER 
DRAIN PIPE CLEANER 
Sold exclusively to the H ardware trade 








Selling 
for 
25e 








WORKS WITHOUT FUMES 


Consumer must buy Economy Plumber 
from you. Because we want you to enjoy 
a liberal profit without the hazards of cut 
price competition from Drug, Grocery or 
Chain Stores. 

ORDER FROM YOUR JOBBER 
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JOBBERS DISCUSS INTERNAL PROBLEMS 


have no control, as jobbers. There is 
one feature of it which we can work 
on to our benefit, and to the benefit of 
our industry. 


“T have been very happy to see one 
of our prominent members taking an 
active stand on this subject through 
trade publication articles during the 
past year. I want to call a spade a 
spade. I refer to the manufacturer who 
goes to your town and mine; he sells 
the wholesaler if he can; he sells the 
department store and tries to sell a 
large retailer. If you go across the 
street you will find displayed the same 
goods that you bought from him. I 
refer to that type of manufacturer as 
a double-crossing manufacturer, and 
it seems to me that there is no better 
work we could do than to place our 
orders for lines that we handle with 


manufacturers who do not indulge in | 


these practices. I believe we should 
deal with manufacturers who have a 
definite policy of distribution from their 
plant to the wholesaler, to the retailer 
and finally to the consumer. 

“Then there is overproduction in 
mill distribution; there are too many 
types of mills—too many _ individual 


(Continued from page 208) 


mills of each type. The mill that is 
on the job deserves our continued sup- 
port. It is our duty, as well as our 
salvation, to see that he manufactures 











FRANK E. HEGNER 


President, Pasha. 


merchandise at a price that will en- | 
able the dealers to meet competition. 

“Then there is over-production in 
service. I think that is a fault of the 
| wholesalers themselves. There are | 
sections where the retail dealer is do- | 
‘aaa business 200 miles away from the | 


| the distribution of merchandise. 


wholesaler, and that retailer often 
calls up on the telephone and orders 
merchandise in the afternoon, expect- 
ing to get delivery the next day. 

“The fourth item of over-production 
from my observation is over-installing 
selling. I am not opposed to installing 
selling, I think it has its legitimate 
place, but it seems to me that the 
wholesale hardware industry could 
well set an example in having a well- 
founded and ‘well-operated installing 
selling. 

“To sum this whole thing up, I am 
not one of those who believe that the 


| wholesale hardware man is destined to 


be out of the picture in this genera- 
tion or generations to come. The func- 
tion of the wholesaler must be per- 
formed. It has never been performed 
through any other system properly in 
The 
general store, the mail order houses, 
have opened branches at strategic 
points over the country, from which 
they distribute merchandise. It seems 
to me we can hold our heads up, con- 
fident that we have a place in the 
sun.” 

Following Mr. Harwi’s interesting 









air furnaces are used, 
bound to be popular. 


For all size registers. “GEM” 


6Sc.; Dull Brass or Oxidized Copper, 75c. 


1140 BROADWAY, NEW YORK,NY. 
BUY FROM YOUR JOBBER 


“GEM” apsustasie 
REGISTER 


SHIELDS 


Adjustable 
10 in. 


Orders keep coming in from all over the country—wherever warm 
“GEM” Adjustable Register Shields are 
Stock and display them, and reap your profit. 


; Floor Shield, 
Black retails at $1.25; Dull Brass or Oxidized 
Copper at $1.50; “GEM” Wall Shield, Black, 















to 19 in. 










Dept. 55 








J. HILGERS & CO., Manufacturer 





PROTEXIT 


Patent applied for 


Protexit, made of line rubber com- 
pound, is a new article, but a good 
seller with liberal profit. It is a 
simple, useful, unique device that en- 
ables fastening food grinders, and 
similar devices, to enameled tables, 
(or other tables), easily, Quickly and 
securely, avoiding mars, cracks, slip- 
ping and sliding, and other annoy- 
ances. A fine lithographed counter 
display card with six Protexit at- 
tached is supplied with each order 
for one dozen or more. Sells on 
sight. Advertised in Good House- 
keeping and approved by its Institute. 


Price to dealers, $4.00 per dozen, 
10 days, 30 days net—your mar- 
gin 52%. Send order thru your job- 
ber, or direct to 





Binghamton, N. Y. 











Tanned 





“DIXIE” SHOULDER 
STRIPS 


SOLD THROUGH JOBBERS 


HAGERSTOWN, MD. 





SOLE LEATHER 


For Home 
Repair Trade 


HAGERSTOWN LEATHER CO., Inc. 


Especially 






HAGERSTOWN 
vent 






u by hundreds of 














SEGAL KEY CUTTER 


Pays for itself in e# few months. 
as my any one can operate it, 


Dealers with great success and 
profit. 


Segal advertisements in mag- 
azines will reach over 26 
million people. A lock must 
“protect as well as orna- 
ment” is the sales. story 
they tell. This powerful ad- 
vertising will send more 
people into your store for 
Segal locks and hardware 
for homes, apartments, of- 
fices, garages, factories, etc. 
Stock and display Segal 
products for greater profits. 
Write for free literature and. 
full details. 


Segal Lock & Hardware Co., Inc., 
12 Warren Street, New York, N.Y. 


SEGAL 





Hardware Burglar-Proof CKS 
Jimmy-proof AL teh: 
Locks ™ — ey 
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and practical talk, the meeting was 
turned over to the first of two discus- 
sion questions. It was announced as, 
“Do Fliers Quoting Low Net Prices 
on Standard Goods Stimulate Business 
and Are Such Prices Permanently Es- 
tablished as the Market Price?” The 
first speaker to discuss this pertinent 
topic was Henry J. Funk, Albany 





GEO. A. FIEL 


Secretary, New England Association 


Hardware & Iron Co., Albany, N. Y., 
who said in part: 

“IT have been very much against 
fliers for several reasons. They are 
the worst factors in the distribution of 
merchandise, regardless of what it may 
be. The flier used in one section of 
the State determines the price ulti- 
mately in another section of the State. 
You make a flier in one State and 


| ing business from retailers through 


| son is practically over ostensibly to 





three days later it will be placed on | 
the desk of another jobber in some | 


other State. Usually they place low 
prices on standard merchandise on 
which we are supposed to get a legiti- 
mate profit. Now if we do not get a 
profit from the standard line, the price 
maintenance lines—they are the big 
selling items, where are the proiits of 
our business to come from? They are 
not going to come from the five and 
ten-cent items. If we confine ourselves 
to those items we are cutting our own 
heads.” 

R. R. Enoch, Wayne Hardware Co., 
Fort Wayne, Ind., referred to manu- 
facturers sending out circulars giving 
the wholesale price on an article. He 
was of the opinion that they should 
have the retail selling price, that is the 
consumer’s cost. He said he would 
like to make that as a motion—that a 
resolution be adopted that the manu- 


facturers on their circulars show the | 


retail price—the consumer's cost, in- 
stead of the cost to the retailer. 

The motion was seconded and car- 
ried. 

George W. Huntley, Cutler Hard- 
ware Co., Waterloo, Iowa, expressed 
the opinion that the usual effect of 
the low price on fliers was to make 
the price permanent. 

President Nichols then spoke briefly 
about the second discussion question 
which was “Should Manufacturers 


Solicit Business of Retailers to Be 














Shipped and Billed Through Whole- 
salers on Uneconomic Terms Without 
Consulting Wholesalers?” Secretary 
Fernley said in part at this time: 

“In the report of the secretary, on 
page 16, under head of ‘datings,’ there 
appear the following two paragraphs: 

““A recent condition created by cer- 
tain manufacturers is most uneconom- 
ical and should receive most careful 
consideration. If indulged in gener- 
ally it may demoralize the entire credit 
structure. It is the practice of solicit- 


specialty or missionary salesmen, with 
the understanding that the merchan- 
dise be shipped and billed by whole- 
salers with unusual and unsound fu- 
ture datings not authorized or sanc- 
tioned by wholesalers. 

“*This is done after the selling sea- 


clean up stock and is vigorously op- 
posed by many members. They main- 
tain manufacturers should not make 
terms at which they are to sell goods 
because that is solely their right. 
Moreover, when goods are shipped in 
September with April 1 datings, re- 
tailers’ accounts are often tied up for 
six months, thus preventing the sale 
of more profitable and _ seasonable 
merchandise which they really require. 
In addition no retailer wishes to take 
into stock in September goods for 
which there will be no demand until 
spring regardless of dating.” 





69 Per Cent of U. S. Manufac- 
turers Report Increased 
Employment 


Industry throughout the country at the 
present moment is just a shade more favor- 
ably situated than it was a year ago; but 
numerous individual industries show dis- 
tinct recessions from their position last 
year and present a somewhat disturbing 
tone to the general picture, according to 
the annual trade survey of the National 
Association of Manufacturers. 

Increased employment reported by 
69 per cent of the companies, decreased 
by 31 per cent; increased wages are re- 
ported by 91 per cent, decreased by 9 per 
cent, while 23 per cent of the companies 
report a shortage in skilled workers. One 
healthful thing is that labor troubles have 
been practically eliminated, the percentage 
of companies reporting no strikes being 
99.74 and of those reporting strikes .26— 
less than one-fourth of 1 per cent. 

Going into the individual industries, some 
unfavorable reflections appear. Twenty- 
three classifications of the basic industries 
are covered in the survey. Of these, twelve 
report gains that in some instances are 
slight and in other instances might be con- 
sidered excellent advances. These twelve 
are clothing; electrical; farm products 
and foodstuffs; glass, crockery and porce- 
lain; hardware and tools; iron foundries 
and machine shops; jewelry; leather, ma- 
chinery, paper and pulp; stationery and 
printing; miscellaneous. 
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Tapering 
Square Grip 
Short 
. Steel Shaft 
Perfectly 
Balanced 
Head 
NE of the most use- 
ful clubs in a golf- 
ers bag used for ac- 
curate dead to the cup ap- 
proaches from just off the 
green. A club that sells 
and performs—a club 
that brings additional 
customers for Stroke 
Savers. 
NATIONALLY 
ADVERTISED 
Tie-up with Beckley- 
Ralston Stroke Saver ad- 
vertising in leading 
.magazines by displaying 
these popular Short 
Game irons. 
Also 
Matched Sets 


Putter, Approach Cleek, 
Chipper and Niblick com- 









rise the matched sets of 
troke Savers—so much 
in demand by golfers 
everywhere. rite us for 
details of our plan for 
dealers, 
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THE BECKLEY-RALSTON CO. 


Manufacturing Division 


45 W. 22nd St., CHICAGO, U. S.iA. 
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FAIRMOUNT TOOLS 
COMMAND RESPECT 





Inerease Turnower 





No. 555 Wrench Set with 





and Protit 











Holder. Quality wrenches in a 
holder possessing out-of-the- 
ordinary utility. A quick 
seller. 




















Ball Pein Hammers—2 oz. to 

3 lb. Drop-forged for long 

hard usage and fitted with 
seasoned hickory handles. 





Engineer’s Hammers—11 Ib. 

to 4 Ib. Standard Fairmount 

high quality and utility. Per- 
fectly balanced. 


VERYWHERE shrewd workmen se- 
lect Fairmount tools because of 

quality. Fairmount tools are forged and 
tempered by skilled workers who know 
from practical experience what each tool 
should do. 
Fairmount tools are highly profitable 
for the hardware merchant because 
they sell readily wherever they are dis- 
played. 
Write today for prices and complete 
descriptive matter. 


FAIRMOUNT TOOLS 








1061! QUINCY AVE. 





Fa ga PFAIRMOUNTI 


No. 615 Panel Board and Easel 

displaying Fairmount Triple 

**A’’ Line of chisels and 
punches. Size 17”x19%”. 





ORDER BY NUMBER FROM YOUR JOBBER 


)firre 
LFA IR hMrOUN T 


CLEVELAND, OHIO 
GIVE SERVICE AND SATISFACTION 
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From Door Knobs to Dutch Ovens 
Bakelite Molded provides distinctive selling features 


Household articles and fittings are no longer 


purchased as simple necessities. New mate- 
rials, improved designs and the vogue for color 
are factors which have resulted in a new vol- 
ume of buying for replacement. In keeping 
with this trend, the attractiveness of Bakelite 
Molded articles has demonstrated the profit 
possibilities in this unlimited market. For 
building equipment there are Bakelite Molded 





door knobs, switch and outlet plates, push but- 
ton assemblies and other wiring devices. For 
kitchen use there are Dutch Ovens, kettles and 
other utensils with Bakelite Molded handles. 
There are also paint brushes with bristles set 
in Bakelite Varnish, and various tools with 
Bakelite Molded handles. Write to us for a 
list of these and other articles, and names of 
manufacturers. 


BAKELITE CORPORATION 


247 Park Avenue, New York, N. Y. 
BAKELITE CORP. OF CANADA, LTD., 


BAK 


‘\ — 
CoO 





THE MATERIAL OF 





Chicago Office: 635 West 22d Street 


163 Dufferin St., Toronto, Ontario, Canada 


LITE 


ase ») 
A THOUSAND USES 


be used only on products made from materials 
wthe numencal mgn for infiruty, or unlimited 





quantity It symbolizes the infinite number of present and future uses of Bakelite Corporation's products.” 
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Assuring A Fair-Polic 











L 
NTRO NoTICe 


Because of the recent display of interest con- — | 


cerning manufacturers’ trade policies we re- 
produce here the message which we issued to 
the tradcearly in July, 1929.‘‘ A Wordtothe Wise”’ 


(Pasig Stee Co) 








NEW YORK CHICAGO DETROIT PITTSBURGH MEMPHIS DALLAS SAN FRANCISCO 
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50 Models and Sizes 
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Don’t Buy for Spring—until you 


see this line 


The HERSCHEL W & B line provides an unusual opportunity in meeting every 
demand for lawn mowers. Every customer can be satisfied from every stand- 
point—price, size, true worth and appearance. 


And back of these features stand HERSCHEL W & B quality of materials, 
careful workmanship, engineering that has developed such sales making, satis- 
faction including some or all of these major features in all HERSCHEL W & B 


Lawn Mowers: 


1. Extra large pinions. 4. 
2. Hardened throw pawls. 8. 
3. Timken tapered, automatic self-adjusting 
reel bearings and Hyatt roller bearings in 7 
wheels. 8. 


Automatic self-adjusting ball bearings. 
Self-sharpening. 

Four Square Construction Frame for con- 
stant alignment. 

Easily accessible cutter bar adjusting screws. 
Special wheel clips eliminate cotter pins. 


R. HERSCHEL MANUFACTURING CO. 


PEORIA 


Branches: Omaha, Neb. 


PUTNAM & CO., 32 Howard St., New York, N. Y. 


ILLINOIS 


Minneapolis, Minn. 























-—¥ 
-—4 


AS 














Mower and reaper sections and knives; 








aaenanannnt 














guards, heads, rivets; cutting 


parts for mowers and binders, corn harvester and hand cutter knives; 


single and doubletrees; wagon boxes; 


spring seats; endgates; lawn 


mowers; check rower wire, clevises; and 1000 other agricultural 
implement supplies. 
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For the Holidays 
everotain 


Gift Sets in Great Variety 
to Appeal to Any Taste and Purse 





No. X413—Genuine Horn Handle 
Stainless Steel Blade 





No. X104—Natural Staz Handle 
Stainless Steel Blade 





No. G4550 


No. G3500 
Stainless Kitchen Set Stainless Kitchen Set 


Order Thru Your Jobber 
The Ontario Knife Co. 


FRANKLINVILLE, N. Y. 

















The Farrand Rapid Rule 


The Gift They Are Proud 
to Show—Engineers, Archi- 
tects, Builders,- Mechanics, 
Pattern- Makers, Plumbers or 
Steam-fitters—All good 
craftsmen who use good tools. 


A display in your window 
will answer that seasonable 
question— 


“What can I buy fim for 
Christmas?” 


Manufactured by 


Hiram A. Farrand, Inc., Berlin, N. H. 
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No. 220 





All you can possibly 
seek in sturdy, prac- 
tical quality, precise | 
uniformity and su- 
perior finish—is em- 
bodied in the entire 


line of GRIFFIN Hinges 
and Butts. 7 7 7 7 





vanch Offices, 


New York, 45 Warren St. 
Chicago, 555 W. Randolph St. 
Boston, 76 Batt 


‘on, erymarch 
San Francisco, 703 Market St. 















TURNER , 
NO 3g GASOLINE 

















No Waiting or Delay 


The No. 35 Turner Blotorch, illustrated 
above, is ready for use in one-fifth of the 
time required to generate an ordinary b!ow 


torch. 


Wind, 


effect on its punctual performance. 


rain has no 


The 


cold or even 


working blast may be turned off as long 
and as frequently as is desired. 





No. 30 Turner 
Blotorch 


Although popular- 
ly priced, the No. 
30 Turner Blotorch 
is way in advance of 
o‘her blow torches on 
the market. Several 
patented and special 
features make _ this 
device not only a 
useful but an ex- 
tremely safe tool. It 
is fearlessly guaran- 
teed. List price 
$7.95, subject to dis- 
count. Write for 
prices. 
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The Turner No. 35 employs 
a patented internal carburetor 
and generator. There is never 
any smoke or yellow flame. The 


generator delivers an_ intensely 
hot blue flame to the under- 
vein. It acts as a pilot light 
keeping the torch constantly 
generated. 

In the winter time, more 
particularly than ever, the 


Turner No. 35 is a time and 
money saver. This new and 
improved blotorch is the result 
of years of study given to 
blow torches by a manufac- 
turer who has had over a half 
of a century experience in 
making and developing liquid 
fuel devices. 


The Turner No. 35 is fear- 
lessly guaranteed. It costs only 
slightly more than the ordinary 
blow torch. Send the attached 
coupon for complete informa- 
tion and prices. jist price 
$14.30, to discount. 


subject 
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DIETZ 


LANTERNS 





COLD BLAST LANTERN 


Burns -7O Hours 
Without Refilling 


OME customers will find Dietz 
“Little Giant” just the lantern 
they have been looking for—a lan- 


tern that burns nearly 3 days with- 
out refilling. Very small size— 







generous lighting power. 






With red globes, “ Little 


Giants” sell in quantities to 






highway contractors. 






Complete your stock of 
Dietz Lanterns for 
Fall and Winter 
Trade. 









R. E. Dietz 


CoMPANY 


NEW YORK 






Largest Makers of Lanterns 

in the World. Output Dis 

tributed Through JOBBERS 
Only. 


FOUNDED 1840 
















Where An Inch Is 
An Ineh! 


The genuine Russell Jennings Auger 
Bits are ground with extreme accu- 
racy. An inch bit bores a hole ex- 
actly one inch in diameter, without 
binding . . . and so with every other 
size. 


That is why Russell Jennings bits are 
used in so many pattern shops and 
have been preferred for years wher- 
ever fine woods are worked. 


The genuine Russell Jennings Auger 
Bit (full name always on the round) 
sells readily to all who know good 
tools. 


The Russell Jennings Mfg. Co. 


Chester, Conn. 





AUGER BITS 
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AVE GREER knows the art of handle 
making. He has worked all through 


the mill. He is a boss who sees everything. 


When Dave finds a pattern that doesn’t 
please him he often uses a sarcastic phrase, 
‘‘Here’s a handle that may be even danger- 


> 
ous to lean on. 


Dave Greer’s expert training is character- 
istic of SALLEE craftsmanship. Every 
workman has a skillful job to perform and 
each man takes pride in producing handles 
that do their work right. 

We make handles for every 


type of tool and we ship to 
jobbers everywhere. 


Write for price lists and grad- 
ing sheets. 


SALLEE BROS. 






Fifty years’ experience—from tread mill to modern 
plant production. 





“HANG UPor | 
SET DOWN 
DEMONSTRATOR 















See = 





WHY? 


Why do 500 jobbers and 
20,000 retailers sell Champion 
Lamps? 


Because they give customers 
“More Light” and last longer 
and give jobbers and retailers 


MORE PROFIT and satisfac- 


tion. 


ae 


TBULBS | Lavcess 





You can prove the big difference in NET 
PROFITS at the end of a month. Start right— 
your jobber can supply you NOW with our 
“Special Assortment” which includes The 
“HANG UP or SET DOWN” Demonstrator. It 
makes sales quickly. 


he 






We have also pre- 
pared some Cham- 
is pion Price Cards for 
> ) jobbers to mail to 
\ retailers. These cards 
show trade-prices 
and sizes and bear a 
} Detachable Order 
r | Blank which the re- 
tailer returns to you 
to insure 24-hour de- 
livery by Parcel Post. 


Mr. Jobber—Send for some of these Mailing 


Cards which you send out to retailers. 


KNMKMNMMN MMMM NH HNN HHH HHH NHN HNN 


CONSOLIDATED ELECTRIC LAMP CO. 
140 Maple St., Danvers, Mass. 


“Licensed under the General Electric 
Company’s Incandescent Lamp Patents.” 
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HOUZEX PUSH PINS 


Beautiful Glass Heads 


in 4 delicate 
shades— 
sharp steel points 


Brand new—made by 
Houze—Glass headed push 
pins in these four attrac- 

Large—3 to Card tive colors, La _ Rink, 
Heads are 34 inch across top. Rose, Co-Blue, Chro- 
Pin—overall—#{ inches long. Green and Glo-Amber. 
All strikingly decorated 
with inlaid gold design. 
They sell on sight when 
offered in our eye-com- 
pelling 








Counter Display 


Assortment A—48 _ 10- 
cent cards—sixteen cards 

epee of each size. Three sizes 
Medium—¢ to Card of each of four different 
colors. Size of display 
carton is 12''x814"x134"", 
Retail value $4.80; Price 
to you $3.00. 





Heads are 54 inch across top. 
Pins—overall— *4 inches long. 


Write for samples. 


L. J. Houze 


Convex Glass Co. 
POINT MARION, PA. 





Small—6 to Card Glass Specialties of Merit 
Heads are 3% inch across top. New York: 110 W. 40th St. 
Pins—overall— *4 inches long. Chicago: 536 S. Clark St. 











Showing why DENISTON “led- 
heds” last longer, are easier used 
and do a better job. 







Pat. 3-16-26 





And also why 
you can ive 
more ‘‘led-heds”’ 
per pound. 


Here’s a lead headed nail that really takes the place of 
the old lead washer by completely plugging the hole made 
when a nail is driven into the roofing. 

The head is large enough to effectively cover the break 
in the galvanizing and the lead being on the under side 
of the head and on the shank of the nail prevents the 
roof from rusting. 


Furnish your trade a better nail on which you will secure 
a substantial profit and repeat orders. 


If your jobber cannot supply you—send us his name and 
we will forward you samples and circulars. 


The DENISTON CO. ix 


4856 South Western Avenue, CHICAGO 
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There Are Many 
Ways To Gain 
The Women’s Trade 


ND this trade is 

well worth hav- 
ing! Do you know 
that in some sections 
49% of the customers 
are women? How 
many of your custom- 
ers are women ? 


Items such as paint, 
varnish, lacquer, 
: housefurnishings, 
kitchenware, electri- 
cal supplies, etc., all 
lend themselves to 
displays and sales 
ideas that willattract 
women to your store. 


Read the accounts 
that appear in Hard- 
ware Age telling how 
merchants every- 
where are gaining 
this desirable trade. 


oy 


Hardware Age 


239 West 39th St. New York City 
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WINTER PROFITS| Blaisdell 
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CRONK’S “ROL-TOP” All you need to do is to show a few Blaisdell 
Steel Snow Shovels pencils where your customers see them—on 
No. 118. Rol-Top Blade 18 in. wide, 16 counter, or in show case—and you will keep 
in. deep, self-sharpening. Highest qual- , making Blaisdell sales along with other 
oy TP eee —— — spring goods. 
y follows surface of ce- ~ 






















| ment walks, easily removing sleet and 
snow. Rapidly replacing other snow 
shovels. Handle extends 
within 5 inches of bottom 
firmly supporting 
blade. Hardwood 
handle, nicely fin- \ \ \\ 
ished, large Dee 
top. Pat’d Drained 
Socket (see section 
of cut) keeps han- 
dle dry. 

No. 117. Blade 17 in. wide, 
16 in. deep, galvanized and 
corrugated; sides turned up, 
which makes blade very 
rigid. Steel shoe protects 
bottom edge. Large Dee 


top. 
No. 121. Blade 21 in. wide, 
16 in. deep. Otherwise same 


as No. 117. 
CRONK’S r 
Sidewalk i 
Cleaners ‘ 


No. 6. 744 in. Welded 
steel blade, enameled 
black, 44%% ft. heavy 
handle. Approximate 
weight 36 lb. to doz. 
No. 7. 7 in. Heavy 
black enameled steel 
blade, reinforced 
with double steel 
brace, ferrule and 
brace gold bronzed, 
No. 1, 4% ft. handle 
sanded and waxed. 
Approximate weight 
40 lb. to doz. Equip- 
ped with foot rest; 
will not cut shoes. 
We make a 
full line of 
galvanized 
snow shovels, 
kiddies’ and 
boys’ shovels, 


Blaisdell 


Stock Marking Pencil 
writes on polished surfaces— 
tin, glass, enamel, etc. Just 
what you need for yourself 
and can sell to many lines of 


nl Y 













































Builders No. 660 
the famous number that car- 
q penters and builders ask for. 
Reliable for rapid marking; 
red to catch the eye. 





, 
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Blaisdell 


No.7 + Lumber Crayons 










No. 6 
¢ for lumber yards, steel 
i mills, railroad workers, 
! surveyors, and other 


; customers 

boys’ shovels, ] of yours. 
scoops and 
general pur- 


* Water 
pose shovels. proo f and 
weatherproof; made in 


9 
CRONK’S CHAMPION } seven distinctive colors 
Snow Pusher and Barn Scraper F that do not fade 
An ideal tool for cleaning snow and ice ; 


from sidewalks, driveways, gutters, or 
for scraping barn, garage or factory 


oors. 
No. 124. Blade 18 in. wide by 
8 in. deep. Weight 66 Ib. 













{ 











per doz. Note 
ge handle. Order 
vo. 124. Blade 
24 in. wide by From 
8 in. deep. i 
Weight 84 Ib. Your ‘A\s\ 
16-gauge per doz. Jobber ite 
ae — a 
ade, 5 ft. rder Now from 
handle. Fens deen Syla is 3) /, — Conary 











The CRONK & CARRIER MFG. CO. : : 
MONTOUR FALLS, NEW YORK Awarded Gold medal Sesqui-Centennial 1926 











DORSET PR ee 








222 HARDWARE AGE for OCTOBER 31, 1929 








Meet the Demand for Good Hair Clippers 


President 
THE MOST POPULAR 
PROFESSIONAL CLIPPER. 
Highest quality throughout. 
Sizes 1-0A-0-00-000-0000. 








OSTER HAIR CLIPPERS will enable you to do it. They are popularly 
priced, widely advertised and well known. There is an ever-increasing sale 
for them in Hardware and Cutlery Stores. 

OSTER clippers are of a design that assure complete satisfaction to the 
user. They are well made and perfectly balanced. Their clean cutting 
action and comfortable grip have given them preference the world over. 

This big line is most complete. A_ selection of 14 models, from the 
small narrow plate neck shaver to the wide plate professional pattern clipper, 
enables you to pick patterns that satisfy all requirements. 


Write for Literature and Discounts. 


Model ‘‘H’’ Clipper, Large Tor- Model ‘‘D’’ Clipper, Narrow Plate 
sion Type. A LEADER EVERY- Professional Type. ALWAYS IN 


WHERE. Sizes 0-00-000. DEMAND. Sizes 0-00-000-0000 





JOHN OSTER MANUFACTURING COMPANY 
RACINE WISCONSIN 


‘‘Not the oldest manufacturer, but the leader’’ 








== OILERS 


ler 


The Brass Spring Bottoms in 
Hammer and Company’s NEW 
IMPROVED OILERS are 
made leak-proof by a new 
method. 


We do not depend upon solder 
alone to secure the bottoms, but 
form a seating groove in the 
body at the point of soldering. 
Old Style Spring Then we force the down turned 
Oiler flange of the bottom into this 
groove, where it has a wide 
bearing and is then securely 
soldered. No leaky bottoms. 





The Old Style Oilers have a 
Steel Spring in the bottom, but 
not the above improvement. 
Our Malleable Iron Clamps (4 


Hand Lamp styles) are also popular. 
with Oil Tubes 


MALLEABLE IRON FITTINGS CO. 


Branford, Conn. 











Cost More — Worth More 


“Yes Sir” and Why! 


Tool steel edge and head, 
soft steel eye that will 
not crack or break. That's 
the main talking point 
behind this adze. The 
man who buys these tools 
appreciates quality. Give 
it to him and make him 
a repeat customer. He’ll 
come back for. other 
things when he sees that 
he’s getting value. Get 
our latest catalog and 
discount sheet. 


It takes only a few cents 
more to produce infinitely 
better quality and that’s 
why this is a better adze, 
far better, price con- 
sidered. 


The L &1 J.White Co., Div., 


Buffalo, N. Y. 






Simonds Worden White Co. 
Main Office—Dayton, Ohio 


WHITE TOOLS 


SIMONDS WoRDEN WHITE 

















































mee 


POULTRY NETTING 
Galvanized Before and Galvanized c4fter Weaving? 
er, Fee OAL _ wt 


€& Look for the tag, carrying our name, at the end of every roll! 


| The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 
Manufacturers of 
WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Ganges 


New Vor’ City Georgetown, Coan Chicage Mansa iy 
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12” opening 


With STEEL Screw 


MALLEABLE FRAME 


Made extra strong and durable to withstand 
severe usage without buckling. The enlarged 
STEEL screw is provided with a special 
thread having great holding power. 

Wing is of ample size and shaped to afford the 
hand a good grip. Wing is also tapered to fit end 
of screw and pinned securely—no chance of ring 
pulling off from the screw end. The adjustable 
washer conforms to a bevelled surface. 

Nine sizes: 214” to 12” opening. Send for Trade- 
prices. 

Manufactured by 


E. C. STEARNS & COMPANY 
SYRACUSE, N. Y. 


Makers of Good Hardware since 1864 


Sales Representatives 
Hardware Agency Co., 76 Battery March St., Boston, Mass. 
W. R. Voorhees & Co., 417 Market Street, San Francisco 
Thomas A. Troy, 150-152 Chambers Street, New York 
A. H. Deveney & Co., 1505 Fourth National Bank Building, Atlanta, Ga. 


214” to 





LIGHT ELECTRIC & 
PASSENGER ELEVATORS 


Kimball Light Electric Freight 
Elevators with their various sizes 
and lifting capacities and the 
Passenger Elevators driven by 
Kimball’s Straight Line Drive 
machines with motor and ma- 
chine aligned as one integral 
unit give you years of depend- 
able and satisfactory service at 
low cost. Kimball Passenger 
Elevators with manual or push- 
button controls that refuse to get 
out of order will speed up your 
service. al eased ue aia os 


The Push- 
Button Type 


Write for particulars on the kind ¢ 
of elevator and machine you are 
interested in. 


KIMBALL BROS. 
COMPANY 


Builders of Elevators for 46 Years ORS TENG ! 


1205-19 South Ninth St. ELEVATORS ||; / 


2\\a lg! 
Council Bluffs, Iowa = & Gs DS 9 
NG Ye 


rg x Or Bees 























CHRADE ()AFETY 


Push Button knife 


_ No Breakingg 
Finger na iA 


+ ae fet 
Ay 


Push the button and the blade opens auto- 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE- LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


TRADE FVERLAST! NGLY SHARP MARIG 


Manufactured exclusively by 


SCHRADE CUTLERY CO. Walden, N. Y. 


Also manufacturers of a complete line 
of Schrade regular type pocket knives. 


Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 








A Toy That Builds Profits 


Take a look at one of the new line of 
KENTONTOYS—a Jaeger Concrete Mixer— 
that works just like the well-known, large road 
builder. 

Place this toy with its orange and blue trim 
on your counter and watch the boys bring their 
parents in to buy it. 

A catalog describing the complete line of 
profit building KENTONTOYS will be sent 
on request. Write for it today. 


THE KENTON HARDWARE COMPANY. . 45+ + KENTON ,.ONMIO. 
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The Gem Sells Itself 


SS With This Display 
ae ‘Fora Srzecey)) on Your Counter 


H E customer 

who comes in 
to purchase other 
things pauses to 
buy a Gem or Gem, 
Jr. The Gem dis- 
play means extra 
sales. 





All customers fike 
these handy nail- 
clippers because 
they trim nails and 
hang-nails perfectly, 
and work easily 
with either hand. 


The only nationally advertised nail clippers. Copy ap- 
pears regularly in The Saturday Evening Post, Collier’s, 
and Judge. 
oud Transparent Du Pont “Cellophane” 
ae. protects them from rust, dust and 
tarnish. 
The convenient prices—35 and 50 
cents—appeal to every customer. Get 
a Gem display from your jobber to- 
day, and catch those extra sales. 


THE H. C. COOK CO., Ansonia, Conn. 











L | S 
real all-purpose can w 4” 
new  fea- Allin One 
, —— and 4 TRADE MARK 
— Friuton an 
Opener (Tempered) that Can Opener 


folds back into Handle. New! Practical! The latest 


thing out—the Vaughan all-in-one 























N Can Opener Combination. Has 
— a Safety Guard that protects 
thumb and hand—a_ tempered 
friction can opener—bottle opener 


”. and cork screw. Genuine tool 
poor ae gee —, A 

wondertu: en 00! an a 

OPENER sure seller. Retails for ten cents. 


FOR ALL Send for sample and price. 
FRICTION Vaughan Novelty Mfg. 


0. 
CANS Mir. of Quality Kitchen Tools 
Z 321! Carroll Ave. Chicago, III. 
































FAIRBANKS 


Steel Frame 
PUSH CARTS 


Steel is the strongest foundation known for 
a push cart. All Fairbanks Push Carts are 
built with Steel Frames and every part is riv- 
eted to STAY. 

Our Push Carts for Retail Merchants, Laun- 
dries, Bakeries, etc., are the strongest and 
easiest propelling Push Carts ever constructed. 
Send for Folder and Trade-prices. 


The Fairbanks Co. 


Boston, New York, Pittsburgh, 
Rome, Ga. 






Principal Cities 


Fig. 177 Strong Steel Springs 


packed in dis- 
play container 
as shown 


Distribution in all 




















In a dry concentrated form. Simply add three 
parts water to one part salts and make a 
perfect flux of sufficient strength to use on 
old metal. Put in % Ib., 1 1b, and 5 Ib. 
bottles, and in 50 lb. pails. Also put up in 
barrels. 


Free Samples and Instructions on Request 


L. B. Allen Co., Inc. 
6734 Bryn Mawr Ave. Chicago, Ill. 
—SOLD THRU JOBBERS— 












Interchange- 
able Screw 
Driver blades 
of tempered 
Tool Steel 














at leading jobbers 


Write 


NEMCO 


ENGINEERING CO. 
GRAND RAPIDS, MICH. NEMCO JUNIOR 


for name of nearest Overall length 6 in. 








For places hard to 


jobber get at. 
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ATLAS 


That’s the name to remember when order- 
ing Coat and Hat Hooks. 


Atlas quality has stood the test for 35 
years. Always good sellers. Prompt ship- 
ments. 


Write for Literature and Trade-prices. 


The Atlas-Ansonia Co. 


New Haven 


Connecticut 








Opens up new sales possibilities for you. 


BLUE BIRD SNIPS 


Both Straight and Combination Patterns 


BLUE Solid drop forged from high carbon steel. 
BIRD Careful tempering insures keen cutting 
UALITY edges that do not break down under hard 
Q service. 
BLUE Rich lustrous blue, baked enamel handles. 
BIRD Highly polished blades. fe ve, finish 
hat appeals to the judge of fine tools. 
FINISH ; 
Appeals to both the mechanic and 
MODERATE occasional user. Enables you to 
PRICE offer high quality at low prices. 


Combination 







pattern adapted for cutting straight, curved or irregular 
shapes. 


ATTRACTIVELY 
PRESENTED 










Special packing and hand- 
some three-color display con- 
tainers focus tool buyers’ at- 
tention on Blue Birds. Put 
these low cost sales- 
men to work for you. 


Retail at Popular 
Prices 








Combination Pattern Illustrated 


BERGMAN TOOL MFG. CO. 


Buffalo, N. Y. Reg. U. 3 Pa Off. 



























There is yet to be 
produced a better 
and more economi- 
cal wire netting 
than Hexagonal 
Mesh _ providing 
the netting unrolls 
straight and flat. 









Try out a bale of 
Superior Brand 
Netting and prove 
to yourself its 
right to its trade 
name, Superior. 


G.F. Wright Steel 
& Wire Co. 


Worcester, Mass. 

















SUPERIOR 


BRAND 















MORE PROFITS FOR YOU 


in the 













Easy to sell 
because your 
customers 
will prefer 
Skyscraper 
neatness, du- 
rability and 
ease of hand- 
ling. 


















High carbon steel 
and woven construction 
makes Skyscraper last longer. 





Ask your jobber or write to us. 
SKYSCRAPER RUBBISH BURNER 
EASTERN NAIL COMPANY 


Sole Distributors 
170 Union Avenue, Providence, R. I. 
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$35.00. 


details. 





Here’s the Finest Band Saw Sold at $35.00 


Our “Up-to-date” Portable Electric Band Saw with Saw Blade retails readily at 


This sturdy one-piece saw has solid iron frame, with removable base and a 
Special Spring Absorber to preserve saw blades against breakage. 
tilts to 45 degrees. 


All parts are carefully machined and in perfect adjustment. 
$5.00. Choice of % hp. motor, belt and pulley at $17.50 or 14 hp. motor, belt and 
pulley at $22.50. Aluminum Saw Guard may be had at $8.50. Send for complete 


Up-T0-DATE MACHINE WORKS 
2915 S. Wabash Avenue 


Saw table 


The base retails at 


CHICAGO, ILLINOIS 











R. MURPHY’S 
PAPER HANGER’S KNIVES 
In every paper hanger’s kit where QUALITY 
counts. They know from experience tg 
it is a perfectly balanced, 
well made, long lived knife. 












Paper Hanger’s Knives 
MADE IN 5 STYLES 
No. 2 Round Point 3%” blade 
No. 3 Round Point 3%” blade 
No, 2 Square Point 3%” blade 
No. 8 Square Point 3%” blade 
No. 1 Square Point 3” blade 
You will find these, and all R. MURPHY 
Knives profitable to sell for THEY SAT- 
ISFY workmen and craftsmen in every line. 

rite for catalog 


R. MURPHY’S SONS CO, AYER, MASS. 


Established 1850 








Washers of every type and 
kind, also Stampings 
We have specialized in 
Wrought and Steel Plate 
ROT WASHERS / Washers for over 40 years. 
works. Send for Complete 
Catalog. 
Wrought Washer Mfg. Co. 
46 South Bay St., Milwaukee, Wis. 


We roll the plate expressly 
for the purpose at our 
The World’s Largest Producer of Washers 

















PELOUZE 
New Household Scale 
DE LUXE 


Capacity 24 pounds by 


ounces. Artistically de- 
signed. Sturdy, compact 
construction. Beautifully 


enameled in the choice of 
several colors. Double up- 
right supports. Invalu- 
able to every household. 
Order early through your 
jobber. 


PELOUZE MANUFACTURING CO. 


232 East Ohio Street, Chicago 


Manufacturers of reliable scales for 
many purposes. Send for catalogues. 


Specify “PELOUZE” in ordering of your jobber 


SPELFD UP SALES 
wiTH KEES sreciarries 


SKATES 





No. E30——Enamel Dial 
T-30 with Scoop 
No. G30—Glass Dial 















“BROWNIE” ROLLER 


Bridge-like truss and sturdy con- 
struction enables “BROWNIE” 
Skates to “‘stand the gaff.’’ Extra 
wide range of adjustment (6%” 
to 11”). One size fits everybody. 
Improved ball bearing rolls, hard- 
ened bearings and treads. 


Catalog sent on request. 














WRITE 
FOR 
NEW 

CATALOG 





SPECIALIZE ON “BROWNIES”—IT PAYS 






F.D.KEES MFG.CO. BEATRICE ,NEBRASKA 














No. 1816 


sult it. 





No. 371 


500-Pg. Catalog 


If you have not one, write for it. 
Keep it at your elbow, for you 
will have frequent need to con- 


book will be the means of keep- 
ing your stocks complete at 
short notice and satisfying 
countless customers. 


THE BRAINERD MFG. CO. 
EAST ROCHESTER, N. Y. 


Your Business 
Guide Book 


This valuable reference 
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yew'vex” THE JAMES SWAN COMPANY, Seymour, Conn. 


A oO) THE JAMES SWAN CO. No.40. eeecnemeesittecteead 





Manufacturers of all kinds of BITS, CHISELS, DRAW KNIVES, GOUGES, 
GIMLETS, AUGERS, NAIL SETS, SCREW DRIVERS, COUNTER SINKS, 
BORING MACHINES AND EXPANSIVE BITS 


Buy only Carpenters’ Tools bearing the Trade Mark which stands for quality 
Awarded Medal of Honor on Mechanics Tools at Panama-Pacifie Exposition. 

















Make your custom- memento (5 —a 
ers ur friend QUALITY vas 
dee . roy ee ye 


also; sell them 


Knife-Handle Wrench 


I \ ER J OHNSON GA, One of the oldest, best liked and most 


. satisfactory selling screw wrenches 
Shot Guns. It’s good business. ever offered the hardware trade. 
Seven popular sizes: 6” to 21”. ; 





Iver Johnson’s Arms & Cycle Works 
Fitchburg, Mass. 


New York Chicago ng ge BEMIS & CALL CO., Springfield, Mass. 


151 Chambers St. 108 W. Lake St. 717 Market St. 


Look up your stock. 





















: FLUXES 
Refrigerator and Builders 
, ee d ne » PERFECTLY 
Big ies lik " 
; Used Cots, General Minctyia "Go. Buick 
See our New Cylinder Mortise Dead Motor Co. Atwater Kent Mfg. Co., 
by Delco-Light Co., Eastman Kodak Co., 
Locks and others use Rubyfluid Soldering 
Flux because it gives entire satisfac- 
ions Hard n B dB the tion, 
etter ardware in Brass an ronze 4: Free from poisonous fumes, never cor- 
Leading a lke ane a seller to ALL who 
s ering ¢ inning. 
cio Greene Tweed Corp. c]o Concerns Send for Free Samples and Prices. 
9 Liberty St., Newark, N. J. RUBY CHEMICAL CO 
Reg. U. 8. Pat. Off. Reg. U. S. Pat. Of. 68 McDowell Street, Columbus, Ohio 




















No. 231, 3% In. 





No. 232, % in. 





No. 233, 1 In. 


No. 234, 1% in. Special Washer 


SLOTTED SCREW TIPS 


This slotted screw Tip has been made principally to satisfy a demand for a 
cheaper grade of Tip. A Special Washer has been constructed so as to pre- 
vent the rubber head from pulling off. Write for full information. 


ELASTIC TIP CO. 370 AtlantictAve., Boston, Mass. 
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KANIIINK 


SPRING LOCK WASHERS 
DONOTTANGLE DONOTRUST 


Made and sold under license 
by the Kantlink Manufacturers: 
The American Nut & Bolt Fastener Co. The Mansfield Lock Washer Co. 
Pittsburgh, Pennsylvania Mansfield, Ohio 
The National Lock Washer Co. 
Newark, N. J., Milwaukee, Wis. 


The Positive Lock Washer Co. The Reli Manuf; ing 
Newark, New Jersey Massillon, Ohio 


PAY THEIR COST IN TIME SAVED- SOMETIMES MORE 
ee 











WALWORTH 


Walworth Company, General Sales Offices: 
51 East 42nd St., New York 
Plants at Boston, Mass.; Kewanee, III.; 
Greensburg, Pa., and Attalla, Ala. 
Distributors in Principal Cities of the World 


Walworth Company, Limited, 620 Cathcart St., Montreal, P. Q. 
Walworth International Co., New York, Foreign Representative 


Makers of Dan Stillson’s Wrench 














Stone-Working Tools 
and Supplies 


Catalog on request 
TROW & HOLDEN CO., Barre, Vt. 











br CONSTRUCTION 
ye }| Conduction Be 





Made to stand the gaff of 
hard service—designed right 
to cut through wood smooth- 
ly, quickly. Write today for 
illustrated folder and price 
list. 











Snell Manufacturing Company, Fiskdale, Mass. 


Sales Representatives 
Joun H. Granam & Co., 118 Chambers St., New York City 













| Meet Your Trades Need | 





RES 





carry anice profit 


FF 


VERYINING Write for Catalogs and Prices 
Tr Ro iowee ) The Stewart Jron Works Company, Inc. 
. 540 Stewart Block, Cincinnati, O. 
















Peerless Handcuff Accessories 





A single Peerless handcuff attached to five foot chain with 
the half cuff at one end and a three inch ring at the other 
end is for use by bank messengers and also for transporting 
a single prisoner. 
Why not stock these accessories and be ready for the 
demand? 
Write us for descriptive folders and prices. 


PEERLESS HANDCUFF COMPANY 
Springfield, Mass. 






















Display this 
in your 
window 
with a 
price card- 
for volume sa 






No. 101C 
Leveling 
Instrument 









Popularly 
Priced 


les 
> Sa 
Oe 


" 










2567 











MYERS Connon’ 


MODERNIZE STORE METHODS 


To provide adequate storage facilities for shelf steck—te 
make i ible an ient for clerks and stock men 
to handle with absolute safety—to insure quick service for 
wholesale or retail trade—install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 

Deep tread steps, full length hand grips, rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
tion and noise and produce a ladder of ample strenyth for 
safety, convenience and efficiency. One style onl: eat of 
design—attractively finished—any height—easily installed — 
meets most requirements. Circular on request. 


mEFE MYERS & BRO.Cco. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 
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The NEW 
W. ROSE BOOK of TOOLS 


3 y pages of information de- 
signed to help you make 
more profit out of selling tools to 
Bricklayers, Masons, Plasterers and 
Tile Layers. 
We'll mail copies to you and your cus- 
tomers on request. 


W. Rose & Bros.,“au, X,Sedre Sen 
Sa IE Ne te ye te 








Two O-CEDAR Deals 


In connection with our big national newspaper cam- 
paign to the consumer covering 100 cities, featuring 
O-CEDAR POLISH, O-CEDAR MOPS and O-CEDAR 
AUTO POLISH, we are offering these exceptional 


profit-making opportunities to the dealer: 





Deal No. 1280 Deal No. 720 
List Price List Price 
1 Doz. No. 4 O-CEDAR - 
Polish Mops ........- $12.00 1 Doz. 15-0z. O-CEDAR 
1 Doz. 12-02. O-CEDAR AUTO POLISH ...... $12.00 
Polish .....-++seeeee A RAMON oc naiwcisiaiessis 4.80 
Less 3314 % “a 
8S ROD 6s casusioes ls 
Pree te WOW icwccsses $12.80 Price to YOU.......... $ 7.20 
FRED 1 Doz. 15-oz. O-CEDAR FREB 1 Doz. No. 43 O-CEDAR 
Auto Polish, Value $12. Hand Dusters, Value $6. 
ORDER FROM YOUR JOBBER TODAY! 
O-CEDAR CORPORATION Chicago, Iil. 











CORBIN 





THE CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 








Easy With Phenix \) ir 


032 Center St. Milwaukee, Wis. 


Window Cleaning 





Storm windows operated on 
Phenix Hangers offer no incon- 
venience. Sash easily open out- 
ward, permitting extra ventilation 
and ample opportunity to wash 
and wipe windows. Phenix hard- 
ware for storm sash and screen 
windows and storm doors is more 
carefully planned and of better 
construction than other makes. 


PHENIX MFG. CO. 




















An Old Reliable Item in 
*PYREX Ovenware 


| gate en Pie Plates are always 
prime favorites with the con- 
sumer. Be sure your stock is 
ample and includes the five 
round shapes (Nos. 205, 208, 
209, 210, 211) and the hexag- 
onal style (No. 200). Order 
through your jobber. 





CORNING GLASS WORKS 
CORNING, N. Y. 
*Traie Mark Reg. U S. Pat. Off. 


SM ex? ubbish burners q 
\ 


ax? cake coolers 


cannin 
racks. W!re baskets 


suena: kitchen wire 40005 


features. Prices that 
Write for catalog No UNION STEEL PRODUCTS CO. 
sheet. 


keep them turning over. 
ALBION, MICHIGAN 


"UNION_ 









































BURNLEY 


TheSoldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 





(rence sas) 


SOLDERING PASTE 


Scam eee) 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 


Sample free 





| 






TERS SN = 


Sell at 50% Above Cost! 


How much do you make on “bald headed” nails? 
Sell a pound of Dickson’s with every square of 
steel roofing and make two profits. You also 
benefit your customers, because lead head nails 
add years to the life of roofing and siding. 
Dickson Cold Prest Lead-head Nails run 9,000 
to the keg, compared with 5,600 or 5,800 cast 
lead heads. Send for samples and prices. 

Dg morige! einen Nail Co. 


Evanston, Illi 


e 
MPRESSe, 















_>_ 
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Classified Opportunities 





Use the “Classified. Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED DISPLAY RATES 


Each additional inch 


Positions Wanted Advertisements 
50% off rates quoted 





Address your advertisements and replies to 





Get Solid, Minimum of 5 lines... .$3. 
Each additional line .60 


All Capitals, Minimum of 5 lines.. 
Each additional line 


Average 10 words to a line 
Allow One Line for Keyed Address 





Discounts for Classified Advertising Yor 
4 insertions, 10% | 8 insertions, 15% 
° 


Remittance Must Accompany Order 


Hardware Age, Classified Snper- 
tunities, 239 bahge O ' ta St.. New 





Harpwars Acp is published each Thursday. 


Forms close Nine Days previous to date ef 
publication. 





Samp! f handise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
si alee aeaanenae be addressed to box numbers. , 








BUSINESS OPPORTUNITIES 


POSITIONS WANTED 








FOR SALE 


A modern up to date wood toy manufacturing plant situ- 
ated in Pennsylvania and employing 150 hands. Doing a 
large business and showing a profit. Detailed information 
to interested and responsible parties. Address Box 1-580, 
eare of Hardware Ave, New York City. 














FOR RENT in the heart of the New York Wholesale Hardware District, 
office space or storage space or both with facility available to handle tele- 
phone messages, stenographic details and warehousing of merchandise. 
The advertiser is a manufacturer’s representative. 
able. Address Box 1-585, care of Harpware AcE, New York. 





FOR SALE:—Hardware Business established two (2) years, near 
Philadelphia, in town of 5,000, 10 manufacturing plants, center of large 
farming district, located in a growing section 1 mile from the one other 
Hardware Store. Inventory $8,000. Reason for selling, other business 
interests. Address Box 1-556, care of Harpware Acg, New York City. 





FOR SALE Three Story Building on Main Highway to Albany. Two 
hardware stores now occupied by owner. Plumbing Shop, Barber Shop 
and two Flats now rented. Third floor is used as store room for Hardware 
Store. Will sell all or part. Reason: Age of Owner. Address Box I-574, 
care of Harpware AcE, New York City. 





FOR SALE—Having discontinued our Branches we offer for sale one 
set of modern type swinging panel door hardware shelving, rolling ladders, 
tool racks, show cases, safe and cash registers. Walberts & Timberlake, 
Columbus, Kansas. 





HELP WANTED 





SALESMAN—EASTERN_ MANUFACTURER HAVING A WARE- 
HOUSE IN CHICAGO DESIRES EXPERIENCED SALESMAN IN 
BUILDERS’ HARDWARE AND PADLOCK WHO IS FAMILIAR 
WITH THE CHICAGO TERRITORY. WRITE BOX I-579, CARE 
OF HARDWARE AGE, NEW YORK. 


WANTED—BUYER, experienced in hardware, paint, mill and factory 
supplies. Must be energetic, hard worker for group retail stores Middle 

est. Will start right man at $3,500 to $4,000. Unlimited future. Ad- 
dress Box 1-581, care of Harpware Ace, New York. 


ASSISTANT MANAGER, Builders Department. State age, references, 
experience in detail and salary expected. Apply Box 909, Norfolk, Va. 


POSITIONS WANTED 

















Rent will be reason- 


EXPERIENCED SALESMAN knowing wholesale and retail hardware 
trade in Metropolitan New York intmately. Seeks position either salary 
or commission with drawing; accustomed to five thousand annual earnings; 
now employed; good appearance, capable, dependable; age thirty-five, 
Christian, married, references. Address Box I[-583, care of HARDWARE 
AcE, New York. 


SALESMAN desires connection with manufacturer. 
clear, productive record. Have called on Hardware trade in 





Age 25, four years 
stern 


Pennsylvania. Willing to locate anywhere. No sidelines considered. 
se car; references. Address Box I-582, care of HARDWARE AGE, New 
ork. 





POSITION WANTED by a real Hardware Man. A store manager and 
systematizing expert on new fixtures and window dressing would like to 
locate in New York, New Jersey or Conn. Will be at liberty after Octo- 
ber 21. Address Box I-570, care of HArpware AGE, New York City. 


SALES ACCOUNTS WANTED 











HARDWARE M’F’RS REPRESENTATIVE 


SEEKS ADDITIONAL LINE FOR NEW YORK 


A substantial reputation Sixteen years contact leading 
hardware jobbers will entertain connection only with 
well known concern—preferably advertised line—terri- 
tory—New York State—New Jersey—Philadelphia— 
Baltimore—Washington, D. C. 


EDWARD WEINGARTEN—286 Fifth Ave., New York City 














SALES SERVICE. Middle west Manufacturers’ Representative selling 
to leading jobbers and large dealers desires an additional line. Must be 
— of merit. Protected field required on one-year contract renewable 

y mutual consent. Ohio, Michigan, Indiana, western Pennsylvania, covered 
every sixty days. Eight years’ constant contact with trade. Address 
Box 1-572, care of Harpware AGgE, New York City. 


SALES REPRESENTATIVES WANTED 














HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 











AN OPPORTUNITY 


One of our clients, a well known manufacturer of hand 
tools, requires a salesman for the New England district. 


This district includes the New England States, New 
York and Canada as far west as Toronto, 


Their sales are entirely to the jobber, but the salesman 
will be required to spend more time calling on the 
retail hardware dealer in the interest of the jobber, 
than on the jobber himself. 


He should have experience working with the jobbers’ 
salesmen and in holding meetings with them. 

Prefer someone with acquaintance in the territory, 
altho it is not absolutely necessary if the other qualifi- 
eations are satisfactory. 

All inquiries will be held confidential and no references 
followed up except upon permission. 

In writing give age, experience in detail over the past 
ten years, and any other information bearing on 
application. 


ADDISON VARS, INC. 
1280 MAIN ST. BUFFALO, N. Y. 
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Classified Opportunities 





SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 








}- 
ROPE SALESMEN WANTED 


In all territories 100 per cent pure Manila rope 17c. Ib. 
basis. Fast selling side line five per cent commission. 
UNITED FIBRE COMPANY, 82 South Street, New York 
City (Foot of Wall St. and East River). 

















WE HAVE open, for side line salesmen, calling on retail hardware 
trade, territory in Illinois, Indiana, Iowa, Wisconsin and Ohio, to sell 
Sole Leather and Rubber Heels. Commission basis. Old and reliable 
firm. References required. Address Box I-566, care of HArpwaAre AGE, 
New York City. 





OLD RELIABLE New York paint concern manufacturing a moderate 
price line wants salesmen now calling on paint and hardware jobbers and 
dealers to handle a few fast selling items on commission basis. Only suc- 
cessful men with following need apply giving references, etc. Address 
Box I-584, care of Harpware AGz, New York. 








SOMEWHERE south of the Mason-Dixon Line is a Manufacturers’ 
Agent calling on the Hardware, Paint and Glass trade who is looking for 
our high grade line of Glass Cutters, Glaziers’ Tools, etc. We have a 
real proposition to offer a consistent worker. State territory covered and 
lines handled. The Fletcher Terry Company, Forestville, Conn. 





OLD RELIABLE CONCERN manufacturing complete line of Hickory 
Handle catering to trade wanting quality, wants established representative 
selling jobbing trade in Minnesota, Iowa, Dakota, Nebraska, Kansas and 
Missouri. Only successful men with following need apply. Address Box 
1-577, care of Harpware Ace, New York. 








SALES REPRESENTATIVE—BUILDERS’ HARDWARE AND PAD- 
LOCK LINE FOR CALIFORNIA, WASHINGTON AND OREGON. 
ADDRESS BOX I-578, CARE OF HARDWARE AGE, NEW YORK. 





COMMISSION SALESMEN IN EACH STATE for manufacturer of 
band tools and hardware specialties. Advise territory covered and house: 
represented. Address Box H-638, care of Harpware Acr. New York Cit» 














tunities. 


Try it and see. 





Sales Representatives Wanted 


In a recent issue of this paper under the classification of 
“Sales Representatives Wanted,’’ were twelve different adver- 
tisements for salesmen calling on the retail hardware trade. 


It looks as if hardware concerns knew where to “‘go”’ for 
hardware salesmen, doesn’t it? 


And by this same reasoning it looks as if these concerns 


reckon that men know where to “go” to find these oppor- 


It’s a good paper that serves the trade ‘“‘both ways,’ isn’t it? 
Address— 


Hardware Age, 239 West 39th St.,New York 


“‘Classified Opportunities Section”’ 
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UFKIN “RED END” RULES 


YOU CAN’T BUY A BETTER FOLDING WOOD RULE 


Hard Enamel Finish, Brass Strike Plates, and Rust- 
Proof Spring Joints make these rules most serviceable. 
Bright Red Ends give them a very smart appearance. 


ae. THE LUFKIN fpuLe C0. 


TAPES —- RULES Windsor, Ont. SAGINAW, MICHIGAN _ New York 
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Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS PLY M O U = H 


PRODUCTS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For example, on pages 7 to 79 it indicates by the key 
numbers 2 and 36 which hardware wholesalers handle 
“auto accessories and supplies” and ‘mechanics’ and car- 
penters’ tools”, respectively. 

Then, the Hardware Retailers on pages 80 to 353 who are 
rated 1, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S.; and they 
too handle the products just mentioned. 


The complete and old reliable line that has 
served the trade for years. 
LASTS AND STANDS 
COMBINATION LASTS 
RIVETING MACHINES 


for the Shoe Repairer ; 


7 LAP LASTS—REPAIR JACKS—NAIL 
remap acer sg yet \° CUPS—FOOT RESTS—HEEL STIFFEN. 


Wholesale Hardware Houses in U. S., Canada and Foreign. 
ERS—HEEL PLATES 


Retail Hardware Stores in U. S., Canada and Foreign. 
HIO” Shoe Lasts, shown at right, are 


Chain Hardware Stores in United States and Canada. 
5, 10, 25c. to $1.00 Syndicate Stores carrying hardware. 

absolutely guaranteed against breakage. 
Lock bearing, strong and 


Department Stores carrying hardware and housefurnishings. 

Manufacturers’ Agents in U. S., Canada and Foreign. 
rigid. Latest shapes for both 
men and women’s shoes. 


Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 
Mail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 
Sa _ and aed dae tae Extra heel piece included 
adio Apparatus an arts Jobbers. 
Plumbers and Tinners Supplies Jobbers. for all sizes of heels. Stands 
Membership Lists of Hardware Associations. finished in Red Enamel and 
ee ee See Verified me of beso jes and pre gr - Gold—Lasts finished in Black 
indispensable in economic direct-by-mail promotion work an 
also a helpful guide for salesmen's calls. Every manufac- J} Enamel. They sell on sight. 
turer's sales manager should have one on his desk, and every Write for prices. 
—— could copes Pe en a | in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the The Fate-Root-Heath Co. 
Tenth Edition. 901 Riggs St. 
It really is 16 directories in one. 


PLYMOUTH, OHIO 


Published annually, $15.00 postpaid t N. Y. Office—90-92 W. B’way 
‘ ; . N. Winner, Mgr. 
Hardware Age Verified List Department ARS = See Sa 


239 W. 39th Street New York, N. Y. 














yy REFILLS: 
All sizes of Domes of Silence from 3%” to 7%” retail fj fe jn) D 19 Assore- 


| ment: Packed 
at the same price, 10 cents for a set of 4. The extra so arene aon: 
heavy 11%” size retails at 15 cents per set. 


This uniformity of price means a great deal to 
jobbers and dealers on a high grade product on which 
the sale and profit are always dependable. 


DOMES of SILENCE, Inc. = 21 Pearl Street, New York City 
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Pumps are pumps the 
world over, but the name 
MYERS on a hand or 
power pump, or on a water 
system, marks it ‘“Honor- 
Bilt”—a product of supe- 
rior quality, designed by 
pump engineers of long ex- 
perience, built by pump ex- 
perts of long experience in 
the Myers factory where 
Myers Pumps have been 
manufactured continuously 
for over fifty years. 


Little wonder the name 

MYERS expresses the true 
meaning of better built 
pumps for every purpose. 


Little wonder pump buy- 
ers recognize it as a mark 
of superior quality on 
pumps for every purpose. 
Lasting satisfaction, the 
satisfaction that keeps cus- 
tomers friendly and stimu- 
lates business, goes hand 
in hand with Myers Well, 
House and Cistern Pumps; 
Myers Pump Stands and Tank 
Pumps; yers Hand and 
Power Water Systems; Myers 
Self-Oiling Power Pumps and 
Pumping Jacks, tens of thou- 
sands of which have been in 
service the world over from 
five to forty years and some 
even longer than this. 
With a_ stock of Myers 
Pumps you are sure to meet 
the individual requirements of 
your customers—hand, wind, 
engine or motor power—shal- 
low or deep wells—exposed or 
protected installations—volume 
up to ten thousand gallons of 
water per hour—you are al- 
ways certain of profitable pump 
business from a wider spread 
of pump prospects when you 
fortify your sales efforts with 
the Myers Line of “Honor- 
Bilt” Pumps. 




















mF. E.MYERS & BRO.ce. 


ASHLAND, OHIO. 





Take 
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fourHat—s} 
Z t MYERS & 


*? 


PUMPS -WATER SYSTEMS -HAY TOOLS -DOOR HANGERS (ft 


PUMPS * WATER SYSTEMS = HAY TOOLS = DOOR HANGERS 
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“YES SIR- 


We’ve Sold Them 
for Thirty Years!” 


“. . . . and we’ve never had a 
dissatisfied customer or a com- 
plaint in all the years we have 
handled STAR BLADES... 
they sell faster . .. give us 
quicker turnover . . . and more 
profits than any other blades. 

Customers who buy them to- 
day come back and buy them 
again tomorrow .. . this is the 
backbone of a profitable and 


successful retail business.” 
Hardware dealers can’t go wrong 
in stocking STAR BLADES exclu- 
sively on all sizes. 

Your jobber can supply you. 


ae | 


CLEMSON BROS., Ine. new?’ Youn 




















